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As you’ll no doubt read in the pages of 
our first Automotive Dealer magazine 
for 2015, there is so much for Dealers 

to look forward to this year. One of the first 
things that comes to mind is the growth of 
NADA University which is now in full swing. 
Offering Australian Dealers unprecedented 
access to world-class business management 
skills, it’s a thrill to see that these innovative 
courses have already been well-received by so 
many members of our community.

In August, we will also host  
our completely reimagined 
AADA National Dealer 
Convention. As you’ll see on 
pages 30-33, we’ve already 
confirmed a number of fantastic 
presenters including legendary 
NADA Chairman Bill Fox and 
entertainment from Australia’s 
very own David Hughes.
The Convention theme this year is ‘Stronger 
Together,’ which has become somewhat of 
a mantra for AADA. In all aspects of our 
dealings with Government and related 
industry associations, we believe that working 

COOPERATION THE KEY TO SUCCESS IN 2015

Patrick Tessier
AADA CEO

openly and cooperatively is far more desirable 
than the alternative.  Particularly through our 
increasingly strong relationship with the FCAI, 
we seek to achieve a strong and aligned future 
between both organisations. This will help 
both combat common challenges, as well as 
create compelling government submissions on 
important policy matters.

Taking this ideal even further, AADA’s mission 
to facilitate the first ever Australian Motor 
Dealer Council (AMDC) is in full swing and 
the Council will conduct a landmark meeting 
on March 17 (go to page 5 to find out more).

As I first mentioned, there’s plenty in the 
pipeline! So, to all our members, industry 
partners, supporters and associates, I’d like 
to welcome you to this first Automotive 
Dealer edition and to what will no doubt be a 
sensational year for the retail auto industry.

The motor industry, along with all other 
retailers around the world, is facing 
unprecedented change.

The internet has given the 
consumer far more information 
than ever before including 
access to ‘the lowest quoted 
price’ on products and services. 
These price listings are quite 
often below the variable cost 
of delivering to the public, yet 
they become the benchmark for 
all dealers.

FROM THE AADA CHAIRMAN

Ian Field
AADA Chairman

Other modern day challenges specific to retail 
motor Dealers include:

•  Increased facility investment, which 
includes brand requirements, meaning 
rent factors are often higher than the net 
profit from the dealership business. 

•  Non-genuine parts manufacturers 
are entering the repair industry as 
repairers, with the intention of providing 
service across Australia. This has 
major ramifications for Dealer service 
departments.

• Non-genuine panel parts are now being 
used by major insurance companies to 
reduce their costs. Some of them claim 
their panel parts fit better than the 
original. 

•  Government red tape at all levels makes 
smaller businesses more vulnerable than 
larger groups who employ in-house HR, 
IT and IR expertise. 
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•  Dealer F&I income is being challenged 
by the regulators as ‘too high,’ because the 
financiers call it a commission instead of a 
fee for service.

Indeed, there are more potholes than ever to 
avoid on the so-called ‘level playing field’ for 
dealership businesses today.

The points listed above are just a few of the 
issues AADA members are currently grappling 
with. As an individual Dealer, it would 
be impossible to address these challenges 
effectively whilst focusing on the crucial day-
to-day operations of a demanding dealership. 

That’s why AADA will continue to work 
tirelessly on ensuring our industry is allowed 
the best possible chance to thrive, leaving you 
to get on with what you do best.
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Doug Dickson will become the 
independent chairman of the first 
Australian Motor Dealer Council when 

the individual councils agree a constitution 
and management structure on March 17.

Doug Dickson, former Managing Director 
of Mazda Australia, has agreed to be the 
independent Chairman of the Australian 
Motor Dealer Council (AMDC), pending 
a crucial meeting between the AADA and 
current Dealer Council chairs on March 17.

Highly-respected and accomplished, Dickson 
is best known for his role at the helm of Mazda 
Australia, where his firm and transparent 
leadership helped propel the brand to the top 
of Australian sales charts. 

The AADA Board’s motivation 
to invite Dickson to take on this 
role has been multi-faceted. Not 
only does Dickson’s reputation for 
industry astuteness precede him, 
but he brings a unique OEM-
perspective to the Council.
Explains AADA Chairman Ian Field, ‘The 
appointment of someone of Doug Dickson’s 
background and reputation as independent 
Chair underscores the importance AADA 
places on the AMDC. With Doug’s steady 
hand and wealth of experience, we would 
expect the new Council to create and shape 
better agendas - agendas that also take account 
of the OEMs’ views he said. ‘Indeed, Doug’s 
OEM background sends a clear message 
about the AADA’s intention to unify Dealers 
and manufacturers, particularly in light of the 

changes Australia’s automotive industry will 
soon face. We are delighted that Doug Dickson 
has agreed to take up this pivotal role.’ 

‘The time has come for Dealers to decide’ 
explains AADA Chairman Ian Field, ‘the 
formation of the AMDC represents countless 
hours of planning, negotiations and a 
determination to improve communication in 
our industry. 

After Australian manufacturing ceases in 
2017, Dealer investment in the Australian 
automotive industry will be greater than the 
current manufacturer investment – in fact, 
the auto industry of importers and retailers 
will jointly manage the $72 billion of sales and 
continue to employ thousands of Australians. 
In recognition of Australia’s world class 
engineering and design capabilities, there will 
be a continued concept and design capability 
based in Australia as part of the global 
network.

As a result, an effective structure needs to be 
in place to facilitate the future policy direction 
as well as the challenges Australia’s automotive 
industry will face in regard to the continuing 
globalisation process, which will not slow 
down and is likely to increase.

‘Dealers need to be thinking about the future’ 
says AADA Chairman Ian Field.  ‘It’s likely that 
the dealership business of today may look very 
different to the one 10 years down the track. 
AADA believes that a new AMDC will provide 
an important link between Dealers, OEMs and 
the AADA – but it needs the full support of all 
thinking Dealers at this crucial time.’

DOUG DICKSON AGREES TO BE THE 
INAUGURAL AUSTRALIAN MOTOR DEALER 
COUNCIL INDEPENDENT CHAIRMAN
Doug Dickson will become the independent chairman of the first Australian Motor Dealer Council 
when the individual councils agree a constitution and management structure on March 17.
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This sentiment is reinforced by Dickson, 
encouraged by the initiative to adopt a longer 
term focus:

 ‘The franchised new car industry needs a 
strong, combined and independent voice to be 
heard above the increasing clamour to wind 
back entitlements and protections granted 
while our industry had a strong manufacturing 
base. I find it encouraging that franchised new 
car Dealers, through a revitalised AADA, are 
adopting a longer term, more strategic outlook 
evidenced by the recent cooperation between 
FCAI and AADA. I would be delighted to be 
part of the AMDC initiative and look forward 
to helping build strong and unified industry 
representation.’

Dickson would play a key role in the AMDC’s 
function to unite Dealer Councils across the 
nation, whilst opening a new forum to share 
ideas and troubleshoot common challenges. 
An AMDC would also help form, and 
ultimately funnel policy issues to the top of the 
AADA policy agenda.

The road to forming the AMDC has been 
extensive, with major discussions first taking 
place at last year’s AADA National Dealer 
Convention. During the Convention, a 
number of Dealer Council chairmen met and 
unanimously agreed that brands should be 
represented through a national motor dealer 
council. From there, a number of consultations 
and planning sessions were conducted, before 
another major foundation-setting meeting in 
December.

At the upcoming meeting in 
March, invited Dealer chairs 
and AADA board members will 
have an open discussion, and 
decisions will be made about the 
final structure and constitution. 
Nothing is currently determined, 
as the final decisions must be 
in consultation with the elected 
members of the brands.

‘Moving forward with an AMDC could make 
all the difference to the strength of the retail 
auto industry in years to come. I strongly 
encourage all Dealer Council chairs to attend 
the meeting in March with a determination to 
enact positive change’ says Ian Field.

AADA’s interim CEO Patrick Tessier concurs:

‘Australia’s motor dealers deserve and must 
have proper advocacy – and the formation of 
the new Australian Motor Dealer Council is a 
key step’ - he said.

‘AADA has accomplished so much in a short 
space of time, but in order for Dealers to be 
appropriately represented in years to come, 
its time for all Dealers to get behind the 
AMDC. We believe that in order to strongly 
forge ahead over the next ten years we’ll 
need to do it with cooperation. Of course, 
it’s no coincidence that our AADA National 
Dealer Convention theme this year is ‘stronger 
together’.

FEATURES       Australian Automotive Dealer Association 
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In the grand scheme of things, 12 months 
truly is a drop in the ocean, especially in 
the life of an association responsible for 

protecting the long-term interests of its 
industry and members.

Yet on reflection with AADA Chairman Ian 
Field, CEO Patrick Tessier and Policy Director 
Michael Deed, the list of AADA achievements 
for 2014 is great.

Ian Field gets straight to business:

‘Before the current AADA, there was a total 
disconnect. Dealers barely had a relationship 
with their peak body, which had virtually no 
mechanisms in place for communicating the 
real challenges Dealers face.’

Indeed, the revitalisation of AADA marked 
an historic moment in Australia’s retail auto 
industry, with the creation of an association 
run by Dealers, for Dealers. And some of 
the most experienced of them make up the 
current AADA board.

‘It was important for us to form a board of 
practiced and influential Dealer members’ Mr 
Field said. ‘From the outset, the aim has been 
to establish our credentials as a balanced and 
respected organisation, which also represents 
good public policy.’

Speaking of policy, AADA’s participation 
in Government decision making has never 
been more active, and its hard work is being 
recognised and rewarded.

Major submissions have been made to the 
Government by the AADA, on incredibly 
important issues that will shape the way 
Dealers do business in the future. From 
submissions to the Productivity Commission 
on large-scale grey imports, to rallying for the 
abolishment of the Luxury Car Tax – AADA 
has been at the forefront of policy topics.

‘Our mission is to make thorough, well-
considered submissions to the Government’ 
explains Michael Deed.

‘A proactive association, like AADA, allows 
Dealers to get on with their day-to-day 
business, whilst we advocate at the highest 
levels of government to help maintain a fair 
and sustainable operating environment for our 
members’, he said.

Not only has AADA made several major 
submissions this year, but it has been 
recognised by key government figures.

Last year, at an appearance before the 
Productivity Commission, Deputy Chairman 
Woods highlighted AADA as an exemplary 
example for its high-quality submission on 
large-scale used car importation.

‘Another landmark moment was the signing 
of the Agreement on Access to Repair 
Information,’ explains Mr Deed. 

‘Promoting consumer protection as well as 
an even playing field for Dealer repairers 
is a major AADA goal. The signing of the 
Agreement has provided a great outcome for 
consumers who must now be informed when 
non-genuine parts are being fitted to their 
vehicles.’

Moving forward, Mr Deed identifies the 
release of the Competition Policy findings, 
Taxation White Paper and Federation White 
Paper as just some of the policy areas AADA 
will focus on.

‘We set a high-standard in 2014, but we’re not 
resting on our laurels’ he said.

This is where Patrick Tessier comes in.

Technically, AADA’s Interim CEO, Tessier’s 
efforts this year have helped set a foundation 
on which AADA will continue to build a 
flourishing association.

‘At the start of 2014 we had a blank canvas’ 
said Mr Tessier. ‘The previous structure 
was completely inadequate for Dealers and 
there were no solid relationships with other 
associations.’

Fast forward 12 months later and the AADA 
enjoys solid relationships with several industry 
associations, both here and abroad.

‘I can’t remember a time when AADA ever sat 
down with the FCAI to speak about common 
issues and goals, but now the conversation 
is fluent. AADA has worked with FCAI on a 
number of matters already, and the strength  
of our relationship was key in reaching a 
positive result with the recent access to repair 
information agreement.

What’s more, we have never had a better 
relationship with our international 
counterparts, including the Dealer associations 
in America, Brazil and China. The associations 
representing Dealers in these countries will 
attend this year’s AADA National Dealer 
Convention in Melbourne and programs like 
NADA University in Australia continue to 
solidify our international ties.

In just 12 months, AADA has gone from 
almost complete obscurity to a genuine global 
player’ Tessier said.

Like Mr Deed, Tessier agrees that 2015 will 
be another important year; and one where 
complacency will not be tolerated.

‘There’s still plenty of work to do. On top of 
our policy objectives, we will be focusing 
on introducing a new and effective funding 
mechanism, as well as facilitating the creation 
of the Australian Motor Dealer Council.’

Amongst all of the AADA’s plans and 
objectives, Mr Tessier points out the 
importance of one overriding idea.

‘We’re not about going to war, ruffling 
feathers, or litigation. In just 12 months 
AADA has achieved so much because our 
position is about communication.  That is, 
an open dialogue between our members, the 
government and related associations. With this 
in mind, I know that we’ll continue to do great 
things for our members this year and beyond.’ 

HOW FAR WE’VE COME
A little over 12 months ago Dealer interests were being inadequately 
represented – but now Dealers have an Association that works.

FEATURES       Australian Automotive Dealer Association 
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The Franchising Code of Conduct (New 
Code) is a mandatory industry code 
that applies to parties to Franchise 

Agreements. As per the previous Code, Motor 
Vehicle Dealer Agreements are covered by the 
New Code.

The New Code will specifically apply to 
all Dealer Agreements entered into from 
1 January 2015 or any existing Dealer 
Agreements which are varied or transferred 
from 1 January 2015. 

As with the old Code, the New Code will 
be enforced by the Australian Competition 
& Consumer Commission (ACCC). The 
ACCC has announced that there will be no 
moratorium on enforcement of the New Code, 
but that it will be focussing on particularly 
poor conduct by franchisors.

The New Code has been released following 
both the 2013 Wein Review which examined 
the effectiveness of the old Franchising Code 
and subsequent consultation on an exposure 
draft of the New Code between the Federal 
Government and the franchise sector. 

Key Features of the New Code 
for Motor Vehicle Dealers

The significant features of the New Code for 
motor vehicle dealers include: 

• An express requirement on parties 
to a Dealer Agreement to act in good 

faith. The obligation applies during 
negotiations before an agreement 
is signed, during the term of the 
agreement and also forms part of renewal 
negotiations and dispute resolution. 
The obligation will include a duty to act 
honestly and not arbitrarily, and a duty to 
co-operate to achieve the purposes of the 
Dealer Agreement; 

• A prohibition on a motor vehicle 
manufacturer seeking to impose 
significant capital expenditure upon 
a Dealer during the term unless it has 
already been disclosed or the motor 
vehicle manufacturer has issued a written 
statement demonstrating that there is a 
business case for it to be incurred. The 
business case need only demonstrate that 
the expenditure is justified by providing 
a statement that outlines the rationale for 
the investment, the anticipated outcomes 
and benefits and the expected risks 
associated with the investment; 

• A restriction on  the ability of 
motor vehicle manufacturers to 
enforce restraints of trade in certain 
circumstances where the motor vehicle 
manufacturer does not renew a Dealer 
Agreement; 

• A requirement to provide a risk 
statement to a prospective Dealer prior 
to giving disclosure. The risk statement 
will have to be provided once it becomes 
apparent to a motor vehicle manufacturer 
that a Dealer Agreement is likely to be 
entered into; 

• Additional record keeping requirements 
on motor vehicle manufacturers to 
support any statements or claims made in 
a motor vehicle manufacturer’s disclosure 
document. The ACCC will also be able to 
obtain this documentation to ensure that 
statements and claims in a motor vehicle 
manufacturer’s disclosure document can 
be substantiated; 

• Improved transparency and obligations 
about marketing funds and the 
auditing of marketing funds, including 
an obligation for motor vehicle 
manufacturers to have them kept in a 
separate account; 

• Imposing of a greater limitation on the 
type of circumstances in which a motor 
vehicle manufacturer may immediately 
terminate a Dealer Agreement, and 
restricting the right to terminate 
immediately for special circumstances; 
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NEW FRANCHISING CODE  
HAS FINALLY COMMENCED
The highly anticipated new Franchising Code of Conduct 
commenced on 1 January 2015 – here’s what you need to know.
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• A requirement that disputes have to be 
litigated in the State where the dealership 
is operated; 

• A prohibition against motor vehicle 
manufacturers seeking to recover their 
costs of dispute resolution from Dealers; 

• Removal of the old short form Annexure 
2 disclosure document; and

• The introduction of civil penalties and 
fines for breaches of certain provisions of 
the New Code. Civil penalties will be up 
to a maximum of $51,000. Infringement 
notices will carry a maximum fine of 
$8,500 for companies and $1,700 for 
individuals. The introduction of these 
penalties will impose greater obligations 
on motor vehicle manufacturers to 
comply with the New Code. 

In a recent media release, ACCC Deputy 
Chair, Dr Michael Schaper, explained the 
scope of the proposed good faith obligation 
as requiring ‘both parties to a franchise 

agreement to remain loyal to the contract 
they have entered into’.

In this regard, Mr Schaper identified that ‘good 
faith’ requires each party ‘to have regard to the 
rights and interests of the other party’ but does 
not prevent parties from ‘acting in [their] own 
legitimate commercial interests’. In contrast, 
Mr Schaper considered that parties might be 
seen to have acted in ‘bad faith’ where they 
acted for an ‘ulterior purpose’ or in a way that 
‘undermines or denies the other party the 
benefits of the contract’. 

As set out above, the New Code will only 
apply to Dealer Agreements or renewals 
that are entered into from 1 January 2015. 
If a pre-1 January 2015 Dealer Agreement 
is varied or transferred after 1 January 2015, 
the New Code provisions will also apply. 
Therefore, the amendments to the Code, such 
as the obligation to act in good faith or the 
requirements relating to significant capital 
expenditure will not be captured in long 
term franchise agreements or agreements 
recently entered into (unless they are varied or 
transferred from  1 January 2015). 

Further Review of Dealer 
Agreements Yet To Commence

The New Code does not address standard 
and one-sided terms of motor dealership 
agreements, which may undermine 
investment by Dealers in their facilities. In his 
review, Mr Alan Wein recommended that an 
analysis of the impact of a minimum term 
and standard contractual terms for motor 
vehicle dealership agreement should be 
undertaken by the Commonwealth prior to 
a future review of the Code. 

Whilst the Government accepted that 
recommendation, it has not commenced 
consultation with stakeholders of the terms of 
reference, format and timing of that analysis. 
As a consequence, it is unclear when such 
consultation will commence or whether this 
analysis will actually occur.
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AADA MAKES PRE-BUDGET SUBMISSION
Federal Treasurer, the Hon Joe Hockey MP recently invited submissions from the community on 
behalf of the Government, regarding the 2015-16 Budget.

Despite the controversy surrounding the release of 
last year’s Budget, the Government has reaffirmed 
its priority to slash debt and restore strength to the 

Australian economy.

In a recent media release Hockey maintains that the 2015-
16 Budget ‘will continue the Government’s commitment 
to repair the budget, to ensure the Commonwealth lives 
within its means, pays down its debt and maintains a 
credible path to surplus.’

As part of the Government’s drive to receive community 
input and feedback on budget priorities, it invited interested 
parties to lodge submissions by early February.

In Hockey’s own words, the Government is ‘committed to 
productivity-enhancing investment and reform to build a 
stronger and more prosperous economy.’

As such, AADA’s submission addressed issues affecting the 
employment and sustainability of franchised motor vehicle 
dealerships, if the Government removes restrictions to 
allow the large scale importation of used and grey imports.

AADA also emphasised the need for the Government to 
recognise and continue funding the training of technicians 
to service our increasingly complex motor vehicle fleet.

In regards to the Luxury Car Tax (LCT), AADA continued 
to advocate for its abolition. The LCT, which raises $400 
million in revenue, is ultimately an additional tax on 
Australian consumers.
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ACCESS TO SERVICE AND REPAIR 
INFORMATION: UPDATE
The Agreement on Access to Service and Repair Information for Motor Vehicles  
2014 was officially signed by AADA and other organisations last December.

After months of negotiations the 
Agreement, which amongst other 
items, will govern the information 

vehicle repairers in Australia must provide to 
consumers. Officially signed in Melbourne, the 
Minister for Small Business, the Hon. Bruce 
Billson MP was there.

‘[A] key focus [of the Agreement] has been to 
ensure consumers are provided with the right 
information to make informed decisions when 
it comes to the repair and servicing of their 
vehicles,’ Mr Billson said.

Indeed, this was an historic day for the 
industry, with plenty of positives for Australian 
motorists.

Promoting consumer protection and choice 
has been at the forefront of the AADA’s agenda 
since its reinvigoration earlier this year and 
the signing of this latest Agreement has been a 
major part of fulfilling the Association’s pledge.

However, there has been some confusion in 
respect to the level of access independent 
repairers now have in obtaining information 
to properly service the Australian fleet. In this 
regard, AADA contends that very little has 
changed. This was addressed in an AADA 
press release (also sent in December) titled, 
AADA Sets The Record Straight – Agreement 
On Access To Service And Repair Information 
2014.

In the press release, AADA highlights that 
‘independent repairers will continue to enjoy 
wide-spread access to repair information 
needed to service modern cars, for a 
reasonable cost with an improved Australian 
web based delivery system.’

The freedom and ability of independent 
repairers in accessing service information is 
well-documented. 

In the final report by the Commonwealth 
Consumer Affairs Advisory Council 
(CCAAC) in November 2012, limited 
and conflicting evidence was found 
concerning the difficulties associated with 
accessing specialised repair information 
for independents. What’s more, there did 
‘not appear to be any systemic evidence of 
consumer detriment at present.’

As such, CCAAC recommended a wide-
scale consultation and the development of an 
industry code to ensure continued consumer 
protection.

The recently signed Agreement reflects the 
CCAAC findings that access to service and 
repair information is available to independent 
operators and maintains competition in the 
aftermarket. In fact, the Victorian Automobile 
Chamber of Commerce (VACC) makes their 
extensive repair information available to all 
independent repairers in Australia. Their 
call centre currently answers 98 per cent of 
received technical enquires.

In a move that will no doubt benefit vehicle 
owners across the country, independent 

repairers must now disclose whether they’re 
fitting genuine (OEM recommended) or 
non-genuine (sourced from an independent 
manufacturer/supplier) parts in the cars they 
service. 

This, according to AADA CEO Patrick Tessier, 
‘gives the consumer… a fully informed choice 
about the use of a non-genuine part which 
may not be compatible with the operating 
systems of a complex modern motor vehicle.

This is a fair and practical 
outcome for consumers, who 
should not only have the right 
to choose where they service, 
but what kind of parts are being 
installed in their vehicles’ Mr 
Tessier said.
Moving forward, AADA will continue to work 
with related industry associations to ensure 
that a level playing field is maintained and 
consumer interests are being protected. 

Pictured left to right:The Minister for Small Business, the Hon. Bruce Billson MP and AADA CEO Patrick Tessier 
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Direct sales between OEMs and fleet 
buyers, and the threat of changing 
finance and insurance policy were top 

of the agenda at the International Dealer 
Association Working Group (IDAWG) 
meeting in January.

The IDAWG currently includes six 
international Dealer associations representing 
members from the USA, Brazil, Australia, 
China, India and Canada.

A long time in the making, and with 
substantial contribution from AADA, the 
working group has recently taken off, and its 
purpose is to facilitate the sharing of ideas and 
experiences between Associations.

Whilst auto industry operating conditions vary 
from continent to continent, associations are 
nevertheless waging similar battles and facing 
common challenges – presenting an excellent 
opportunity for group discussion and potential 
troubleshooting.

And this is exactly what took place at the 
recent NADA Convention & Expo in San 
Francisco, when key members from each 
Association came together to cover two 
important agendas.

The first was the selling of vehicles directly 
between manufacturers and fleet buyers.

This is already taking place in countries such 
as Germany and France, and is creating an 
unfair advantage for OEMs, according to the 
Working Group. 

AADA CEO Patrick Tessier, who was at the 
meeting, concurs:

‘By completely bypassing the dealership 
franchise system, OEMs are creating an unfair 
operating environment for the Dealers with 
whom they should be aiming to collaborate 
with’ he said.

INTERNATIONAL DEALER  
ASSOCIATION WORKING GROUP MEET
The International Dealer Association Working Group covered two  
important agendas at the recent NADA Convention & Expo.

Concerns were also raised about how 
direct-OEM-selling could potentially distort 
new-car supply and demand. Fleet buyers 
selling six-month-old vehicles to dealerships, 
already brimming with stock, was just one 
of the considerations raised. It was agreed 
that markets could be at risk of over-supply if 
direct-selling goes unchecked.

Also on the agenda was the threat to 
dealership finance and insurance departments 
through structural changes to policy.

This is something that has loomed over many 
automotive industries, including in the U.S. 
and back home in Australia.

In previous editions of Automotive Dealer, 
we’ve reported on how enquiries, and any 
resulting changes to the structure of dealership 
finance arrangements could have a disastrous 
impact on dealership businesses.

It is widely misunderstood by those outside 
of the retail automotive industry just how 
important the F&I department is to dealership 
income. Whilst profit on new cars continues 
to dwindle, the commissions and margins on 
F&I sales are becoming even more crucial to 
bottom line results. 

The reality is that for many Dealers, F&I is the 
lifeblood of their operations and key to their 
long-term viability.

This is echoed by Tessier who draws on some 
startling industry statistics to reinforce the 
point: ‘In some markets F&I makes up more 
than 90% of the Dealer’s bottom line… whilst 
in Australia a recent report by Deloitte has 
uncovered a staggering 25% of dealership 
businesses are merely breaking-even or 
operating at a loss.’

As part of the IDAWG discussions, it was 
agreed that protecting dealership F&I 

arrangements is critical, and the various ways 
associations are planning to do this were 
shared.

In exciting news for Australian Dealers, 
the next IDAWG meeting is scheduled to 
take place at our very own AADA National 
Dealer Convention this year in August. The 
completely reimagined Melbourne event is 
expected to attract significant global attention, 
and the inclusion of key stakeholders from our 
fellow international associations is indeed, a 
great honour.

Pictured: Patrick Tessier, CEO – AADA

Pictured: Forrest  McConnell, 2014 Chairman – NADA 
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WHITE PAPER ON TAX REFORM  
WILL RESHAPE AUSTRALIA
The Government’s white paper on tax reform will set in motion a number of  
changes for Australian people and businesses, including implications for Dealers.

Due for imminent release, the Federal 
Government’s White Paper on tax 
reform will pave the way for what may 

become the most comprehensive tax reform 
Australia has seen in decades.

Whilst ongoing changes and adjustments to 
Australia’s tax and transfer system are needed, 
the white paper will set the precedent for 
nation-wide changes on a broader scale than 
Labor’s comprehensive Henry tax review 
published in 2010. 

Changes are needed to fund Government 
services, investment in infrastructure, 
education, health, aged care and pensions.

According to the Government, Australia’s 
reliance on income and company taxes has 
barely changed since after World War II when 
it was conceived. Prime Minister Tony Abbott 
signed off on the paper’s terms of reference in 
December, reportedly stating that he will only 
support reforms with bipartisan backing or 
where all states are in agreement.  

Some of the more controversial reforms 
expected to occur include erosion of tax 

bases, increasing the rate and broadening the 
base of the GST, as well as increasing taxes 
on superannuation. The Business Council of 
Australia estimates that the States control 15 
per cent of the total tax collected in Australia, 
but are responsible for around 40 per cent of 
expenditure.

AADA believes any reforms should be based 
on the traditional tax policy objectives of 
simplicity, efficiency and equity as well as 
sustainability and consistency.

The implications for Dealers and their 
businesses as a result of the reform will likely 
be vast. From the setting of company tax 
rates, to GST and of course, the future of the 
Luxury Car Tax (LCT) – Dealers will probably 
experience many changes as a result of the tax 
reform over the next few years.

AADA will lodge a submission to the 
Government on behalf of members, covering 
a number of issues. Whilst the main focus will 
be the abolishment of the LCT, we will also 
examine how tax reform could impact other 
areas of the dealership business.

Generally, most industry observers agree that 
a comprehensive reform of Australia’s tax 
system is necessary and could provide plenty 
of good outcomes for the economy and future 
growth of the country. This has been echoed 
in a report on the PricewaterhouseCoopers 
(PwC) website which states that ‘there is a clear 
need for comprehensive tax reform – done the 
right way.’

According to PwC, ‘the “right way” means 
increasing those taxes that have the least effect 
on investment and employment, and at the 
same time reducing reliance on taxes that 
distort incentives to work, invest and transact 
business. It also means addressing those 
factors which increase the complexity of the 
tax system and the cost of compliance.’ 

The AADA eagerly awaits the release of the 
white paper report, including the opportunity 
to make a submission for the benefit of 
Dealers. 

Watch this space for progress. 

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

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

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

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

• Automatic calculation adjustment for kilometres and options. 

• 12 months pricing history.

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

• New vehicle models updated daily.

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

Visit our website: www.glassguide.com.au
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On November 25, 2014 the 
Senate referred an inquiry into 
the future of Australia’s  
automotive industry to the 
Senate Economics References 
Committee for inquiry and 
report by the first sitting day in 
November 2015.

The review will be wide-ranging and the 
terms of reference will impact all aspects 
of the automotive value chain, including 

motor vehicle distributors and importers, 
Dealers, component makers, business models, 
sustainability of employment for workers in 
the automotive industry, aftermarket industry 
and new technologies influencing the industry.

Given the scope of the review, it is 
likely the Committee will examine any 
recommendations arising from the Harper 
Competition Policy Review, the Review of the 
Motor Vehicle Standards Act 1989, Productivity 
Commission Inquiry into Workplace 
Relations, and consequences of the new 
Franchising Code of Conduct which came into 
effect on 1 January 2015.

The Senate inquiry will make particular 
reference to;

(a) Maintaining the capacity for Australia 
to engage in advanced manufacturing, by 
ensuring skills and industrial capabilities 
that have been sustained by the automotive 
industry are not lost:

(b) Reducing Australia’s dependency 
on commodity exports by diversifying 
the country’s economic base, noting the 
importance of advanced manufacturing, 
including the automotive industry, in this 
diversification;

(c) The role of all sectors of the automotive 
industry, including but not limited to, motor 
vehicle production, component making, 
after-market manufacturing, engineering, 
servicing, retail motor trades, other forms of 
sales support, and the training of apprentices, 
in supporting an advanced broad-based 
economy;

(d) The special difficulties faced by 
component makers in the transition to 
global supply chains and to other forms of 
manufacturing, especially as a result of the 
closure announcements made by motor 
vehicle producers,

(e) New technologies influencing the 
automotive industry, both in Australia and 
internationally, especially new and developing 
forms of propulsion, such as hydrogen, electric 
engines and hybrid engines;

SENATE INQUIRY INTO FUTURE OF 
AUSTRALIA’S AUTOMOTIVE INDUSTRY

(f) New business models for the industry, 
including employee share models and 
attracting international venture capital and 
private investment;

(g) The possible effects of early closure of 
motor vehicle producers, including risks and 
consequences for industry skills, capabilities 
and the broader economy, including social 
consequences, and what policy actions 
could mitigate or exacerbate these risks and 
consequences;

(h) The need to synthesise and consolidate 
the findings, recommendations and knowledge 
of other reviews and inquiries pertinent to the 
automotive industry, in order to identify key 
policy inconsistencies, regulatory burdens and 
factors for growth and investment;

(i)  The importance of long-term stable 
employment for workers in the automotive 
industry, and the need for greater access to 
transitional training and career opportunities; 
and

(j) And any other related matters.

AADA understands that the inquiry will be 
conducted in stages and has written to the 
Committee to advise that it is available to 
provide information or clarification in respect 
of issues affecting franchised new car dealers 
in Australia.
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An overriding principle for any 
recommendation is the need to ensure 
that Australia remains competitive in a 

global economy. It is an opportunity to identify 
future options and structural changes to ensure 
workers are protected and for businesses to be 
able to grow, prosper and employ.

The review will assess the impact of the 
workplace relations framework on matters 
including:

• Unemployment, underemployment and 
job creation

• Fair and equitable pay conditions for 
employees, including the maintenance of 
a relevant safety net

• Small businesses

• Productivity, competitiveness and 
business investment

• The ability of business and the labour 
market to respond appropriately to 
changing economic conditions

• Patterns of engagement in the labour 
market

• The ability for employers to flexibly 
manage and engage with their employees

• Barriers to bargaining

• Red tape and compliance burdens for 
employers 

• Industrial conflict and days lost due to 
industrial action

• Appropriate scope for independent 
contracting

The Commission will undertake an 
appropriate public consultation process, 
including holding hearings, inviting public 
submissions and releasing a draft report to the 
public.

Many commentators have identified severe 
flaws in Australia’s workplace relations 
framework, but a useful question for Dealers 
and participants is whether the current 

system is well-suited to contemporary (and 
evolving) workplace needs for Australia in an 
increasingly globalised economy.

The Commission welcomes brief comments 
from people who want to share their 
experiences or views on any topics covered by 
the inquiry, but do not wish to make a public 
formal submission. 

These submissions are not considered public 
by default unless express permission is given to 
the Commission.

To find out more about the inquiry, how it 
affects you or how to make a confidential 
submission visit: www.pc.gov.au/inquiries/
current/workplace-relations. 

HAVE YOUR SAY: WORKPLACE 
RELATIONS FRAMEWORK INQUIRY
The Productivity Commission will undertake an inquiry into the workplace relations  
framework including the Fair Work Act 2009 with a final report to be provided to the  
Government in November 2015. 
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18  |  MARCH 2015  |  automotivedealer.com.au

GENUINE PARTS - THE BEST INSURANCE
Insurance companies have a responsibility to guarantee their contractors are fitting genuine parts 
during warranty periods on vehicles being repaired.

Call Claire today on
0438 386 211 or email 
claire.polanski@apn.com.au

* Digital data source: Omniture SiteCatalyst October 2014.

See your vehicles sold faster with the 
power of fi nda.com.au
• New QLD and NNSW Motoring Portal • Listings appear across 
30 Regional Newspaper Websites • Fixed monthly subscription fee
• Dealer reports • See dealership details and car locations instantly 
• Unlimited listings available • Email enquiries sent direct to dealer 
• Highly affordable and effective solution

A serious matter surrounding the fitting 
of genuine parts to damaged motor 
vehicles repaired through insurance 

companies has recently been brought to 
AADA’s attention.

Following the signing of the Agreement on 
Access to Service and Repair Information 
for Motor Vehicles 2014 (Agreement) in 
December, questions are being raised about 
how insurance companies will ensure their 
repairers install genuine (and non-genuine) 
parts compliantly.

This is especially relevant now, considering the 
Agreement’s requirement that independent 
repairers disclose whether they’re fitting 
genuine (OEM recommended) or non-
genuine (sourced from an independent 
manufacturer/supplier) parts in the cars they 
service. 

It’s AADA’s aim to ensure that 
insurance companies have in 
place an effective process which 
makes all of their contractors 
aware of the applicable warranty 
on vehicles they repair. 
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Vehicle warranties in Australia vary 
considerably between manufacturers, and 
vague terms in Product Disclosure Statements 
(PDS) like ‘standard manufacturer warranty’ 
don’t come close to covering the diverse range 
of warranties on new cars in Australia.

Aside from the differing number of ‘standard’ 
years and kilometres included in OEM 

warranties, variables like extended warranties 
are often not taken into account.

Even in situations where repair contractors are 
being appropriately informed about when a 
vehicle warranty has expired, making sure that 
consumers are made aware about the fitting 
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Profitless Prosperity
On behalf of the Partners and staff of Deloitte Motor Industry 
Services, we invite you to attend our annual motor industry 
overview as we explore and share insights on current issues 
facing the automotive market and dealers.
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of non-genuine parts should be a priority of 
insurance companies as well.

‘Dedication to compliance should always start 
from the top’ explains AADA Chairman Ian 
Field.

‘The recent Agreement to ensure that 
consumers are advised when non-genuine 
parts are fitted to their vehicles has changed 
the level of disclosure needed on behalf of 
independent repairers’ he said.

‘AADA would appreciate an understanding 
of how the insurance industry will make 
certain that contracted repairers adhere to this 
new agreement as well as how they make the 
important distinction between when to install 
genuine parts during the “true” warranty 
period.’

This matter will be under ongoing 
investigation by the AADA which is 
committed to ensuring consumers benefit 
from the newly signed Agreement. 



20  |  MARCH 2015  |  automotivedealer.com.au

The end of Fringe Benefits Tax (FBT) year 
(31 March 2015) is fast approaching, 
and it’s now appropriate to address 

compliance in terms of the tax liability and the 
substantiation we have kept.

The Australian Taxation Office (ATO) has 
specifically identified FBT as an area in which 
it intends to increase its level of compliance 
activity. 

FBT is a tax that almost every 
dealership has an exposure to 
and is no doubt one of the more 
complex taxes to manage. A 
further complexity with FBT is its 
impact on other taxes, that is, the 
FBT status of a particular benefit 
often determines if a taxpayer can 
claim income tax deductions and 
GST input tax credits.  
Other taxes like Pay-As-You-Go Withholding 
(PAYG W) and payroll tax are also impacted 
by FBT. Therefore, if you are non-compliant in 
FBT you potentially have a compliance risk in 
a number of other taxes… a ‘perfect storm’ for 
the ATO you might say.

Unfortunately, the nature of this tax means many 
taxpayers will only focus on it once a year, unlike 
income tax and GST that are constantly ‘in the 
frame’. It is therefore appropriate that we review a 
few of the principles.

What is a Fringe Benefit?

It’s a benefit which is provided to an employee 
(or an associate of an employee) in respect of 
their employment by either:

• The employee’s employer,

• An associate of the employer, or

• A third party under an arrangement 
with the employer or an associate of 
the employer (e.g. factory and financier 
benefits)

How is the Fringe Benefit Valued?

a) The taxable value must be calculated. 
This is the GST inclusive cost of the benefit 
less any reductions e.g. private use, statutory 
fraction, employee contributions, otherwise 
deductible rule

FRINGE BENEFITS TAX – REDUCE YOUR 
EXPOSURE TO THE ‘PERFECT STORM’
By Randall Bryson, Partner BDO Automotive.

Randall Bryson
Partner,  
Automotive - BDO

b) Calculate the grossed-up taxable value, 
by multiplying the taxable value by the FBT 
gross-up rate (either Type 1 @ 2.0802 or Type 
2 @ 1.8868 from 1 April 2014)

c) Calculate the FBT expense, by 
multiplying the grossed up taxable value by 
47.0 per cent (FBT rate).

What do I need to Know about the 
more Significant and Common Fringe 
Benefits Provided?

• Car benefits – the most common type of 
benefit, accounting for approximately 80 
per cent of FBT revenue

- Do not assume that if the vehicle does  
 not meet the definition of a ‘car’ that   
 it will be exempt for FBT purposes.  
 The exemption will only apply where  
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 the work-related use tests are met or the  
 benefit is minor and infrequent (e.g. parts  
 delivery utes and vans) 
 
-  You can elect to value the benefit by   
 either the operating cost method or  
 the statutory formula method (which  
 includes pooling for motor dealers 
 
- Contain your liability by tracking  
 days not available, collecting employee  
 contributions from after tax dollars, 
 tracking un-reimbursed expenses, and  
 restricting access to vehicles of higher  
 values.

• Entertainment – the most difficult benefit 
to value

• Where the 50/50 method of valuation  
 is used, the benefit is recorded as meal  
 entertainment. Where the actual method  
 is elected, the benefit is recorded as either  
 a property, expense or residual benefit 
 
• The method used to value entertainment  
 is normally elected at the end of the FBT  

 year, however the method determines the  
 eligibility for GST input tax credits and  
 also income tax deductions.

Some other Points to Remember:

• GST inclusive amounts are used to 
calculate the taxable value

• Remit 1/11th of employee contributions 
as GST 

• Keep accurate log books, odometer 
readings, and days not available

• The minor benefits exemption is useful 
for benefits that are less than $300 
including GST and provided infrequently 

• Reportable fringe benefits should be 
recorded on an employee’s payment 
summaries where the taxable value of 
the benefits provided for a particular 
employee are $2,000 or greater

• Substantiation, substantiation, 
substantiation is the key!

SAFETY SELLS. 
After walking your customers through 
the showroom, walk them through the 
updated ANCAP website.

The ANCAP website lists the safety ratings 
for more than one thousand different makes, 
models and variants with the ability to access 
crash test results, photos and videos all from 
the one screen.

So if you’re looking to secure that next sale 
by impressing your customer with safety 
information second to none, walk them through:

ancap.com.au

BDO Automotive FBT Compliance 
Review – Reduce your Exposure to 
the ‘Perfect Storm’

We have developed a FBT Compliance 
Review designed to target the risk areas for 
a dealership.  The review can be performed 
in conjunction with the FBT year end return 
preparation or in isolation and will be 
performed by BDO Automotive specialists 
at the dealership.  The key deliverables of 
this review will be the identification of FBT 
compliance risk areas and recommendations 
to minimise FBT compliance risk and liability.

If you have any questions in regard to your 
FBT compliance or the FBT Compliance 
Review, please contact the BDO Automotive 
team. 
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The Federal Court recently found that 
both Fisher and Paykel Customer 
Services Pty Ltd (Fisher and Paykel) 

and Domestic along with General Services 
(Domestic & General) made a false and 
misleading representation in the course of 
offering an extended warranty to consumers. 

As a result, a pecuniary penalty of $200,000 
has been imposed on each business.

Motor vehicle dealers and businesses that sell 
extended warranties must understand the 
differences between a manufacturer’s warranty 
and consumer guarantees under Australian 
Consumer Law (ACL) in order to avoid 
trouble.

Fisher and Paykel and Domestic & General 
sent letters to consumers who purchased a 
Fisher and Paykel appliance inviting them to 
purchase an extended warranty. The letters 
contained a number of statements, including:

Your Fisher and Paykel [appliance] is now a 
year old. Which means that you have 12 months 
remaining – after that your appliance won’t be 
protected against repair costs. 

The Court held that the letters contained 
a false or misleading representation to 
consumers that they would not be protected 
against repair costs for their appliance 
after a period of two years from the date 
of the purchase (being the period of the 
manufacturer’s warranty) without the purchase 
of an extended warranty.

ACCC Chairman Rod Sims said; ‘Under the 
ACL, consumers may have a right to repair, 
replacement or refund regardless of any 
extended warranty or express manufacturers’ 
warranty’

FALSE OR MISLEADING EXTENDED 
WARRANTY REPRESENTATIONS  
CAN LAND YOU IN HOT WATER
A recent court decision (and the ensuing penalties handed out) serves  
as a good reminder to Dealers about extended warranty compliance.
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HWL Ebsworth Lawyers have clearly set out 
the implications for motor vehicle dealers who 
offer products such as extended warranties:

The ‘traditional’ manufacturer’s 
warranty offered by motor 
vehicle manufacturers and 
Dealers is a voluntary, 
private contract between the 
manufacturer, the Dealer and 
the consumer. It is usually a 
promise made to a consumer 
to fix or replace a part for free 
for a limited period of time or a 
certain number of kilometres and 
it is conditional on the consumer 
obeying whatever the specific 
conditions of the contract are. 

The consumer guarantees under the ACL 
impose a legal obligation on manufacturers 
(which is also enforceable against Dealers as 
retailers) to guarantee the performance of 
their vehicles and their component parts. The 
specific conditions of these guarantees are 
set out in the ACL and they are commonly 
referred as a Statutory Warranty. Whether 
a Statutory Warranty has been breached is 
a question of fact and law and depends on 
the circumstances of each individual case. 
It does not depend on the conditions of any 
manufacturer’s warranty and the Statutory 
Warranty is not limited to a specific amount 
of time, rather, whether there has been a 
breach of a Statutory Warranty can depend 
on whether a good has lasted as long as a 
consumer would ‘reasonably’ expect, having 
regard to a number of factors which would 
depend on a case by case basis. 

Whilst it is not unlawful for a manufacturer 
or Dealer to offer extended manufacturer 
warranties or inform consumers that doing 
certain things will breach a manufacturer or 
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FREE!

Dealer warranty, manufacturers and Dealers 
must be very careful to ensure they do not 
make any representation about warranties 
generally that is capable of being construed as 
a misleading representation about consumer’s 
rights under the ACL.  The ACL consumer 
Statutory Warranty is a current enforcement 
priority area for the ACCC, especially in the 
context of the sale of extended warranties by 
motor vehicle manufacturers and Dealers.

AADA recommends that the implications of 
making false or misleading warranty claims 
be brought to the attention of all staff and that 
documentation be reviewed with your legal 
advisors should any doubts exist.
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In fact, out of Mazda, Subaru, Toyota, Holden and Hyundai 
– only Subaru remains out of the top five for sales volume 
in Australia. 

Announced late in 2014, this was the second time Mazda 
took the crown with a total of 806 points (out of 1000). The 
comprehensive survey examines a number of factors, all 
of which combine to measure overall satisfaction. These 
include the quality of the service facilities, the service staff, 
workmanship, vehicle pick-up factors and more.

Whilst Mazda enjoyed continued success at the top, this 
was Volkswagen’s third year at the bottom of the survey 
results, which ranks ‘mass market’ manufacturers. Whilst 
Volkswagen’s 765 points earned it the wooden spoon, 
its score is up from 743 in 2013, demonstrating healthy 
improvement.

Speaking of improvement, Holden turned its fortunes 
around in 2014, moving from second last in 2013 to fourth 
place in the latest ranks.

Overall, customer satisfaction towards after-sales service 
rose 8 points, settling at 790 points. 

According to Loi Truong, senior country manager of 
Australia at J.D. Power Asia Pacific, critical to the success in 
future surveys will be improved transparency of service and 
repair costs as capped price servicing becomes the norm:

‘As most major brands in Australia now have adopted 
capped price servicing, authorised service centres need 
to ensure communication to customers regarding costs, 
whether it is routine maintenance or additional repair costs, 
are clear and accurate as possible,’ said Truong. ‘Brands that 
can provide customers with a clear explanation of the work 
undertaken and deliver a consistently reliable service will 
benefit in the long run.’

Amongst the comprehensive statistics uncovered in the J.D. 
Power survey, one stands out more than any other:

Customers who are highly satisfied are more than twice 
as likely to recommend their service Dealer to family and 
friends (as opposed to those who are highly dissatisfied). 

It’s logical advice that should not be forgotten.

MAZDA TOPS QUALITY SURVEY  
FOR AFTER-SALES SERVICE
After-sales service matters, and it’s no coincidence that this year’s best performers in the annual J.D. 
Power customer satisfaction rankings are also the highest selling marques in Australia.

FEATURES       Australian Automotive Dealer Association 
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AUSTRALIAN DEALER  
SURVEY: WE WANT YOU!
AADA is preparing a nation-wide Dealer Attitude Survey that will  
uncover important information about the mood of our industry.

Australia’s franchised automotive dealers 
are being invited to participate in 
a nation-wide survey that will ask 

important questions about the value Dealers 
see in their franchises, both now and into the 
future.

The survey, to be conducted online, will be 
officially launched in April.

‘All of AADA’s members are invited and 
encouraged to participate,’ said AADA CEO 
Patrick Tessier.

‘With so much change taking 
place in Australia’s automotive 
landscape, there’s arguably never 
been a more important time 
to gauge how auto dealers are 
feeling about their franchises and 
what they’re expecting in  
the future.’
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The survey will be modelled on the successful 
National Franchised Dealers Association 
(NFDA) survey, which not only examines 
how Dealers view the major issues currently 
affecting their industry, but also compares how 
attitudes have changed over time. 

In the AADA survey, Dealers will be 
asked to respond to a number of questions 
covering significant aspects of their business 
relationship with their manufacturer. 
Questions will cover topics from daily 
Dealer-manufacturer cooperation, to current 
and future profitability. Questions about 
marketing, including digital and social media 
will also be included.

Dealer’s responses will be recorded using a 
numerical scale, with ‘10’ representing the 
highest score possible. 

According to NFDA business development 
leader Louise Wallis, many of the results 
obtained are viewed as ‘the main barometer of 
Dealer opinions regarding car manufacturers.’

‘The top performing franchises are very much 
seen as the franchises to hold and aspire to… 
[and] significant movements in the score[s] 
will reflect the relative changing fortunes of a 
particular franchise and any major events that 
may have caused them.’

What AADA hopes Australian Dealers will 
gain most from participation in the survey is 
the opportunity to get ‘the big picture’.

‘It’s a chance for franchised auto dealers to gain 
a balanced opinion on a whole range of issues 
that are also impacting their colleagues and 
competitors’ said Patrick Tessier.

Further details of the AADA Dealer Attitude 
survey will be released closer to the launch 
date and survey results will be revealed at the 
2015 AADA National Dealer Convention in 
August.
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MAKE 2015 ‘YOUR YEAR’
Sharpen your skills and empower your business – a NADA University 
short course can help open the doors you’ve been knocking on.

There’s been plenty of interest in the 
newly-launched NADA University 
courses and it’s little wonder why.

Designed by NADA and administered in 
Australia through the MTA Institute of 
Technology (MTAIT), the three NADA 
University courses offer the most advanced 
and comprehensive training packages available 
to the retail auto industry in the country.

But Why Should You Do Them?

Whilst some business development principles 
never change, keeping up with shifting trends 
and technologies is essential to business 
success in the future. As AADA Chairman Ian 
Field puts it, it’s simply not enough to rely on 
traditional business knowledge alone.

‘Australia’s new car dealers need to be aware 
of all the emerging strategies to increase 
productivity and bottom line in today’s 
contemporary marketplace’, he said. 

‘Dealers who do not have their finger on 
the pulse when it comes to training and 
development risk being left behind by more 
proactive competitors.’

Modern and proven skills based training in 
service and sales operations is what’s on offer, 
and the courses equip trainees with an exciting 
array of new possibilities.

‘There’s no one who will leave this course 
without applying something to their own 
dealership. If you take the courses, you will 
get better’ says Jim Phillips, Director of 
Custom Education Delivery at NADA Dealer 
Academy.

The courses, Service Department Operations 
Management; Sales Operation Management 
I and Sales Operation Management II - 
have been specially tailored to the Australian 
market. 

‘We talk about receivables, collecting money, 
financial statements, sales, gross, expense, 

forecasting, staffing, pay plans, and then, at the 
end, we take everything we have taught and 
apply the potential remedies to a case study,’ 
Mr Phillips said.

Invest in Personal 
Development

As a Dealer, investing in your own personal 
development is one of the wisest decisions you 
can make. When you invest in your personal 
development through additional learning and 
acquiring of new skills you’re taking greater 
ownership and responsibility for your success.

Just look at what Richard Branson, arguably 
one of the most successful businessmen of all 
time has to say on the topic:

‘There is always something 
new to learn. The day you stop 
learning is the day you stop 
living. We should all pick up new 
skills, ideas, viewpoints and ways 
of working every day.’
Opportunities like NADA University will help 
you challenge some of the practices you’re 
accustomed to in managing your dealership 
and will push you to go further.

Invest in Staff Development

As a dealership owner, developing your own 
skills is just the beginning. Investing in the 
skills of your staff also comes with a range of 
advantages, from inspiring better performance, 
to increasing productivity and loyalty.

The NADA University courses are ideal not 
only for Dealer Principals, but management 
staff entrusted with the role of leading the 
business to better sales and greater efficiency. 
Ensuring these staff are equipped with 
up-to-date skills and training is an obvious 
investment.

To continue on with the Branson theme, 
here’s another spot of wisdom from one of the 
pioneers of staff development:

‘Whether you have 30 employees or 300, 
creating a culture of opportunity at your 
business will make a huge difference for your 
staff… Once you have created this culture of 
opportunity, your people will see that there 
is scope for them to move up within the 
company. They will then be more likely to 
strive to master their current positions so that 
they can be considered for promotion and 
further development.

Couldn’t have said it better, Branson.

Find Out More

There is nowhere else in Australia where 
Dealers can improve their skills and 
knowledge (as well as those of staff) in 
dealership management than through AADA’s 
NADA University courses. 

For more information, go to www.aada.asn.
au or email courses@aada.asn.au   



SHIFT YOUR DEALERSHIP
INTO TOP GEAR

PHONE: 07 3237 8777  //  EMAIL: COURSES@AADA.ASN.AU  //  WEB: WWW.AADA.ASN.AU

FOR MORE INFORMATION, COURSE DATES AND LOCATIONS . . .

NADA UNIVERSITY COURSES TO BE HELD ACROSS THE COUNTRY 
SALES OPERATION 
MANAGEMENT II
Two day course 
$1870 inc GST
Course aims include . . .
• Managers to be better coaches
• To hold better and more energetic 

sales meeting

SALES OPERATION 
MANAGEMENT I
Two day course 
$1650 inc GST
Course aims include . . .
• Complete evaluation of sales and 

F&I profitability
• A specific plan for sales growth

SERVICE DEPARTMENT  
OPERATIONS MANAGEMENT
Three day course 
$3850 inc GST
Course aims include . . .
• Maximise customer retention
• Maximise profits
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USED CARS -  
THE FORGOTTEN FRANCHISE
There’s never been a more crucial time for Dealer’s to beef-up their used car  
operations, yet the department remains undervalued in many dealerships.

Most Dealers should be well aware of the 
challenges their new car department 
faces when it comes to profitability. 

Everything from Australia’s over-saturated 
market, to the prevalence of online and mobile 
technology has helped to empower consumers 
with stronger negotiating skills, in-turn 
pushing prices down. On micro and small 
cars in particular, many Dealers are lucky to 
make any profit at all on the price of the cars 
they sell, and so this has placed an increasing 
emphasis on the need to find other profit 
centres in the business.

The service and aftermarket department is one 
obvious place, as is finance and insurance, but 
what about used cars?

Unlike in the new car department, pre-owned 
sales still have an excellent profit potential for 
Dealers with the right strategy. Yet, the used-
car department is the last place many Dealers 
look when it comes to increasing revenue.

So let’s recap and take a look at some of the 
essentials for building used car success:

Know Your Inventory 

With plenty of technology available to help 
track inventory, there’s now no excuse for 
being unaware of what’s in your lot, and 
how long it’s been there. New tools to give 
Dealers thorough insight into their inventory 
is emerging all the time and best of all, it’s 
helping Dealers make quicker decisions about 
what cars to bring onto the lot and how to 
price them.
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Train Your Staff 

Want your used car team to excel? Then invest 
in them.

Though the automotive industry is slowly 
shirking its reputation (particularly in the used 
car department) for employing ‘slick operators’, 
many people still approach the pre-owned 
department with particular caution. Equipping 
your staff with the right skills, techniques 
and training to not only sell cars, but deliver 
exceptional customer service will go a long 
way to help them earn customer’s trust and 
close more sales.

Set Effective KPIs

Walking the line between motivating used 
car staff to increase sales volumes, whilst at 
the same time containing employee costs can 
seem difficult, but it is worth getting right.  
Achieving the right balance between the 
base wage, or retainer, and the commission 
component of your team’s salary is one area to 
focus on first. 

The retainer wage should suitably cover 
‘ground work’ like completing paper work, 
and introductions, whilst commission is the 

reward for the number of used cars sold and  
at what gross profit.

According to Randall Bryson, Partner at 
BDO Automotive, ‘It is [also] essential that 
the commission component has the right 
balance in rewarding both sales volume and 
gross profitability, and also incorporates the 
strategic goals for the dealership. For example, 
it would be easy to incentivise service advisers 
to increase sales and gross profit, yet this may 
promote behaviour that erodes customer 
satisfaction and retention.’

The same applies to your used car department. 
It’s simply not enough to consider sales volume 
alone when setting KPIs, especially if this puts 
customer service and customer retention  
at risk.

Treat Used Cars Like New Ones

They may have a few more kilometers on the 
clock, but it’s important to remember that used 
cars are as good as ‘new’ to their next owners. 
With this in mind, all used cars that reach your 
lot should be washed, detailed and/or repaired 
before they’re advertised, not to mention kept 
impeccably clean for as long as they stay on 
your lot.

When being advertised or demonstrated, your 
used car team should be just as conscientious, 
making sure that your used inventory 
is handled as carefully as the cars in the 
showroom.

Make Sure Your Marketing 
Matches

No matter how clever and effective the 
messages you send on radio, TV and online 
are about your latest used-car sale, if your 
dealership looks lacklustre, your sales won’t 
shine half as much as you hope.

Customers who drive into your dealership off 
the back of your used car advertising aren’t 
expecting to see your dealership looking like 
it’s another ‘Monday afternoon’. In fact, they 
may even begin to doubt the legitimacy of 
your sale.

Balloons, posters, flashing signs and blow-up 
mascots may seem like you’re converting the 
business into a circus, but they all combine to 
send an important message.

‘Something’s going on at this dealership and 
today is a good day to seal the deal.’
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STRONGER TOGETHER
Dealers won’t recognise this year’s AADA 
National Dealer Convention, which is 
set to raise the bar for all future events.
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The 2015 AADA National Dealer 
Convention will be the largest 
automotive event in the Southern 

Hemisphere when the doors officially open on 
August 11 with some Pre-Convention activity 
commencing August 10.

Long regarded as the ultimate annual resource 
for Australian Dealers, past Conventions have 
brought outstanding speakers and products 
to Dealer fingertips, whilst always providing 
exceptional entertainment and networking 
opportunities.

Whilst the Convention will deliver on the 
same high standard of quality this year, 2015 
is set to be a landmark year in Convention 
history and much is set to change. With an 
all new program, Dealer-only events, better 
pricing and a series of esteemed international 
speakers – it’s going to be big.

Here’s a taste of what you can expect from this 
year’s Convention:

Stronger Together

United, open and resilient – this is AADA’s 
vision for our industry – and it’s also the theme 
of the 2015 Convention. As such, there will 
be a strong presence from other associations 
important to the operation of dealerships, 
including the Federal Chamber of Automotive 
Industries (FCAI), Australian Finance 
Conference (AFC) and Australian Motor 
Dealer Council (AMDC).

Convention setting

For the first time ever, the AADA’s prestigious 
event will be set at the Melbourne Convention 
and Exhibition Centre in Melbourne’s CBD. A 
world-class venue, the Melbourne Convention 
and Exhibition Centre will provide a 
contemporary backdrop worthy of the 
reinvented event, not to mention more space 
to accommodate greater numbers.

Dealer Focus

Never before has a Convention program been 
more focused on Dealers.

Amongst the exciting planned schedule will 
be a Dealer symposium (open exclusively to 
dealership personnel), where the Association 
will outline the top ten threats facing the 
Dealer community over the next three years as 
well as the AADA’s plan to overcome them. 

The Symposium will also outline the 
Association’s policy objectives, including how 
strong policy will deliver positive results for 
the entire Dealer community. Dealers will be 
able to participate in a closed and confidential 
environment and be free to voice their 
thoughts, concerns, frustrations, ideas and 
experiences. 

The Convention will also facilitate National 
Dealer Franchise Meetings, with just about 
every brand in Australia being invited and 
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allocated time to conduct brand-specific 
meetings between franchise owners.

Other important meetings to take place 
will include discussions between the newly 
formed Australian Motor Dealer Council as 
well as the International Dealer Association 
Working Group, both of which will address 
the real challenges facing the retail automotive 
industry and the best ways to combat them.

Also in 2015, the AADA will use the 
Convention to unveil the results of the 
National Dealer Attitude Survey. The survey, 
which will be open to AADA members for 
participation, asks important questions about 
the value Dealers see in their franchises, both 
now and into the future. The survey will record 
and convey important metrics surrounding 
Dealer-manufacturer relations – data which is 
currently unavailable in Australia.

Exceptional Speakers

Dealers have come to expect outstanding 
speakers at the AADA National Dealer 
Convention, and 2015 will not disappoint.

Current National Automobile Dealers 
Association (NADA) Chairman, Bill Fox 
will deliver a key note address. Fox, a former 
practicing attorney, has an enviable resume 
and an incredible knowledge on the workings 
of the retail auto industry and so this will be an 
unmissable address.

The 2015 Convention has invited The Hon. 
Daniel Andrews, Victoria’s current State 
Premier. Amongst other items, Andrews has 
been encouraged to speak about how the 
state’s automotive scene will look after local 
manufacturing ends. 

Other special Convention invited participants 
include President & CEO at Ford Motor 
Company of Australia, Bob Graziano and 
Robert Kurnick Jr – current President of 
Penske Automotive Group, the world’s second 
largest automotive dealership group with more 
than 320 retail automotive franchises.

On the motivational front, AADA will be 
proud to present Richard De Crespigny, the 
hero pilot of Qantas Flight 32 – the fateful 
flight which suffered an uncontained engine 
failure on 4 November 2010. De Crespigny 
successfully made an emergency landing at 
Singapore Changi Airport, in some of the 
harshest circumstances any commercial pilot 
has had to face. 

Pictured: Richard De Crespigny, the hero pilot of Qantas Flight 32 

Pictured: the Melbourne Convention and Exhibition Centre in Melbourne’s CBD
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As you’d expect, the Convention will also 
feature plenty of fantastic entertainment and 
networking opportunities. This year, we’re 
especially excited to announce that Australian 
comedian and radio/TV presenter, David 
Hughes will bring a welcome touch of hilarity 
to the schedule on the last day.

Expanded Trade Expo

A solid Convention favourite, the exhibit at 
this year’s Convention will showcase more 
than 60 exhibits, offering a wide range of 
resources for automotive dealers. Dealers 
will have at their fingertips the latest in 
after-market, insurance, finance, car-care, 
marketing, software and customer-retention 
products designed to ease operations and 
boost bottom line.

International Attention

Over the past 12 months, the AADA has 
worked tirelessly to put Australia’s retail 
automotive industry on the global map, in a 
bid to uncover fantastic opportunities as well 
as support from our overseas contemporaries. 
The results of this drive will be seen at the 
2015 Convention, with more international 
involvement expected this year than in any 
other time in history. Aside from the expected 
participation of various board members from 
Dealer Associations in America, Brazil, India, 
China and more, AADA is also anticipating a 
number of overseas study tours to visit  
this year. 

Australia’s Dealers will have the opportunity 
to network, share with and learn from 
international colleagues like never before  
in 2015.

More Affordable

AADA members will enjoy admission prices 
up to 50% less expensive than in previous 
years. Considering the added value in the 
Convention program for 2015, the fact that 
entry prices are now lower makes attendance 
an even easier decision.
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Pictured: A hospitality function at the 2014 AADA National Dealer Convention. 

Pictured: the 2014 AADA National Dealer Convention Trade Village. 



Realise outstanding 
F&I growth and success 
through an industry specific 
competency training 
program that delivers  
real-world training as well 
as a nationally recognised 
formal qualification. Log on 
to allianzadvantage.com.au 
to find out more and enrol.
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A new approach 
to F&I Training 
has arrived
Allianz Advantage F&I Training 
Academy

Record Participation

Record participation is anticipated this year. 
Indeed, there are so many reasons for Dealers 
to attend the Convention, least of all because it 
is the only one of its kind in Australia.

From concerns about compliance, to new 
strategies to take business to the next level 
– the AADA National Dealer Convention 
has always given Dealers access to valuable 
resources. 

***

As Australia, its consumers and the 
automotive industry continue to change, 
adopting a ‘Stronger Together’ attitude is now 
more important than ever. Bringing together 
Dealers, industry leaders and international 
personnel together in one dynamic setting is 
an important step in realising this goal.

So, if you do one thing for yourself and your 
business this year, attend the AADA National 
Dealer Convention in August.

Pictured: Delegates at the 2014 AADA National Dealer Convention listen to a presentation. 
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ADVERTISE FOR FREE WITH SAE-A
With the upcoming closure of vehicle manufacturing in Australia, the reduction in design and 
development programmes, and the increasing influence of on-line vehicle and parts purchasing, there 
are many challenges that the Australian automotive industry will face over the coming years. 

The change expected in the industry 
is unprecedented, and looks set to 
transform dramatically over the next few 

years.  Automotive businesses in all sectors of 
the industry will need to innovate and adapt 
in order to survive, whilst others can take 
the opportunity to capitalise on the dynamic 
market situation to position themselves as 
industry leaders.

Australia has an incredible pool of talented 
and highly-skilled automotive professionals 
– many of whom are now available on the 
job market due to the winding up of R&D 
and manufacturing programmes at the major 
vehicle manufacturers. This provides a unique 

opportunity for automotive businesses in the 
retail, repair and recycling sectors to obtain 
talented staff that can benefit their business.

Engineers tend to be great at problem solving, 
numeracy, analysis and possess excellent 
attention to detail. They also are accustomed 
to working to tight deadlines, and within 
budgets. Many have expertise in areas of 
diagnostic tool use, diagnosing and resolving 
field complaints through interrogation of 
vehicle data communication systems, working 
with spares and warranty departments, and 
developing more efficient processes and 
workflows aimed at reducing costs.
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These core skills could be of great benefit 
to the Automotive Dealer and Aftersales 
organisations – after all, who better to program 
an aftermarket upgrade chip than someone 
who worked on the product design with the 
OEM?

The Society of Automotive Engineers Australasia 
(SAE-A) is working with industry and AADA to 
place experienced engineers and technicians into 
new roles.  If you are currently seeking new staff 
for your business, the SAE-A would be pleased to 
place a notification free of charge in our monthly 
newsletter.  To include a job ad, please contact the 
SAE-A National Office at 03 9676 9568, or email 
at rose@sae-a.com.au .  
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A SLIPPERY SITUATION: PLUMMETING 
OIL PRICE DIVIDES ECONOMIES
Whilst the economic advantages of cheaper oil seem clear at  
the bowser, there’s plenty more to this story than meets the eye.

It seemed Christmas had come a little early 
last year when the price of fuel in Australia 
began to nose dive in November. Indeed, 

fuelling up has become substantially cheaper; 
at the time of print some metropolitan petrol 
stations were selling regular unleaded petrol 
for less than $1 per litre.

This plummeting price coincides with global 
oil prices, which have more than halved in 
value over the past ten months. Between 2010 
and mid-2014, world oil prices consistently sat 
around $110 a barrel, however in recent times 
Brent crude and U.S. oil have fallen below $50 
a barrel.

In Australia, this situation brings obvious 
short-term benefits. In fact, according to 
CommSec chief economist Craig James, 
Australian consumers have already benefited 
to the tune of $2 to $3 billion. The savings 
Australians are making at the bowser 
encourages spending in other areas, and this 
added confidence will be felt by all retailers, 
including Dealers.

However, alas, global oil pricing is incredibly 
complex and sensitive – one economy’s fortune 
is another’s failure and already the world is 
seeing the impact devalued oil is having on 
major economies. To understand this more, a 
closer look at the situation is required.

Oversupply and Competition

Why is oil so cheap anyway? – The answer 
boils down to two major factors; oversupply 
and increased competition.

In the U.S. oil production levels are at their 
highest in almost 30 years, mostly due to 
the extraction process of fracking which has 
enabled a major increase in production. This 
has coincided with no curbing of production 
from other major Middle Eastern oil farms 
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as well as a decrease in demand from oil 
importers China, Japan and the European 
Union on account of slow economic growth.

Of course, these colliding factors have 
inevitably resulted in an oversupply of oil, 
however rather than cutting production to 
create demand, Saudi Arabia oil cartel OPEC is 
showing no signs of reducing production in a 
bid to push out competition.

Saudi Arabia, the world’s largest oil exporter 
and OPEC’s most influential member, has 
deep pockets and so can withstand lower 
prices for some time. The same can’t be said 
for some of Saudi Arabia’s international 
competitors who they’re currently pressuring – 
although this move also puts pressure on other 
OPEC members such as Iran, Iraq and Nigeria.

Winners, Losers And Australia

Oil is a way of life and a means of economic 
prosperity for many of the world’s nations. The 
downturn in oil value impacts majorly on the 
global economy, not to mention individual 
governments and businesses.

Oil producers such as Russia, Nigeria and 
Venezuela, the latter which relies on oil for 96 
per cent of its exports revenue, are currently in 
big trouble. Poverty, civil unrest and increased 
crime are already on the rise and will only 
worsen if oil prices do not recover.

Energy companies have also felt the 
pinch, with billions of dollars erased from 
international share markets overnight. 

On the other hand, major importers such as 
Europe, China and Australia could experience 
greater economic output and advantages, some 
predict. In Australia, the cost of travelling on 
planes, buying fruit and vegetables and many 
other services could soon drop.

However, lower petrol prices also means 
less revenue for the Government, meaning 
potentially more strict cost-cutting measures 
to reduce the deficit. Meanwhile, both here in 
Australia and abroad, deflation is becoming an 
increasing worry as the general price of goods 
and services drops. Deflation can reap havoc 
on economies, increasing recession and debt.

What’s Next?

What’s clear is that the simple occurrence of 
cheaper petrol is in fact not that simple at all. 
It’s rather the product of an intricate and multi-
faceted chain of events that are largely being 
controlled by the major oil companies. How 
far will the price of oil drop, what will be the 
outcome for consumers, businesses and entire 
countries?

The clear winners in Australia right now 
are consumers enjoying lower prices and 
businesses benefiting from increased spending. 
However, if oil prices continue to plummet in 
the long-term, circumstances may be different. 
Whilst many predictions are being made 
about what will unfold in the next 12 months, 
ultimately only time will tell.
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TESLA’S 
ELECTRIC SHOCK
Newcomer Tesla has arrived on Australian shores with a retail model that does away with the Dealer.

No matter what your position is on 
electric cars, it’s hard not to watch 
American electric vehicle maker Tesla 

Motors with interest. 

In little over 10 years, Tesla has gone from 
producing its first car – the niche-focused 
Roadster, to delivering over 22,000 Model 
S sedans globally in 2013. Since officially 
breaking onto the scene, Tesla’s ambition 
to offer consumers affordable, mainstream 
electric vehicles has been well-documented, 
and the marque plans to add its Model X SUV 
and Model 3 mid-sized sedan to the line-up 
over the next two years.

In Australia, the Model S (currently the only 
Tesla in production) has been available to 

purchase online for several months, however 
in December the company expanded its 
presence with the opening of two physical 
showrooms.

The first, in the Sydney suburb of St Leonards, 
was actually an old Holden dealership – just 
don’t go calling the new Tesla showroom that. 
Instead, the company insists that its locations 
are referred to as ‘stores,’ in a move that’s 
purposely removed from the way Australians 
have been buying cars.

The first Melbourne store, a ‘permanent 
pop-up’ can be found at the iconic Chadstone 
Shopping Centre amongst retailers selling 
clothes, jewellery and homewares.

Due to some licensing issues, Tesla was  unable 
to sell cars (or even discuss) the pricing of their 
products in the new Victorian store for the first 
weeks of operation, but that’s since subsided 
and the marque has no plans of slowing down. 
A new store in Melbourne’s Richmond is due 
early in 2015 and reports have indicated that 
more Melbourne/Sydney locations (as well as 
expansion into Brisbane) are all on the agenda.

But once you’ve purchased your Model S, 
which starts from $102,009 in Victoria, where 
do you top up its energy supply?

Tesla’s thought of this too.

In fact, the company plans to build 16 
‘supercharger’ stations between Melbourne 
and Brisbane, allowing Tesla owners to stock 
up on energy, for no cost, over the lifetime of 
owning their car.

The supercharger stations take just 20-minutes 
to restore 50 percent of the car’s battery range, 
and can fully replenish the battery in an hour.

Aside from these charging stations, Tesla is 
partnering up with hotels, enabling customers 
to charge their cars whilst enjoying the 
accommodation. The Marriot in Melbourne 
and the Darling Hotel in Sydney have already 
got on board.

So indeed, a brave new move for Tesla – but is 
everybody happy about it?

Tesla’s direct manufacturer-to-customer 
approach, which bypasses third-party Dealers, 
will leave consumers lacking many of the 
essential aspects that make up owning a 
vehicle, according to the Victorian Automotive 
Chamber of Commerce (VACC). 

In statement to Business Spectator, a VACC 
spokesperson said: 
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‘Australians are well served by 
the current dealership network, 
a business model which has 
worked well for decades.’ 
‘There is more to buying a new car than simply 
picking one from off-the-shelf. Buyers invest 
years building up a trusted relationship with 
their local and/or preferred-brand dealer. 
Trade-ins, test drives, service and repair, and 
spare parts are often the key questions car 
buyers ask of their dealer,’ according to the 
VACC.

The United States Backlash

The sentiments expressed by the VACC above 
have been echoed in the US, and a movement 
has begun to stop Tesla from selling their cars 
without a dealership network.

Whilst Tesla’s American website shows a network 
of stores operating in over 20 states – not all 
of them are legally allowed to sell cars directly 
(although online sales are still allowed).

Elon Musk, Tesla’s cofounder and CEO, is 
trying to establish a unique retail model and 
has been fighting legislation in the US state-
by-state. Whilst Tesla’s freedom to sell directly 
through stores has been successfully prevented 
in Texas, Michigan and Arizona, the electric 
vehicle maker has won the right to operate its 
retail model in Massachusetts, Minnesota and 
New York. 

Whilst Tesla has argued that its model is 
necessary because of the uniqueness of its 
electric products, many Dealers in the US have 
viewed the company’s approach as a breach of 

the fair and accepted system of purchasing a 
new car.

Disruptive Technology

The million dollar question: Will Tesla’s new 
retail model disrupt dealership operations in 
Australia? 

Whilst the auto maker’s unique offerings continue 
to service a small niche of market, it’s unlikely that 
its presence will cause a major stir. However, Tesla’s 
Australian (and global) operations and re-charging 
infrastructure will continue to be examined by the 
AADA with interest.

Pictured: Tesla electric cars on show in malls, across the USA.
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FREE TRADE AGREEMENTS  
AND FLUCTUATING CURRENCY 
ROCKS THE MARKET
New car prices have been shifting substantially over the past  
few months, with many imports now cheaper than ever.

Australia’s South Korean Free Trade 
Agreement (FTA) officially came into 
effect on December 12, 2014, with 

the Japan-Australia Economic Partnership 
Agreement kicking off a little over a month 
later on January 15.

However, only one of these new Agreements 
has so far resulted in a slashing of new car 
prices and not all manufacturers are taking 
part. Other complex variables, including the 
strength of currency exchange rates, have 
had a major influence on the pricing strategy 
Australia’s auto importers are implementing 
in 2015.

Toyota, Mazda and Subaru have all made 
significant price cuts to the Japanese-built 
models in their line-ups. 

Even though cars arriving from Japan now 
benefit from a five per cent reduction in 
import tariffs, it’s actually been the Japanese 
Yen exchange rate (which continues to favour 
Australia) driving the greatest reduction in 
prices.

Australia’s top selling marque Toyota cut the 
price of ten of its models before the FTA even 
started, on January 1. 

‘In support of our Dealers, Toyota has brought 
forward the price cuts to the start of the year – 
they were effective on January 1, a significant 
benefit for our customers,’ said Executive 
Director of Sales and Marketing, Tony Cramb.

‘Prices came down from the start of this year 
by around $800 on our most affordable Yaris 
range while some of our more expensive 
models have attracted reductions as high as 
$7630.’

Meanwhile over at Subaru, prices on some 
models have fallen even more dramatically.

Subaru recently slashed an incredible $14,000 
from its range-topping Liberty – more than 
the drive-away price of a Suzuki Alto! Other 
Subaru models that benefit from major savings 
include the Outback, which has dropped in 
price by as much as $10,000.

On the other hand, some mainstream Japanese 
brands such as Honda and Mitsubishi have 
confirmed that their list-prices would not be 
dropping in 2015.

According to Product Communications 
Coordinator, Genevieve Kerin, Mitsubishi has 
been ‘preparing for the introduction of the 
Japanese Free Trade Agreement for some time’ 
with pre-emptive price adjustments made 
throughout 2014. 

And in the case of Honda, most of the 
manufacturer’s cars sold in Oz are sourced 
from Thailand, meaning the Japanese FTA 
and weaker currency have little impact on its 
prices.

So what about Australia’s South Korean 
imports?

Hyundai, Kia and Holden – who between 
them import the bulk of Australia’s South-
Korean offerings, anticipate little in the way of 
lowered prices. 

Whilst the Japanese Yen has weakened, the 
Korean Won continues to strengthen against 
the Australian dollar, which has presented a 
challenge for brands like Hyundai Australia 
according to its Public Relations General 
Manager, Bill Thomas:
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‘Exchange rate pressures have 
made trading very difficult 
– especially with the double 
whammy of a very strong 
Korean Won and relatively weak 
Japanese Yen. We are also faced 
with a strong Euro, so that affects 
our Czech-sourced vehicles, to 
which the Korea-Australia FTA 
obviously does not apply.’
Nevertheless, Thomas reassures that the 
company ‘will add extra features and 
technologies to updated models later in the 
year’ – whilst Holden Executive Director of 
Corporate Affairs, George Svigos is quick to 
remind that Holden already provides ‘some of 
the most competitive deals in the Australian 
market’.

Competitive is definitely the operative word 
here – and if one thing is for sure, competition 
will only increase in Australia’s new car market 
with these recent round of developments. 
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‘STAND DOWN’ AND DIRECTING 
EMPLOYEES TO TAKE ANNUAL LEAVE
When you can stand down an employee without pay or when you may direct an employee to  
take annual leave can sometimes be confusing. Here are some of the basics to help you navigate  
what you can and can’t do.

Annual Leave

Generally, an employer may not direct an 
employee to take annual leave.  However, 
under the Vehicle Manufacturing, Repair, 
Services and Retail Award and the Clerks 
Private Sector Award it is permitted when: 

• An employee has ‘excessive leave’ (i.e. 
eight weeks or more); and

• As a part of the business annual shut 
down (i.e. over Christmas break)

If an employee has accrued ‘excessive leave’ 
an employer may direct them to take no more 

than a quarter of their accrued leave.  For 
example, an employee has eight weeks annual 
leave accrued their employer can direct them 
to take no more than two weeks annual leave. 

When a business is closing down for 
Christmas an employee can be directed to 
take annual leave.  If an employee has no leave 
accrued they can be directed to take unpaid 
annual leave for that period. 

At least four weeks’ written notice to take leave 
is required when directing an employee to take 
annual leave.  This applies for either excessive 
accrued leave or as a part of an annual 
Christmas shut down. 

Michelle 
Chadburn 
(LLB)
Contributor

Stand Down 

The Fair Work Act (the Act) allows employers 
to stand down their employees with no pay in 
limited circumstances as below:

• If there is a stoppage of work for any 
cause for which the employer cannot 
reasonably be held responsible (e.g., 
natural disasters such as floods);

• If there is a breakdown of machinery 
or equipment, if the employer cannot 
reasonably be held responsible for the 
breakdown; or

• If there is industrial action (i.e. employees 
go on strike). 

It should be noted that the stand down 
provisions within the Act are different to when 
you ‘stand down’ your employees to investigate 
a matter such as misconduct.  In these 
circumstances you must pay your employee 
their ordinary pay while they are being ‘stood 
down’. You should note that the Act does 
not permit you to stand down an employee 
without pay due to shortage of work. 
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WORKPLACE HEALTH AND SAFETY 
OBLIGATIONS – CONTROL OF HAZARDS
Workplace Health and Safety legislation requires the owner of a business (called a duty holder in the 
legislation) to identify reasonably foreseeable hazards that could give rise to risks to the health and 
safety of, among others, employees and members of the public accessing the premises. 

Having identified a hazard and any 
attendant risks, the duty holder 
must eliminate those risks so far as 

is practicable, and, if it is not reasonably 
practicable to eliminate the risks, minimise 
those risks so far as is reasonably practicable.

Control Measures

The legislation identifies a range of control 
measures that must be implemented where it is 
not reasonably practicable to totally eliminate 
risks. One or more of the following steps must 
be taken;-

• Substitute (wholly or partly) the hazard 
giving rise to the risk with something that 
gives rise to a lesser risk – eg., purchase 
a less noisy compressor to the one that is 
currently in use;

• Isolate the hazard from any person 
exposed to it - eg., fit guards to a 
dangerous piece of equipment;

• Implement engineering controls – eg., 
install exhaust fans to remove unsafe 
gases and dusts;

• Implement administrative controls – eg., 
limit the time any one person is exposed 
to noisy equipment;

• If a risk still remains after implementing 
the above measures, provide suitable 
personal protective equipment.

Maintenance of Control 
Measures

Having implemented control measures, a duty 
holder must ensure that the control measure 
is maintained so that it remains effective and 
remains fit for purpose; suitable for the nature 
and duration of the work; and is installed, set 
up and used correctly.

Review of Control Measures

The duty holder must review and, as necessary, 
revise control measures so that they remain 
effective. Such a review must be done if it 
becomes obvious that the control measure is 
ineffective in controlling the risk; when there 
is a change to the workplace or any aspect of 
the work environment; or there is a change to a 
system of work, a process or a procedure. 

Ted 
Kowalski
Contributor
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THE 7 HABITS OF HIGHLY 
PROFITABLE DEALERS

BDO’s specialisation in the 
motor industry gives us extensive 
insight into the habits of highly 
profitable Dealers. 
Aside from the vagaries of franchise 
performance, investment in facilities or 
activity by PMA; these are the key drivers 
behind a highly profitable dealership that we’ve 
observed. 

1. Be Process-Driven

The most significant habit is having a process-
driven culture. Top Dealers operate in an 
environment where process is not optional 
and the key driver is the discipline to sustain 
such policies. Dealers should foster employee 
ownership, explain their vision and involve 
their teams in the design and articulation of 
their processes.

2. Manage Stock

Almost every challenge and opportunity can 
be traced to stock. Constantly review the 
stocking and ageing policies and review your 

return on investment on vehicles. The best 
Dealers have the cleanest and best-aged stock. 
They also ensure their used cars are available 
for viewing on the internet within hours of 
coming into stock and are fully reconditioned 
within three days. Furthermore, with daily 
ordering of parts, why is it necessary to hold 
such high levels of stock?

3. Forecast Smart

Spend time setting monthly expectations. On 
review, you should drill down to individual 
levels, monitor them regularly throughout the 
month and take corrective actions as required 
to ensure you hit targets.

4. Retain Customers

Dealers need to ensure that they have 
effective Customer Relationship Management 
(CRM) processes. Customers approaching 
end of warranty, end of finance terms and 
manufacturer’s service intervals must be 
identified and engaged with. Effective 
processes must be engaging and frequent. As 
with all effective processes, a dealership’s CRM 
activities must be compulsory rather  
than optional. 

5. Retain Employees

There is a direct correlation between retention 
of staff and productivity measured as a gross 
per employee. This relates to the culture you 
embed in your dealership, as noted in point 
one.

6. Invest in Training

There is a direct link between profit and the 
amount of time and effort Dealers invest in 
training their people. It is evident that giving 
employees a clear career path and room to 
advance is a key differentiator for the top-
performing groups.

7. Embrace Technology

The best Dealers use technology to amplify 
and enhance processes and strategies rather 
than let it drive their business. The importance 
of an up-to-date Customer Relationship 
Management (CRM) system is one of 
your most valuable assets. Therefore, you 
should ensure that there is full, dealership-
wide commitment to data collection and 
management.

Mark Ward
Partner, 
Automotive - BDO 
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THE COMMUNITY AND THE DEALER
Every year automotive Dealers collectively contribute hundreds of thousands of dollars to their local 
communities – a generosity that goes largely unnoticed.

Local community is ingrained in the DNA 
of automotive Dealers. 

Unlike many other businesses, a special 
kinship often exists between dealerships and 
the communities they serve; one that goes well 
beyond a transactional bond. In fact, there are 
simply not enough pages in this magazine to 
record the amazing stories we’ve heard from 
Dealers across the country and the unique 
experiences they’ve had with their customers 
and wider communities.

From supporting local clubs and charities, 
going the extra mile for customers in turmoil 
and participating in (or even creating) local 
initiatives for the greater good – the benefits 
Dealers gain from community contribution 
are two-fold.

Of course, increased business exposure is an 
obvious benefit; however this usually plays 
second-fiddle to the Dealer’s primary objective 
of giving back to the community and enacting 
positive change. Indeed, many automotive 
businesses substantially contribute their time, 
money and resources with little desire for self-
promotion. However, it’s also no coincidence 
that these same businesses have enjoyed 
lifetime customers and operations for over 15, 
20, 50 and even 100 years.
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In the last issue of Automotive Dealer, 
we interviewed one of the country’s most 
successful automotive businessmen, John 
Hughes, whose relationship with local 
customers and community was astounding. 
‘I’m the only Dealer in Australia that 
regularly runs double page ads in the press 
with unsolicited comments from satisfied 
customers’, he said. This determination 
to harness positive relationships with the 
community extends even further, through the 
various charities Hughes is a part of, like the 
2014 John Hughes Big Walk which raised over 
$200,000 (and still counting) to support the 
cancer ward at the Princess Margaret Hospital 
for Children.

‘Many of Australia’s automotive 
dealers play an active role in the 
community that goes far beyond 
selling and servicing cars,’ said 
AADA CEO Patrick Tessier. 
‘Dealership owners often live in the suburbs 
where their business operates, and of course 
employ people who almost always do as well. 
As such, dealership owners and staff have a 

strong sense of community, and so giving back 
is considered an important part of business.’

A recent survey from the National Automobile 
Dealers Association (NADA) and Ally 
Financial supports this, in the context of 
their detailed survey into Dealer-community 
contributions in the U.S. 

Amongst its findings, the report uncovered 
that ‘nearly 50 per cent of Dealers gave more 
than US$25,000 to non-profit organisations 
and charitable causes in 2013, with 13 per 
cent giving in excess of $100,000.’

And in terms of vehicle lending and donations, 
over US$4.5m worth of vehicles were 
contributed to charitable causes in 2014 
alone.

These figures are all up on the previous year 
too. Whilst 65 per cent of new car dealers 
reported an increase in charitable contribution 
for 2013, this rose to 70 per cent last year.

And with 43 per cent of Dealers expecting 
to increase their contribution again in 2016, 
communities will continue to benefit in the 
millions.

Continued next page...
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‘Franchised new-car dealers are among the 
largest supporters of community-based 
programs and charitable organisations in 
most towns across the country,’ according 
to NADA President Peter Welch. ‘New-car 
dealers support their local communities 
in many ways—from creating well-paying 
jobs, generating significant revenue in taxes 
to providing other economic benefits. It’s 
difficult to keep track of the level of charitable 
involvement because so many dealers do not 
seek publicity or recognition.’

As we’ve already touched on, community 
involvement by Dealers is usually centred on 
the suburbs or area that they operate in. This 
was supported by the results of the survey 
which showed that 90 per cent of Dealers 
made contributions that directly benefited 
local charities and organisations.

‘Dealers see the value of giving back in a 
variety of ways – from their businesses, to their 
communities’ said Tim Russi, president of 
Auto Finance for Ally.

An Australian Role Model: 
Richard  Rolfe OAM

If there was ever an exemplary example of 
the good that can be achieved from being an 
active and contributing community member, it 
would be Richard Rolfe.

Over years, the Audi Centre Canberra and 
Rolfe Renault Dealer Principal has contributed 
enormous amounts of money and resources 
to organisations in his local community and 
beyond. 

In fact, in 2009 he was officially recognised 
for his efforts, with a Medal of the Order 
of Australia bestowed on him for ‘service 
to the community of Canberra through 
philanthropic support for sporting, service and 
charitable organisations.’

Richard’s passion for community support is 
also shared by his wife Deborah, who despite 
leading a busy career of her own as a law 
firm partner has contributed generously to a 
number of causes.

Together, the dynamic duo has raised money 
and awareness for local schools and clubs, 
as well as larger organisations such as the 
Special Olympics, Lifeline, Soldier On and the 
Canberra Hospital Foundation. Richard is also 
the Patron of the Heart Foundation, not to 
mention a keen sports enthusiast. 

Actually, Richard’s enthusiasm for Australian 
sport is easily distinguished and the list of 
sports clubs and athletes he’s sponsored 
stretches from locals like the Canberra 
Capitals, Canberra Cavalry and Canberra 
Raiders – to Australian swimmers and athletes 
including Alicia Coutts and Melissa Breen.

So surely, with all of these extra commitments, 
Richard’s businesses are being put on the back 
burner? 

Actually, Richard’s dealerships are thriving. 

Audi Centre Canberra was awarded the 
coveted Provincial Dealership of the Year in 
2007 and 2008 and then again in 2009, 2010 
and 2011 after the dealership became a fully-
fledged metropolitan operation.
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The old model

In Richard’s own words from a speech 
delivered back in 2009:

‘When I took over the Audi franchise in 
October 2006, the local dealership had a local 
market share of less than 12 per cent and came 
a distant 4th behind BMW, Mercedes and 
Lexus. In 2007 Audi Centre Canberra won the 
national title of Dealer of the Year and backed 
that up again in 2008. This is the first time a 

Canberra dealer has won back to back national 
titles and our market share as at the end of 
February 2009 has risen from 12 per cent to 
60 per cent... I cannot say that our support of 
sport was the catalyst for our dramatic growth, 
but it is definitely one of the major factors.’

When talking about the juggle of managing 
a busy dealership, along with community 
commitments, Richard says it’s all about being 
proactive and looking for opportunity.

‘Getting involved with the 
community is a great tool for 
building awareness around 
your business. As you meet 
with different charities and 
organisations, your network 
expands and new  
opportunities arise.’
Richard, who’s been a part of the motor 
industry all his adult life, acknowledges 

that much of the good Dealers do can go 
unnoticed. ‘People may not realise how much 
dealerships do for the community… primarily 
as many Dealers don’t view this support as 
traditional marketing and therefore don’t 
promote their involvement.’

Whilst boastfulness may be considered 
unsavoury, Richard contends that ‘there is an 
expectation of companies to be good corporate 
citizens.’ 

This perhaps, is as good a motivation as any for 
Dealers contributing to their local community 
to take a more active role in spreading the 
news about their involvement.

As Tim Russi says ‘Auto dealers are leaders 
in their communities, and their giving often 
inspires others to make a difference as well…’ 

Pictured far left: Australia’s five Cross of Valour 
recipients all wearing Lifeline caps, attending the 

Opening of the Lifeline Book Fair on Friday 13th 
February. These five extremely brave Australians 

were specifically brought to Canberra for the 
first time ever to support Lifeline and the Heart 

Foundation as an initiative of Richard. 

Pictured: Richard Rolfe with Treasurer Joe Hockey 
(holding AADA Submission) and Dr. Brendon Nelson 

at 2014 Lifeline charity function
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49 AUSSIES GOT ‘ENGAGED’  
AT NADA SAN FRANCISCO
A select group of auto dealers and industry executives from Australia attended this year’s  
National Automobile Dealers Association (NADA) Convention & Expo held in San Francisco, 
California from Wednesday 21 January to Saturday 24 January.

Known as ‘The Automotive Industry 
Event of the Year’, the annual Convention 
brought together over 23,000 new car 

and truck Dealers from 52 countries as well as 
hundreds of suppliers and support staff.

The theme for 2015 was ‘Engage’ and with 
120 workshops in 24 categories and 570 
suppliers and vendors promoting products 
ranging from CRM solutions and car-wash 
systems, to financial services that filled the 
three massive Moscone Centre halls - it’s easy 
to see why first-time delegate Tony Foon of the 
Penfold Group was ‘blown away’ by the whole 
experience.

Foon’s comment was echoed by Peter Craik of 
Netresult Mobility and Tamara Stanimirov of 
Salefest who said they both picked-up some 
great ideas just walking along the show floor.

Another ‘eureka’ moment that generated a lot 
of buzz within the group was the dealership 
visit to San Francisco Honda on Thursday 
morning, where General Manager A.J. 
Patterson and Dealer Manager John Boas went 
‘above and beyond’ in their presentation.

They held nothing back and revealed 
the dealership’s operating profit, market 

penetration, gross on new and used cars, 
as well as their online sales and marketing 
strategies.

In the afternoon, a number of the tour group 
members attended one of the Super Sessions, 
‘Exceptional Experiences that Win Digital 
Buyers’ presented by Jared Hamilton, Driving 
Sales Founder and CEO who shared details of 
a 12-month study of US car shoppers and their 
buying experiences.

Interestingly, recommendations from friends 
and family trumped price, selection and model 
specifications as key factors in the buying 
process. 

As in previous years, the workshop sessions 
were praised for the quality of the presenters 
and the range of topics covered.

On his return from NADA, I asked Barloworld 
Volkswagen’s Dealer Principal Dino Di 
Benedetto which workshop impressed him the 
most and without hesitation he said Tommy 
Gibb’s ‘Unleash the Raging Bull In Your Used 
Car Department’ because it gave him a sure-
fire strategy that would help his team sell their 
most problematic cars and eliminate the ‘race 
to the bottom’ myth.
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‘Unleash the Raging Bull’ also impressed 
Peter Craik, whilst Tristan van Riel of Keema 
Automotive Group mentioned digital 
marketing and advertising – particularly the 
benefits of banner advertising as key takeaways 
from the Convention.

Chris Polites, Director Automotive Carsales 
voted for ‘Why Your Website Must Be 
Responsive’ as his top pick, because it 
reinforced his belief that Dealers must have an 
understanding of their websites to effectively 
generate sales.

All in all, there were 120 
different sessions in 24 categories 
covering digital marketing, fixed 
operations, HR, variable ops, 
legal and regulatory compliance 
and more.
Friday got off to a great start with the Deloitte 
Business Breakfast where in addition to the 
Aussie crew, 34 senior international Dealer 
delegates were in attendance to hear an 
enlightening presentation by Dale McCauley, 
Deloitte Motor Industry Services Partner, 
who gave the group a unique insight into the 
average consumer’s buying process.
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Pictured: The world’s largest auto industry event always attracts an enthusiastic audience.

Pictured: Forrest  McConnell, 2014 Chairman – NADA .



The research showed that the average 
consumer spends 10 hours comparison-
shopping online before even visiting a 
dealership. They then hit the showroom 
floor super-informed and sometimes more 
knowledgeable than the sales team about 
competitive brands and innovative features on 
the latest models.

McCauley’s advice to Dealers was that they 
must adopt effective online tactics to keep the 
buyer engaged and pre-disposed to buying 
from their dealership.

Saturday’s Deloitte Business Breakfast began 
on a positive note with an upbeat presentation 
on the state of the US automotive industry by 
NADA Chairman Forrest McConnell.

McConnell said US Dealers and suppliers were 

optimistic about the future, with dealerships 
across the country now employing more than 
one million people – and hiring more to meet 
the forecasted 16.94 million new car and light 
truck sales in 2015.

Later that afternoon at the Opening General 
Session held in the Esplanade Ballroom, 
Moscone Centre South, outgoing NADA 
Chairman Forrest McConnell delivered the 
NADA Chairman’s address titled ‘Who’s Your 
Biggest Competitor?’ to a packed audience.

This was followed by Jeb Bush’s keynote 
address in which he gave the audience his take 
on education, immigration, oil and energy, and 
the tax code.

Bush, who is the brother of George W. Bush, 
son of H.W. Bush and former governor of 
Florida, gave no indication on whether he 
would run for president in 2016, but he did 
reveal that he had just bought a new Ford 
Fusion when asked by McConnell during the 
Q&A after his speech.

In Saturday’s General Session, newly-crowned 
NADA Chairman Bill Fox delivered a spirited 
speech saying that ‘The best time to be a car 

dealer is now,’ and looking to the future…  
‘We can actually shape the future of this 
industry – for all of us, but more importantly 
for the next generation of Dealers.’

Then former talk show host and automotive 
aficionado Jay Leno entertained the audience 
with his humorous one-liners about electric 
cars, fuel prices and cats. 

All the Aussies who attended NADA 2015 
overwhelmingly agreed that it was a huge 
success – especially the dealership tour, the 
Deloitte Breakfast seminars, the size and scope 
of the Expo and the conviviality of the hospitality 
functions, with many delegates confirming that 
they would do it all again in 2016.

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

Pictured: Patrick Tessier, CEO – AADA; Bill Fox, 2015 
Chairman – NADA; Charlotte Ye, Founder & CEO 

– Webcars.Cn; Forrest  McConnell, 2014 Chairman – 
NADA; Bill Underinner, 2012 Chairman – NADA. 

Batman’s customised ride on display at NADA
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HOW’S YOUR DIGITAL SHOWROOM?
Your digital showroom is so much more than your online inventory alone – it’s everything you do 
online, and it’s where sales are being won and lost.

More than 97% of consumers start 
their car buying journey online and 
according to a recent American 

study; they spend over two hours on a 
Dealer’s website before they visit the physical 
showroom. More than two hours!

Keeping that in mind, how’s your digital 
showroom travelling?

The way your business looks, reads and 
interacts with shoppers online is now more 
important than ever. Everything from the 
quality of the content on your website, 
to the images you share on social media 
all contribute to your dealership’s online 
reputation. Even the most subtle online 
techniques can spell the difference between 
whether your brand is being loved, loathed or 
laughed at. 

You wouldn’t put a notice up in your physical 
showroom with spelling mistakes and five 
exclamation marks, so why do it on your 
website? 

Or say a customer was in the middle of your 
new car yard yelling complaints about your 
service; you wouldn’t leave them unattended, 
just as you shouldn’t ignore negative reviews 
on Google and other websites.

Properly managing and monitoring your 
digital showroom, and by extension, your 
brand, may seem like a daunting proposition – 
but it’s one that should be taken seriously. 

Let’s take a look at some of the basics to getting 
it right:

The Dealer Website

We already know that most of your customers 
are likely checking out your website before 
they get in touch. The online world plays a 
significant role in almost all of today’s major 
purchases, not just automotive. In a landmark 
Forrester study it was found that more than 
$1.1 trillion in retail sales were linked to what 
they call ‘Web-influenced’ purchases, that 
is, offline retail sales influenced by online 
research.

At this point you may be saying ‘but my 
website is OEM-controlled, I can’t change 
anything!’

Chances are you can. 

In fact, you probably have control over one 
of the most fundamental aspects of the ‘ideal’ 
user website experience, and that’s content.

Most OEM-designed websites  
still give you control over the 
words that describe your business 
on the home page, about section 
and other important areas of 
the website. Here, you have an 
exceptional opportunity to spell 
out your differences, convey your 
personality and entice people  
to visit.
When these sections of your website are 
generic (does your home page and about 
section read exactly like your competitors?), or 
poorly written, you risk losing customers and 
damaging your brand.

If your website has a ‘latest news’ facility, use 
it. Consistently create and upload helpful 
messages for your website visitors, whether 
it’s about your upcoming models, community 
involvement or landmark events and 
celebrations. Consider adding a frequently 
asked questions page to your website and 
include the questions that customers are 
actually asking in your physical showroom. 
Creating your own content, based on what’s 
happening in your dealership and within 
the brands you sell increases your chances of 
capturing online attention and converting it 
into physical leads.

Whatever you do, remember that websites 
which add value to the user experience are the 
most successful.
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Online Reviews 

There are plenty of statistics out there which 
highlight the impact online reviews have on 
purchasing behaviour and as far as we’ve seen, 
they all point in one direction:

Online reviews do impact buying decisions – 
and often it’s by a significant margin.

One study into shopping behaviour by 
Dimensional Research showed that 90 per cent 
of respondents who recalled reading online 
reviews said positive online reviews influenced 
their purchase.

Good and bad, people are talking about your 
dealership every day; the difference now is 
that many of those discussions are taking place 
online. Dealership staff should take an active 
role in monitoring what’s being said about 
the business online – whether it’s positive or 
otherwise – and managing the feedback.

From obvious places like Dealer social media 
pages and Google reviews, to dedicated 
review sharing websites like womo.com.au 
and productreview.com.au, managing your 

reputation online is as important as in the 
physical realm.

The next question of course, is how to respond 
to negative feedback about your business. 
There are plenty of online tips on this topic, 
but the basics usually include acknowledging 
the complaint, staying positive, highlighting 
your good service track record and handling 
the remainder of the complaint privately.

Don’t be intimidated by bad reviews. Unless 
they are completely unreasonable or abusive 
(in which case you should work to have 
them removed), bad reviews give you the 
opportunity to show off your responsive and 
thoughtful customer service skills.

Social Media and Third Party 
Websites

Your website isn’t the only place prospective 
customers are finding you online.

The way your business is perceived on social 
media and third party websites, like carsales.
com.au also impacts on your reputation.

You wouldn’t want staff members dressed in 
your logo doing embarrassing (or offensive) 
things in public and the same applies to how 
you conduct yourself on these websites. 

Ensure that your message across these websites 
is consistent, well-written and not generic. 
Focus less on selling and more on information 
sharing. Always aim to direct traffic back to 
your (professionally-written and engaging) 
website, and above all else be consistent. 

The Digital Showroom

Dealers with their heads in the sand about 
the online aspect of their business risk being 
left behind in our fast-moving world. Your 
digital showroom, that is, your website, social 
media presence and behaviour on third-party 
websites all influence whether car buyers 
choose you or not. 

Relying purely on your physical premises alone 
is no longer enough. It’s time to get serious 
about your other front door.
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THREE TIPS TO STRENGTHEN 
YOUR DEALERSHIP’S  
WEB PRESENCE
All dealerships need an integrated digital presence that leverages 
SEO, Mobile Platforms and Social Media to be relevant for 
today’s connected consumer. Tech savvy consumers showed their 
preference to shop online with Deloitte reporting that the average 
consumer spent 10 hours comparison-shopping online before even 
visiting a dealership.

They hit the showroom floor super informed 
and sometimes more knowledgeable than 
your sales team about competitive brands 
and innovative features on the latest models. 
Competition is fierce to get and to keep 
their attention to buy from your dealership, 
and adopting an engaging online sales and 
marketing strategy is a critical component of 
any dealership’s strategy for success.  In order 
to have an effective online presence for your 
dealership in 2015, consider these three tips:

Keep your Website Fresh 

Unbelievably, many dealership sites haven’t 
been changed in years and leave consumers 
totally unimpressed after a site visit. Does your 
website offer an eye-pleasing design that works 
seamlessly across multiple platforms like 
smartphones, tablets, and desktops? 

Many dealerships are under the mistaken 
impression that their website performs equally 
well on mobile as well as on any browser. 
Nothing could be farther from the truth 
because many dealership websites are not truly 
responsive to mobile devices or equally strong 
across all desktop browsers and screen sizes. 

The best way to check this is to visit your 
dealer website in stealth mode yourself from 
your mobile phone and go through the same 
process any customer would. Have friends, 
family, and recent customers do the same and 
ask for their honest feedback. 

What works on the site for them in looking for 
a car and what doesn’t? Is the design visually 
appealing and simple to navigate? Would they 
answer this question differently for a desktop 
visit vs. a mobile one? Can they easily view 
your available inventory and answer basic 
feature and options questions without having 
a degree in website navigation or constantly 
dodging annoying pop up ads and windows? 
What type of content and site ‘look and feel’ 
will keep them coming back to your site over 
your competitors? 

And don’t forget to make sure they can quickly 
reach out to a sales person for a follow up 
conversation directly from your website to 
make that crucial one on one connection 
real time via media of their choice (phone, 
IM, text, email, social media messaging, etc.) 
whenever possible.

Make sure your dealership stands out from 
the rest of the cookie cutter dealership 
websites. Whether this means high quality 
videos or having an interesting blog that your 
dealership runs or even creating a lifestyle 
community page around the car brands you 
sell, you need to stand out online! Ditch the 
static old site and make your dealership site 
memorable. Updating does not have to mean 
a complete scrap and fork lift rebuilding of 
your website from the ground up but can be 
as simple as making customisations to your 
current template that go above and beyond the 
standard in the industry and revamping the 
content to be more interesting and catchy. The 

key here is constantly managing and changing 
the look and feel of your site to keep it fresh, 
attractive and relevant.  

Search Engine Rankings are 
KING!

Where does your dealership rank when online 
customers search for a vehicle with their city 
and/or postcode for one of the brands you 
carry? (i.e. 2015 Ford Territory) Do you show 
up in the first couple of results on the first page 
or in ‘no man’s land’ three pages down?  

If a competitor down the street consistently 
outranks you, you may need to rethink your 
SEO strategy. Car dealerships specifically 
need to plan a strong local SEO strategy.  I 
recommend Google as the best search engine 
to start with to improve your search rankings.  
Google has a different ranking for local search 
results and below are a few simple steps you 
can take to ensure you rank high:

• Create a “Google My Business” account 
and fill out all the fields. Be sure to keep 
this updated and current every quarter.

• Have high quality links building to your 
site and use a mix of both local links and 
links with domain authority. 

• Ask your customers for Google Reviews, 
Yelp Reviews, as well as other rating sites. 
Make sure these reviews are associated 
with your dealership address and website 
URL address and posted on your social 
media sites.

• Determine what your dealership’s Alexa 
rank is compared to your competition. 
This will give you a good idea of what 
kind of traffic your site is getting relative 
to your geographical customers and 
similar franchises. 

If these simple steps seem like another 
language to you, consider hiring a digital 
marketing resource with SEO expertise and 
SMM experience to help you get started.

The More You Post the More 
You Engage 

Dealerships are notorious for being dated 
with social media and often have a lack of 
understanding on how to effectively target 
customers besides the basics of just creating a 
Facebook and Twitter account.

Two of the biggest faux pas I see is to offer little 
or no original content on their profiles, and to 



update too infrequently. Consumers can tell 
if you don’t put effort into your social media 
and they will move on to a dealership site that 
offers them more online. 

A best practice is to share engaging 
multimedia content daily.  If daily content 
updates seem daunting, try starting with at 
least monthly content updates and move 
toward bi-weekly updates as soon as you can 
comfortably manage it.  

Here are some basics for several top social 
media networks:

Twitter - Retweet interesting consumer 
focused articles on Twitter as well as local 
news. Be sure to use trending hashtags (#’s) 
and follow people who are influencers in your 

city. Post pics of new inventory when it hits the 
lot and reward followers with service discounts 
and brand giveaways to keep them engaged 
online

Facebook – Have a personality on your 
Facebook page that defines your dealership’s 
mission and atmosphere. This could include 
uploading videos of your sales people 
showing off new inventory, having contests 
for customers, demonstrating new features 
from your showroom floor, and customer 
purchasing and service testimonials. 

Instagram and Pinterest – For the more 
adventurous dealers, consider how to take 
advantage of these two image based social 
networks. Instagram and Pinterest can be 
especially effective for luxury dealers who 

shoot very high resolution images of their 
inventory and have a strong ‘lifestyle’ image 
associated with their brands.  Tap into that 
brand energy by building a community of 
interest for your dealership on these two visual 
platforms. 

Position Yourself for Digital 
Success

Neglecting the impact that your dealership’s 
online presence has on your overall business is 
a serious mistake in an “always on” automotive 
consumer marketplace. Not all of these three 
steps will apply to every dealership.  

Focusing on any one of them: boosting 
your SEO, embracing SMM, or updating 
your website more frequently, will definitely 
position you for more digital success in 2015 
whether you adopt a DIY or outsource it 
approach.

If your dealership hires an agency to handle 
these aspects of a digital sales and marketing 
plan, you still need to make sure they are 
delivering on your digital objectives. Stay 
engaged and informed on how your money 
is being spent and what your online signal 
strength measures. 

Constantly compare your website to 
competitors and keep a close eye out. Create 
original content for your social media groups 
to bring back the personal element to your 
showroom. Lastly, remember that it takes time 
to build your dealership’s online presence and 
don’t expect instant results overnight. 

About the Writer – Zach Klempf is the CEO 
of A1 Software Group, makers of the Selly 
Automotive sales platform. Visit SellyDealer.
com for more information.

 To take advantage of the opportunities and manage the challenges 
it’s critical to choose an adviser that understands your industry – 

both locally and globally. KPMG has been working with dealerships 
like yours for 100 years. We combine our extensive industry 

knowledge and insights gained to help our clients address their 
most pressing issues and achieve their goals. 

To understand more about how KPMG can assist your 
dealership, contact Aaron Street, Sector Leader, Automotive 

on 07 73233 3138 or astreet@kpmg.com.au.

kpmg.com.au
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The automotive 
industry is dynamic 
and changing
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THERE’S NO ONE SET OF RULES TO ACHIEVE SUCCESS
TONI HUNTER PROFILE
Since the first Aussie car dealership opened its doors in the early 1900s, the industry has been male 
dominated. Even today, there are only a handful of female Dealer Principals who run dealerships.
Why is it so? To find out, I spoke to Toni Hunter, the only female owner and Dealer Principal of a 
dealership in Western Australia. 

How long have you been a Dealer Principal 
(DP)?

13 years.

What does it take to become a successful  
DP/business woman?

I think like anyone – hard work, ensuring you 
have a plan and building a team of people 
around you that have the same ethos.  

What is the most challenging part of  
your job?

Trying to have each department achieve 
success at the same time.

How do you juggle family life with  
business life?

It can be very difficult, but I have a great 
husband who supports me and we do play tag 
a bit at home but we get everything done. We 
are quite a tight family unit and we spend a lot 
of time playing and watching sport together.

You always wanted to be...?

A lawyer! 

Why aren’t there more females in retail car 
sales roles?

I think that is changing quite quickly. In the 
past, the hours were a killer and we offered no 
real career development in the dealerships. In 
my dealerships we are very mindful of being 
able to offer further development in our staffs’ 
career paths, regardless of gender. 

What drives Toni Hunter?

Success and getting the best results I can from 
my dealerships.

What are the qualities that make a successful 
DP?

Choosing the right team to have around you, 
including having a plan and being able to 
adapt when it’s not working. But above all, 
taking time to assess what is happening in 
your business as opposed to working in it all 
the time.

What does Toni Hunter do to relax?

I love golf! Love playing it, love practising it 
and love watching it. 

Who or what inspires you?

My dad inspires me – he views everything so 
pragmatically and brings me down to earth 
when I need it.  He is just so balanced and I 
aspire to get his balance and perspective in life.

What plans do you have for the future of 
Range Ford?

The dealership has been in operation for 
nearly 40 years and I am the fifth owner. I 
used to work here in the 90s and I have a great 
love for it. I was fortunate enough to purchase 
it nearly nine years ago. I hope that we can 
acquire some more dealerships in the near 
future and that my sons ultimately progress 
through the ranks.  

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

That you can’t always take NO for an answer - 
if the first proposal does not work, think about 
how to make it work not just from your side of 
the equation, but the other person’s view.  

Generally if you have empathy and get to know 
what the other person’s driving motivation is, 
then a happy outcome for all can be achieved. 
The art, of course, is finding out what the other 
person’s motivation  is – in selling, in buying 
dealerships, in dealing with staff or even my 
kids - it is the same principle for all scenarios.   



What are you passionate about?

Golf, again!

Are you a “closet” rev head?  Do you like  
fast cars?

No, I am not a rev head, nor do I like fast cars. 
My husband on the other hand is ‘yes’ for both. 
He has a Shelby Mustang that he has tricked 
up to 850hp and 1200Nm of torque – it’s mad 
and loud! 

What is your best car memory?

Learning to drive my dad’s XC Ford Falcon 
wagon! It had a three-speed manual gearbox 
and a pillow behind my back as I couldn’t 
reach the pedals. It was a bench seat too! Did I 
mention I was 12?

Do you have a favourite V8/Formula One 
team/driver?

I really like the demeanour of Perth boy, 
Daniel Riccardo. He seems to be a well-
balanced young man.  

Favourite travel destination and why?

I love New Zealand and Canada – the scenery 
is breathtaking and both countries have 
great people who have great respect for their 
tourists.  

Who is your industry mentor or inspiration?

There are a number of people I have watched 
over the years. I think John Hughes has done 
a great marketing job in Perth in the past 
eight years and has had great success (not sure 
I should have sold him his Ford dealership 
now). There are many guys I have known for 
20+ years and I have watched many styles 
achieve success using different paths. This is 
what fascinates me about our industry – there 
is no one set of rules to achieve success.  

Most memorable automotive ad campaign?

The Toyota “Jump” and the Mazda “Zoom 
Zoom” campaigns, both long term and did 
great things for both brands.

What sells cars?  Give me three words.

Honesty. Knowledge. Emotion.

Who would you like to sit next to when 
flying to an overseas destination?

James Packer or Richard Branson. 

Apple or Android?

Apple.

Your first car was a...?

A burnt orange Mitsubishi Sigma. 

What’s the best thing about being in the 
automotive retail industry?

Your ability to earn as much income as reward 
for the amount of hard work and effort you 
put in.  

In another life you’d be...?

A fulltime mum with more kids.

Which three words sum you up? 

Family. Loyal. Love. 
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that maximise up-time and get the job done efficiently. That’s why, day 
after day, our rugged automotive lifts deliver on a promise of superior 
performance that our clients have come to expect from BendPak.

XPR-9 
Capacity: 4,000 kg

XPR-10 
Capacity: 4,500 kg

XPR-12 
Capacity: 5,400 kg

ENGINEERED FOR 
AUSTRALIAN WORKSHOPS

PROUDLY SERVICINg AUSTRALIA WIDE

Call: 1300 577 541  |  www.levanta.com.au
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ON TRACK WITH ‘CRENNO’

THE BUSINESS OF MOTORSPORT IS TWICE 
AS TOUGH AS THE BUSINESS OF BUSINESS

There have to be some reasons for these 
added levels of toughness and demands to 
run a successful motor sport business versus 
a car business or, even more broadly, for the 
chairman of any AFL club versus, his chairman 
role of an external successful business.  

These are my strongly held beliefs on why…

Firstly, motor sport is the toughest of all the 
elite sports, be it football, cricket, golf or tennis 
because it involves the team, the athlete and 
the complex mechanical object.  

The mix of these three elements to extract 
peak competitive performance has a massive 
multiplying effect on the product/game that 
ultimately plays out in the sports arena. There 
are of course other sports that have a reliance 
on some third element e.g. the horse in horse 
racing, the golf clubs in golf, the racquet in 
tennis, the bicycle in cycling, however nothing 
approaches the complexity of assembling 
hundreds of moving parts and components to 
build a race car.  

Likewise, the talents of the people required in 
a race team to ‘create’ the machinery verses 
other sports, is in my mind, far more complex 
and demanding. 

My next strongly held belief surrounds the 
scoreboard.

In sport the scoreboard is omnipotent. It’s in 
your face every second of the game or the race 
and then following that whether you win, lose 
or draw every facet and statistic is analysed 
in fine detail. The media covering sport is 
incredibly competitive and they are relentless 
in their desire to create a headline that has an 
edge of controversy to sell more newspapers or 
attract more viewers. Compare the readership 
levels of a newspaper’s business section versus 
a sport section as well as the location of these 
respective stories in the dailies.

Just think for one moment about the level of 
TV programming dedicated to sport versus 
business. It must be at a ratio of 100:1. It’s all 
because the results on the sports scoreboard 

One of my favourite topics when I get 
the chance to have a good quality yarn 
to business associates in the sports 

industry is to talk about the difference between 
working in sports business versus general 
corporate business.

My sporting reference points with executives 
who have experience on both sides include 
AFL club presidents, board members, CEOs, 
marketing chiefs, golf administrators, lawyers, 
motor sport CEOs and more.  

All agree with my theory that conducting a 
sports business is at least twice as hard, tough 
and demanding as conducting a regular or 
non-sporting enterprise. 

I have a great base for drawing comparisons, 
having run the HSV Car business for 20 years 
and in parallel, also conducting the business 
affairs of the HRT Racing Team for 15 of 
those 20. I can confidently say that HSV was 
a ‘breeze’ to run compared to the constant 
‘tornados’ that ripped through HRT over this 
sustained period.

Let me elaborate.  

Our HSV car and HRT racing businesses 
achieved peak success in 2002 (just prior to 
the Walkinshaw collapse). The racing arm was 
close to a $10.1m business, whilst our HSV car 
operations was a business 10 times bigger in 
financial turnover, and in staff, approximately 
four times larger, with 258 people compared to 
the racing business with 58.  

Motor sport not only demanded twice my 
time, but 10 times more callouts to deal with 
headaches, disputes, legal squabbles and all 
forms of constant protective strategies to 
counter the attacks from competition and even 
the governing body themselves.

 John Crennan
 Motorsport Contributor

MOTORSPORT       Australian Automotive Dealer Association 
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are front and centre constantly, morning, noon 
and night, 24/7. 

Conversely, the business affairs and results/
scoreboard of BHP (for example) would only 
be referenced twice a year at reporting time, 
versus every day for the full season when a 
team’s results are subject to scrutiny, even 
during training.

The scoreboard microscope 
in sport creates far greater 
stakeholder pressure for the 
executives in charge of the club, 
team, coaches and the athletes 
than it does for the CEO, the 
finance director and other 
key executives of a private or 
publicly-listed regular business. 
‘Scoreboard pressure’ undoubtedly is my 
number one reason why sport business is 
much tougher and demanding than regular 
corporate business.

Another factor is the fan base and the 
demands they place on their team for results, 
versus what the shareholders demand from the 
CEO of a regular business enterprise.  

The fan pays $100 a year to the club for a 
membership and has 100 strong opinions at 
the end of each week after every game or race 
on how the club or team should perform. 
Meanwhile, the shareholder of a public 
company may invest over $100k but have 
virtually no voice in how it operates.

The casualties and loss of jobs in sport with 
coaches and CEOs as a consequence of fans 
and fanaticism, versus shareholder pressure 
on a board in regular business does not bear 
comparison.

Even off the track or sporting arena, if a high-
profile sporting CEO got booked for exceeding 
.05 there would be media frenzy for a month 
and sponsors would threaten to withdraw 
funding from the club. Whereas in most cases, 
if a high-profile business executive did the 
same thing, it would not rate a mention in the 
media.

The stakes have risen even higher in the past 
three years with the advent of social media.

Anyone on the street now has their own 
platform to tell the world what they think 
through Facebook, Twitter, Instagram and 
YouTube. 

Every race team, every driver, every football 
club and footballer strive to boost their 
followers as social media builds brand equity 
(and smashes it if used inappropriately). 
But the number of eyeballs that look at their 
iPhones and computers nonstop for 15 hours 
a day can’t get enough of it. It also means 
social media has made the sports scoreboard 
so much larger than previously and not just in 
the results each week, but also on social and 
behavioural grounds. Again, this scrutiny is so 
minimal in the business world.

My final strongly held belief surrounds the 
pressure the governing body applies in sport.

Let’s take motorsport and the elite end of 
V8 Supercars. They are placed in charge of 
conducting the sport in a professional, ethical 

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.

manner by establishing the standards and 
guiding principles for the teams to follow. 
Yet, the governing body also has a sales team 
in the market place competing vigorously 
against all the teams in the sport for corporate 
sponsorship.  

It is the same in Football, Cricket and NRL. 
That’s the definition of ‘tough’ when in sport 
as you seek to recruit more customers; the 
governing body are in the same market at the 
same time trying to achieve the same end. In 
business you don’t get that double whammy 
effect as you work hard at winning customers.

The compensatory aspect of working in sport 
however is the constant adrenalin rush, the 
massive passion factor and the fact that all 
your gut-wrenching efforts and preparation 
to compete kick in every week when the flag 
drops or the siren signals the start of the game. 

Corporate business cannot match that buzz. 

So despite my strongly held belief that the 
sports business is at least twice as tough and 
demanding as the general business world, I 
can’t recall too many, if any, wanting to bail out 
of the role they enjoy so much in sport.  

And whilst I don’t have any hard stats, all my 
contacts with up-and-coming young men and 
women show that there is a massive interest 
from the next generation in being employed 
in the sports industry. But their block and 
tackling capabilities need to be well-honed 
before stepping up – a lot earlier than if, for 
instance, they decided on a career in the bank!

The business of sport is not for the faint 
hearted. The scoreboard allows no place for 
anyone to hide.
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RETARGETING 
MOVING TO THE TOP 
OF THE SALES FUNNEL
If you thought retargeting was only good for  
winning back customers who had abandoned 
their shopping carts, think again.
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Retargeting is now at the top, or close 
to the top, of the sales funnel. Savvy 
marketers are using it for brand 

awareness, social engagement, customer 
retention and driving sales.

In fact, in a 2014 Marin Software survey of 233 
enterprise marketers, 88 per cent said that they 
were already using retargeting to re-engage 
with users who didn’t convert or purchase on 
their initial visits.

But, what is retargeting?

Retargeting is a strategy that lets advertisers 
serve online ads to visitors who have 
previously visited their website.

It works equally as well for B2B and B2C 
marketing strategies.

According to AdRoll – one of the largest digital 
marketing agencies in the US, 71 per cent of 
marketers spend between 10 and 50 per cent 
of their display-ad budgets on retargeting.

They also report that 90 per cent of the 
marketers in their study declared that 

retargeting performs as well as or better than 
search, email and other display advertising.

There are three types of retargeting: Site, Social 
and Mobile. 

Site lets you retarget visitors as they view other 
websites across the web.

Social allows you to reconnect with visitors on 
Facebook by placing ads in the News Feed and 
on the right hand side of the page, as well as on 
Twitter through their tailored audiences.

Mobile presents advertisers the opportunity 
to retarget desktop visitors as they browse 
Facebook and Twitter.

Finally, retargeting is one of the few digital 
tools that allows you to re-engage with the 
customer across multiple channels regardless 
of their preferred platform.

So what’s the most effective retargeting 
combination? According to Marin’s data, the 
marketers who enjoyed the highest click-
through rates were those that simultaneously 
retargeted on both Facebook and internet 
browsing.

Whilst both AdRoll and Marin say that 
marketers’ budgets for retargeting still only 
account for a small portion of their total ad 
budgets, this is slowly changing as marketers 
see an improvement in the ROI – especially 
with consumers’ increased mobile usage and 
YouTube viewership.
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UPCOMING MODELS: NEW YEAR  
BRINGS PLENTY OF FRESH FACES
Australian buyers are set to be spoilt this year with a smorgasbord of new cars arriving  
on our shores, including a number of exciting models over the next few months.

For super car enthusiasts the long-awaited 
Honda NSX has made its world debut at 
the 2015 Detroit motor show. Badged as 

the Acura NSX in North America, it brings an 
impressive array of technology and futuristic 
styling, though sadly Australians will have to 
wait until early 2016 before getting their hands 
on the halo model. As per the legendary NSX 
cars of old, the new iteration will be powered 
by a mid-engined V6 motor, but now with 
the added spark of hybrid technology. It will, 
if we’re to believe Honda’s marketing hype, 
match the driving prowess of the previous 
NSX, whilst delivering efficiency worthy of a 
modern super car.

In equally exciting news, the new Audi TT 
sports car will be unleashed this February. 
The iconic TT returns lighter, more agile and 
of course equipped with the thumping power 
that made the last model a global success. In 
fact, the high-performance TTS model will 
feature a huge 228kW – yep, it’s going to be 
fast.

Good news for Ute buyers, the all new 
Mitsubishi Triton also arrives in February 
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– just in time to replace the ageing current 
model. Expect better refinement, fuel 
economy, safety and off-road ability.

Focusing now on a segment as far removed 
from the Ute category as it gets, March will 
bring the gorgeous Mercedes-Benz S-Class 
Coupe.  Arguably the pinnacle of style and 
luxury, the S-Class Coupe not only looks 
stunning, but features staggering technology 
inside and out. From ‘magic body control’ 
suspension (making it as agile as a car half its 
size), to the inclusion of optional Swarovski 
crystals in the headlights – the S-Class Coupe 
pushes new boundaries in innovation. Power 
will be delivered by either V8 or V12 power 
plants.

Coming back down to earth, in 2015 we will 
see a return of the Sonata nameplate to the 
Hyundai family in Australia around April. 
In line with the company’s relentless push 
to improve its brand quality perception, the 
Sonata looks impressive inside and out and is 
expected to feature class-leading equipment 
and drivetrain specs.

NEW MODELS IN SUMMARY 

FEB 2015

• Audi TT 
• Infiniti Q30 
• Kia Carnival 
• Mitsubishi Triton 
• Volvo XC90

MARCH/APRIL 2015

• Lotus Elise 
• Mercedes-Benz S-Class Coupe 
• Hyundai Sonata

Pictured: The new Mitsubishi Triton

Pictured: The new Audi TT sports car will be unleased this February.

Pictured: Mercedes-Benz S-Class Coupe



60  |  MARCH 2015  |  automotivedealer.com.au

Though it’s a solid result, the final tally 
is down more than 23,000 vehicles on 
2013, which is admittedly unsurprising 

considering sales in 2014 consistently lagged 
behind those set in the previous year. This was 
unhelped by December sales results, where 
every Australian state and territory posted 
year-to-date losses, except New South Wales.

Tasmania and Western Australia were the 
hardest hit (down 9.7% and 8.1% respectively), 
with overall sales lagging by 2% compared to 
December 2013.

Nevertheless, it’s not all negative news. In 
line with the patterns reported month to 
month, last year saw healthy growth in both 
the SUV and light commercial segments. In 
fact, according to FCAI Chief Executive Tony 
Weber, ‘SUVs and light commercial vehicles 
now account for almost 50 per cent of new car 
sales in Australia.’ 

Mr Weber credits the success of the SUV 
segment in particular to the flexibility of 
the vehicles, as well as the sheer amount of 
options to choose from: ‘The increase in SUV 
purchases is a reflection of the versatility these 
vehicles provide and the increasing range of 
these vehicles available in the market,’ said Mr 
Weber.

Toyota vs Mazda –  
A Photo Finish

Long gone are the days where large sedans, 
including the Holden Commodore and Ford 
Falcon, battle it out for the crown of best-
selling model. 

Instead, today’s top-spot on the podium 
belongs to a smaller contender.

Throughout 2014 competition was fierce 
between arch rivals Mazda3 and Toyota 
Corolla for the title of Australia’s most loved 
car, with Mazda eventually succumbing to 
Toyota – but only by 422 units.

The Toyota Hilux, a consistent favourite, took 
third place, closely followed by Hyundai’s 
hero, the i30. In some welcome good news 
for Australian manufacturing, the Holden 
Commodore performed solidly, taking out 
fifth place with sales of just over 30,000.

In the battle for best-selling manufacturer, 
Toyota took its usual spot in first place, selling 
almost double the cars of second-best Holden.

Obviously related to the country’s overall 
decrease in sales, Australia’s top ten selling 
vehicle makers all posted a decline in 2014 
sales volume (compared to 2013), except for 
Hyundai and Subaru (rising 3.1% and 0.8%).

2014 Sales Slide – Is Consumer 
Confidence To Blame?

Consumer confidence in Australia plummeted 
5.7 per cent in December to just 91.1 points – 
the lowest it had been in three years. 

The results, obtained via the Westpac 
Melbourne-Institute Sentiment Survey, 
indicate people’s concern for Australia’s 
economic future, an issue which will have 
many negative implications for the economy if 
it continues.

In a comment to Fairfax Media at the time, 
Westpac Chief Economist Bill Evans said, ‘we 
haven’t seen people as worried about jobs, as 
unfavourably disposed to the employment 
story as this, ever, in this survey. That’s back to 
1975.’

December was not the only month last year 
where consumer confidence dropped. In fact, 
there has been consistent unrest amongst 
the Australian public, particularly since the 
announcement of the Federal Budget, which 
continues to cause doubt, according to Evans:

MARKET TRENDS: 
AUSTRALIA BREAKS THE MAGIC 1.1M NEW CAR SALES  
IN 2014, BUT SALES DOWN ON PREVIOUS YEAR
Australians purchased 1,113,224 new cars last year – making 2014 the third year  
in history where more than 1.1 million new cars were sold over 12 months.
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TOP 10 BEST-SELLING 
VEHICLES – SEPTEMBER 2014

TOP 10 BEST-SELLING 
BRANDS – DECEMBER 2014

Toyota 203,501

Holden 106,092

Mazda 100,704

Hyundai 100,011

Ford 79,703

Mitsubishi 68,637

Nissan 66,025

Volkswagen 54,801

Subaru 40,502

Honda 32,998

Toyota Corolla 43,735

Mazda3 43,313

Toyota Hilux 38,126

Hyundai i30 31,505

Holden Commodore 30,203

Ford Ranger 26,619

Mitsubishi Triton 24,256

Toyota Camry 22,044

Mazda CX5 21,571

Volkswagen Golf 19,545



‘Respondents are clearly concerned about the 
outlook for the economy and job security. In 
addition, there is ongoing disillusionment 
about the May budget, six months after it was 
announced.’

Other major areas of concern for Australians 
include the strength of the Australian dollar, 
shaky growth in employment and wages as 
well as the risks associated with making major 
investments, including in property.

So what does this mean for Australia’s 
automotive dealers?

It’s well-documented that consumer spending 
increases with optimism – particularly for 
Australia’s economic future. Considering 
the current pessimistic skew in consumer 
confidence results, a plateau in sales could be 
expected. As Mr Evans points out, it’s not only 
individuals who are curbing their spending, 
but businesses as well:

‘The way I think this economy’s working at the 
moment is that businesses are on the sidelines, 
in terms of their investment and employment 

decisions. They’re waiting to see a sustained lift 
in consumer spending and this is just going to 
delay that,’ Mr Evans said.

Last year, business sales dropped 6.6 per cent 
compared to 2013, whilst private sales were 
relatively unchanged – up 0.5 per cent.

The Year Ahead

Of course the big question Dealers want the 
answer to is this: how will sales look in 2015?

Despite December’s dismal consumer 
confidence result, Evans assures that it was 
‘undoubtedly an overreaction’ to the economic 
conditions at the time. Whilst he does admit 
that there will be residual ‘implications for 
spending’ in 2015, it’s not yet clear how severe 
they will be and speculation is risky. 

Whilst Australia’s new car sales were down 
over 20,000 units in 2014, another factor not 
explored here pertains to cyber cars.

In last year’s July/August Edition of 
Automotive Dealer we reported on the 
measures some manufacturers allegedly took 
in 2013 to meet internal sales targets and 
increase market share. This included counting 
thousands of cars as sold, when instead they 
were simply being pushed into Dealer lots for 
non-existent customers.

This practice likely led to an inflated and 
inaccurate representation of the true cars sold 
in 2013, meaning 2014’s figures may not be 
(comparatively) as far off target after all.

Whatever the case, Dealers who continue to 
apply proven and well-thought-out strategies 
around their operations will have the best 
chance of accomplishing healthy sales results 
in 2015. From the addition of new learning 
opportunities like NADA University, to the 
2015 AADA National Dealer Convention, as 
well as the resources included in the pages of 
this magazine – we will continue to provide as 
many opportunities as possible for Dealers to 
achieve success.

 Now there is a professioNal & compliaNt solUtioN to
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Global audit, tax and advisory firm, 
KPMG has released a comprehensive 
automotive insights report, providing 

fascinating insights into the future of 
the automotive industry and the new 
opportunities that are surfacing. 

Titled, Me, My Car, My Life, the report 
suggests that ‘the era of ubiquitous 
connectivity - the moment when you, your car 
and your life are one - has arrived.’

Take a moment to really ponder that claim, 
because its implications are massive. 

To take it even further, do a quick YouTube 
search for Me, My Car, My Life and you’ll 
get a crystal-ball glimpse of exactly what 
KPMG is imagining. The four minute video 
depicts a day in the life of a typical woman 
whose car drives her to work (and picks her 
up afterwards), helps sort through emails, 
schedules calendar events and facilitates a 
video conference with her husband. Perhaps 
the most profound thing about the video is 
that most of its content doesn’t seem that far-
out at all – in fact, much of the technology we 
see is already being pioneered.

According to KPMG, as autonomous driving 
and connectivity technology continues to 
filter into the mainstream; our basic notions 
about mobility will completely change. It will 
revolutionise the way we think about and use 
cars – no longer viewed as a means to get from 

point A to point B, but rather a control centre 
for our mobile lives. 

‘At this moment every aspect of the automotive 
business is changing; from how cars are 
designed, produced and built, to how they 
are marketed and sold, to the underlying 
economics,’ said Gary Silberg, national 
automotive industry leader for KPMG. ‘Not 
since the first automotive revolution has 
there been such massive innovation and 
displacement of the status quo, where we will 
see new players surge forth, some old players 
reinvent themselves and others totally left 
behind.’ 

As a result, the automotive industry is in the 
midst of a massive evolution.  

This is echoed by KPMG Automotive Partner, 
Aaron Street who contends that consumer 
desires are increasingly shaping the technology 
in our new cars.

‘There are so many new choices 
for all different demographic 
needs, wants and desires that 
are affordable and flexible. The 
industry is moving to a model of 
demand driving supply and not 
the other way around,’ he said.

AUTOMOTIVE EVOLUTION
Self-driving cars, altered buying behaviour and the continued 
push for connectivity are a few of the factors driving big  
change in the auto industry, according to a new report.

So what are the key findings from Me, My 
Car, My Life and what could they mean for 
automotive dealers of the future?

1. The era of the two-car family will likely 
decline. In fact, the argument for owning a 
car gets weaker by the moment. Spending 
approximately $30k for an asset that loses 11 
per cent of its value the minute you drive it 
off the lot isn’t the most rational economic 
decision. Mobility-on-demand companies 
like Uber and Zipcar now provide compelling 
alternatives to ownership, especially in urban 
areas. With the potential shift in ownership 
demand, OEMs may very well need to update 
their economic models.

2. Enormous opportunities in new markets. 
Mature markets are becoming saturated, while 
new markets are emerging. History teaches 
that when people make it into the middle-
class, they go shopping for cars. In China, 
India and sub-Saharan Africa, millions, if 
not billions of new buyers are reaching that 
threshold. But the future won’t look like the 
past, because just as these new buyers get 
ready to open their wallets, new alternatives 
to ownership are popping up and gaining 
traction.

3. Tame complexity or lose your customers. 
Some high-end cars now have more lines of 
code than fighter jets, and the complexity 
is wreaking havoc on production costs and 
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new product launches. Vehicle recalls are at a 
record high, and customers are complaining 
about the design and usability of in-vehicle 
infotainment. The value of a car now resides 
in software and electronics - and how well 
they work together. Get it right or lose your 
customers.

4. OEMs are falling from the top of the 
pyramid. In fact, there isn’t going to be a 
pyramid any more. The structure of the 
automotive ecosystem is changing fast. 
Designing and producing new vehicles have 
become far too complex and expensive for any 
one company to manage all on its own, and in 
the future, horsepower may matter less than 
processing power. The winning companies 
will be nimble, future-oriented – and prepared 
to invest in new technologies, new talent and 
new strategic alliances. This confluence of 
factors will forever change the way automakers 
view product development, the traditional 
automotive supply chain models, their 
customer sales and service models, and even 
their organisational structures.

According to KPMG, the companies who’ll 
emerge from this evolution as winners will 
be early technology adopters, who accurately 
react to changing market desires. Of course on 
the flip side, those who act slowly risk being 
left behind. 

Several critical areas have been identified 
where companies will need to focus in order 
to stay relevant and capitalise on emerging 
opportunities.

Forming new alliances and collaborative 
partnerships is one such area. As the structure 
of the automotive industry continues to 
change, designing and producing new vehicles 
is becoming too complex and expensive for 
any one company to manage on its own. Those 
prepared to invest in new technologies, talent 
and strategic alliances will be advantaged.

Other areas include accurately measuring 
and understanding customer data to learn 
about shifting wants and needs, updating 
economic models and taming complexity – 
that is, creating the best, most customised and 
accessible connectivity interface (before the 
competition).

KPMG also identifies the need to create 
an adaptable organisation. For many 

older, established companies, this means 
culture change, bringing in new talent, and 
rethinking every aspect of process and people 
management. 

With technologically-advanced offerings 
already available from car makers like 
Mercedes-Benz, Teslar and General Motors, 
the next decade no doubt holds many exciting 
opportunities and we will see more jaw-
dropping technology emerge. 

But the million-dollar question remains: which 
car makers will thrive as the ‘connected-car’ 
era dawns and which will wane?

To obtain a copy of Me, My Car, My Life go to 
kpmg.com
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Pictured: Google’s self-driving car project
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RYCO TEAMS UP WITH CHISHOLM TAFE 
TO REBUILD AN AUSSIE CLASSIC
In a move that will have widespread benefits for local community and beyond, Australian 
automotive filter company Ryco has teamed up with Chisholm TAFE College to restore a 1975 Ford 
Falcon XB GT351 as part of a major charity project.

The exciting project will not only 
give students from different campus 
departments, including automotive, 

media and public relations the opportunity 
to showcase their skills, but it’s hoped that the 
project will raise crucial funds for The Variety 
Club.

‘Variety - Children’s Charity is a national 
not-for-profit organisation committed to 
empowering Australian children who are sick, 
disadvantaged or have special needs to live, 
laugh and learn,’ said Jessica Hickey, Variety 
Fundraising and Marketing Coordinator. ‘The 
project will not only deliver valuable funds for 
our organisation but will provide exciting long 
term benefits for the young people involved,’ 
she said.

Already begun, the XB’s restoration to original 
condition will take place under the expert 
guidance of TAFE educators and industry 
professionals, including members from 
Ryco and their network of aftermarket allies. 
Expected to take several months to complete, 
it’s hoped that selling the XB will raise over 
$40,000 when it’s auctioned by Shannons Car 
Auctions around November this year.

An exciting initiative with great potential, Guy 
Nicholls, GUD Automotive General Manager 
highlights the different advantages of the plan, 
including ‘engaging with the community, 
investing in the skills base of future tradesmen 
and women and raising money for a charity in 
a project [Ryco is] passionate about.’ 

To follow the developments of the restoration 
or for more information, search for Ryco 
Filters on Facebook.
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TAKE YOUR TOOLS EVERYWHERE
It’s a watch…it’s a bracelet… no wait, it’s the Tread, from Leatherman!

If you’re a guy who just loves to tinker, this all 
new offering from Leatherman is going to 
blow your socks off. 

Deceptively stylish, plenty of guys might wear 
it purely because it looks cool, but the Tread 
has plenty of surprises that you’ll be able to 
keep up your sleeve.

In fact, the Tread has 25 tools 
seamlessly incorporated into its 
design that you can keep around 
your wrist for quick action. 
There’s a cutting hook, bottle opener, tank 
wrench, hex drives, Phillips-head screwdrivers 
and even a SIM card tool that you can 
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use to open the SIM slot on your iPhone. 
Impressively, the stainless steel bracelet is 
safe to take on planes, unlike many other 
Leatherman products which are usually at the 
very pointy end of sharp.

With a 25 year guarantee, Leatherman 
obviously feels pretty confident about the 
Tread’s quality and longevity too.

Though it’s not yet available, the Tread will 
cost between $US150 and $US200,or between 
$US500 and $US600 for the watch version 
when it’s released.

To find out more or how you can be amongst 
the first to get your hands on the Tread, head 
to the Leatherman website. 
http://www.leatherman.com/425.html

 creditobjects.com.au
 

Credit Objects

 
Accessible from your mobile 
device / tablet / desktop.
 

 

   The only choice for F&I software 

Dealer Principals
Real-time sales reports for income from Finance and Cash 
Sales.
Income from CCI, GAP, Warranty and Tyre and Rim sales. 
Sales by person, dealership or State / Territory.

 
Business Managers, Brokers and Agents 
Full reporting on F&I income against sales targets.
Powerful sales log with F&I reporting in real time.
Letter generation capability.
Accurate calculations of Regulated Loans, Hire Purchase, 
Lease and Chattel Mortgage finance products.  
Inbuilt Menu Selling.

Give us a call today!
Contact Ahsan Zubair 0437 915 184 

Fred Firth 0411 110 645
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The sixteenth edition of KPMG’s Global 
Automotive Executive Survey, Who is Fit 
and Ready to Harvest has been released 

for 2015.

The report features the views of 200 senior 
industry executives and highlights how they 
are adapting to innovation challenges, the 
‘connected consumer’ and more. The report 
also asks questions such as what is driving 
consumer demand, are companies betting 
on the right technologies and who is best 
positioned for sustainable growth?

The report’s findings are always interesting and 
this year has been no exception.

Market Share

In the all-important race for market share, 
executives are most optimistic about Hyundai 
and Kia – with both South Korean brands 
tipped to increase their market share over the 
next five years. Volkswagen also rates highly 
and the general consensus is that VW will have 
more success than close rivals GM and Toyota 
in the short-term at least. 

Emerging vehicle makers Chery (China) and 
Tata (India) were also viewed with optimism, 
with most executives predicting the car makers 
to grow positively over the next few years.

Business Models

In other areas of observation, the latest 
KPMG report found that executives expect 
no major business model changes to disrupt 
the current status quo over the next five years. 
Many believe that the key to OEM prosperity 
over the coming years will be to achieve and 
maintain global reach. For established global 
players like BMW and Toyota, remaining 
independent is a top priority. Meanwhile, 
OEMs with limited global reach are expected 
to merge with others in order to survive.

On the topic of disruptive newcomers like 
Tesla, executives generally feel that there’s still 
a big gap to close before upstarts like Tesla can 
achieve the awareness and reach of traditional 
OEM brands.

Mobility Culture and 
Technology

In the mobility and technology stakes, 
KPMG suggests that ‘auto execs are caught 
between regulations that create technological 
challenges, and satisfying the target group of 
tech-savvy mobility consumers, that are never 
offline.’

The survey found that executives perceive 
vehicle ownership as remaining important for 
all age groups up to 2020, with respondents 
naming the 25-50 age group as the most reliant 
on personal transport. 

In terms of vehicle size, demand for small cars 
is expected to have a high growth potential in 
both established and emerging markets, whilst 
a focus on downsizing is still the number one 
powertrain investment area over the next five 
years.

Though downsizing (based on fossil-fuel 
technology) still out-rates alternative fuel 
technology, executives see plenty of potential 
in fuel cell and battery electric technology. 

AUTO EXEC SURVEY RESULTS REVEALED
The Hyundai Group and Volkswagen have been identified as two  
well-positioned brands for future sustainable automotive growth.

Though plug-in hybrids are set to attract the 
highest demand of all electrified propulsion 
technologies, confidence in the future of 
electric technology is showing signs of 
weakening compared to fuel cells. 

According to Global Head of Automotive 
KPMG International, Dieter Becker, ‘the 
automotive sector will need to achieve a fine 
balance between its traditional product-and 
technology-driven past and its potentially 
ubiquitously connected consumer lifecycle-
centric and service-driven future.’

He goes on to observe that the industry seems 
to be ‘positioned halfway between these two 
imperatives.’

‘Tomorrow’s consumers will not only expect, 
but demand new and innovative services 
and mobile apps that plug seamlessly into 
ubiquitously connected solutions. To stay 
ahead, traditional automotive players may 
need to reinvent their business models and 
ask themselves two pressing questions: “how 
do I become a high value service brand, while 
making the most of my strong product and 
engineering heritage?” and secondly, “how 
do I think about my brand from a consumer 
perspective, to attract the new generation of 
“digital natives”?’

To view the full 2015 Global Automotive 
Executive Survey findings, head to kpmg.com
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The industry super fund for the automotive industry

Motor Trades Association of Australia Superannuation Fund Pty Ltd (ABN 14 008 650 628, AFSL 238 718) is the Trustee of MTAA Superannuation Fund (ABN 74 559 365 913). You should consider whether or not 
MTAA Super is appropriate for you. The MTAA Super Product Disclosure Statement (PDS) can be obtained by calling us on 1300 362 415. You should consider the PDS in making a decision.

* All fees are below the Industry Average and received a “Leading” trend assessment. Source: Latest 2013 SuperRatings Benchmark Report

 Low fees*. Run only to benefit members.

 A range of investment options

 Award winning industry leadership

MT
AA SUPER

mtaasuper.com.au

FIND YOUR LOST SUPER  
We’ll help you consolidate  
and boost your super balance $

SUPER ON THE GO
Check your balance, 
insurance cover and 
investment choices

BOOST YOUR $UPER
Win $5000 into your super 
by rolling over or contributing

MTA0404 – Trade Ad Design 255x180.indd   1 28/10/14   4:25 PM



With Superservice Triage, getting your customers involved in the buying 
decision is as easy as 1, 2, 3. You capture, you send, they self-authorise.
Providing photo and video evidence of additional repair recommendations 
allows customers to feel in control of their service experience.

And best of all, building trust through transparency increases sales 
conversions and improves customer satisfaction (CSI).

LEADERS IN PARTS AND SERVICE SELLING SYSTEMS

youtube.com/superservicesolution 

WATCH THE VIDEO 

www.superservice.com
1800 810 103
service@infomedia.com.au

ELEVATE THE CUSTOMER EXPERIENCE
VEHICLE HEALTH CHECK WITH PHOTO 
AND VIDEO RECOMMENDATIONS. IT SELLS!
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