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From ute to workhorse.
The new AutoNexus Canopy

When it comes to securing and weather-proofing a ute load, AutoNexus has it
covered. With a superior 100kg carrying capacity, solid fibreglass construction
and a fully custom-moulded fit to complement popular utes, the AutoNexus
Canopy is a premium solution with outstanding craftsmanship.
• CARRYING CAPACITY OF 100KG CERTIFIED TO AS 1235:2000
• STRENGTH OF A SINGLE SHELL MOULD MADE FROM 5MM
THICK FIBREGLASS WITH A SMOOTH, UV RESISTANT GLOSS FINISH
• DUAL LATCH ROBUST POSITIVE LOCKING SYSTEM WHICH CAN
BE OPENED FROM INSIDE THE CANOPY
• FLEXIBLE WINDOW OPTIONS TO SUIT CUSTOMERS NEEDS
• CUSTOM DESIGNED USING LASER SCANNING TECHNOLOGY
TO CREATE A PERFECT FIT FOR POPULAR UTE MODELS
• BACKED BY A 3 YEAR WARRANTY

Want to know more? Call us on 1800 650 134 or email
solutions@autonexus.com.au.
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FROM THE AADA CHAIRMAN
Ian Field
AADA Chairman

I

n my final note for Automotive Dealer in
2014, I can’t think of a better way to highlight
the importance of the new AADA in
protecting Dealer interests than the ongoing
debate surrounding access to service/repair
and parts information.
This has been covered extensively in the pages
of this publication and is now a topic that’s
getting considerable exposure in the media.
Parties including the Australian Motor
Industry Federation (AMIF), Australian
Automotive Aftermarket Association (AAAA)
and the Australian Automobile Association
(AAA) are advocating for full access not just to
service and repair information, but also to the
sensitive new-car data in the central computer.
Most of this information isn’t available to
Dealers, who are also independent repairers
when servicing brands outside their franchise.
Some information is available, but only to
the particular ‘franchised Dealer’, not to

other Dealers representing different brands.
This sort of data cannot be made available to
anyone outside the particular network until
new problems (which can occur unexpectedly)
are properly understood and a correction is
provided. If the problem is serious enough,
a product recall is triggered and the Dealer
network provides the warranty fix at no cost to
the consumer. At this time the service manuals
are updated and available to everyone.
The AADA and Federal Chamber of
Automotive Industries (FCAI) insist there is a
lot of misinformation being spread; including
Dealers having an unfair advantage over nonDealers. This is not the case, all information
necessary to repair and service the Australian
fleet is available to those who are prepared to
pay for it.
Some parties have argued that when
nongenuine parts are fitted to a customer’s
vehicle they should not have to tell the
customer because of protective consumer
legislation. This and a continuing argument
about a dealers right to offer enhanced
warranties subject to conditions are the main
reasons an agreement has yet to be reached on
a ‘principles’ document to be signed by
all parties..

The AADA believes that when independent
repairers claim they can do anything Dealers
can do at a lower price, it’s deceptive if the
customer assumes the parts fitted are the
same as factory ‘fit for purpose’ and more
importantly, ‘compatible with the vehicle
operating systems.’
For example, an aftermarket bull bar might
be as strong and compliant as an original –
but will it integrate with the safety system
(including airbag sensors) of the car to which
it’s installed? These are questions that must be
acknowledged.
All parties agree that a consumer’s repairer of
choice should be able to access all necessary
information relating to the maintenance
and repair of their motor vehicle, but not,
apparently, when it comes to the origin of the
parts being fitted.
If AAAA and AAA are really serious about
a transparent outcome for consumers in the
matter of service and repair information, then
it must apply not just to Dealers, but to all
players from all areas of the industry.
In the meantime, you can be assured that the
AADA will continue to protect Dealer interests
now and well into the future, advocating for an
even playing field for all members.

THIS YEAR’S SUCCESS IS JUST THE BEGINNING
Patrick Tessier
AADA CEO

A

s I sit here at my desk writing this last
introduction for Automotive Dealer in
2014, it’s incredible to think that a year
has just about past since the revitalised AADA
was launched.
Looking back on the year that has been, and
all that the Association has achieved, it’s clear
to see that the AADA has found its place in
Australia’s retail automotive industry.

As you’ll read in the pages of this issue, the
AADA has also gained recognition at a
Government level. Just recently in fact, the
AADA was granted new power to represent
Dealers or classes of motor dealers in
disputes concerning unfair supply contracts,
unfair contract terms or unjust conduct
by manufacturers in NSW, after official
recognition from the NSW Department of
Finance & Services.

Of course, none of the work the AADA has
done could be possible without our members.
The response from the Dealer community in
offering feedback, support and involvement
surrounding AADA/dealership matters has
been incredible. Indeed, there would be no
AADA without Australia’s Dealers – and
so I’d like to take a moment to thank every
one of you reading this who has shown the
Association your support.

On an association level, the AADA is
continuing to forge strong ties with the
Federal Chamber of Automotive Industries
(FCAI), not to mention a closer and more
cooperative bond with international peers –
such as America’s National Automotive Dealer
Association (NADA).

So indeed, an outstanding year for the AADA
in 2014 – but this is only the beginning. From
the launch of NADA University in Australia,
to an all-new AADA National Dealer
Convention, new policy battles and more –
we’re gearing up for an even bigger 2015.
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We’ll see you there.
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AADA/FCAI DISCUSSIONS
HELP FORGE FUTURE SUCCESS
Key figures from the AADA, FCAI and several OEMs informally met and discussed
how an open dialogue will help ensure the strength of our shared industry.

I

n mid-September, the AADA was invited
to participate in an informal dinner which
included key members from the Federal
Chamber of Automotive Industries (FCAI)
along with the leaders of several manufacturers
in Australia – including Ford, Mazda and
Jaguar Land Rover.
It was an historical evening – and the first time
the AADA was invited to participate in such
an event.
The retail motor industry comprises of three
distinct groups, including manufacturers
(OEMs), Dealers and the independent
aftermarket sector. Whilst a level of
cooperation between these three groups is
essential, they also compete against each other
for the consumer dollar.
With major structural changes to the industry
underway, communication between the three
parties is even more important, especially as
the growth of the Australian auto industry is
something that relies on the combined efforts
of all stakeholders.

For example, brand representation is a joint
OEM and Dealer responsibility. Whilst
the marketing departments of OEMs must
successfully position and promote brands and
products, Dealers provide an estimated $17
billion in physical facilities. These promote
the brand at the point-of-sale and enhance
consumer experience.
The service requirements of the 17.2 million
used cars on Australian roads need properlyequipped and trained repairers with access to
repair information through the internet, or
from data aggregators, at a reasonable cost.
Contrary to some misleading claims,
repair information is currently available to
independent repairers and FCAI’s members
have committed to continue providing and
improving the delivery mechanism at a
commercially reasonable cost.
With the end of manufacturing in Australia,
the main face of the industry post-2017 will
be the Dealer network. The FCAI, (no longer

representing local manufacturers) will need
to have an even closer Dealer relationship
through AADA to properly project the brands
to both Government and the public.
Meanwhile, Dealers need to be in sync with
the FCAI (through the AADA), to manage the
process of change, which is revolutionising the
way brand representation will be conducted
within the next five years.
It’s these upcoming challenges, along with
current issues like the threat of mass greyimports and the misnamed Right to Repair
campaign, which made September’s gathering
all the more important.
Indeed, the AADA has plenty in common with
the FCAI and forging a strong relationship
between the organisations could bring plenty
of advantages for members. It’s all part of the
revitalised AADA’s vision for an open dialogue
and greater communication with industry
partners, including the independent repairers
who are also Dealer customers.

AADA DELOITTE STUDY TOUR TO

NADA 2015
21 - 25 JANUARY • SAN FRANCISCO

BOOK NOW!

nada 2015
21 - 25 JANUARY 2015
CALIFORNIA USA

NADA REGISTRATION FORM INSIDE
or online at www.nadatour.com.au

Corporate Blue Travel Management Phone: (+61 3) 9578 6555

LIMITED NUMBERS. DON’T MISS OUT.
Registrations Close December 19 2014
automotivedealer.com.au | DECEMBER 2014 | 5
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CHASING PHANTOM INFORMATION
Whilst some other auto industry associations insist that service and repair information
is not available to independent repairers, evidence continues to suggest that it is.

I

n recent times, the campaign for access
to repair information has been reignited
by some associations in the auto industry.
In previous editions of Automotive Dealer
we’ve reported extensively on the issue
of availability of repair information for
independent mechanics. AADA is confident
that independent repairers who genuinely wish
to own vehicle repair information, already
have access to the data needed to service and
repair any vehicle on Australian roads. The
information is available at a reasonable cost
for all parties, independent or Dealer, through
a number of different delivery methods. It’s
also important to remember that Dealers
trade vehicles outside of the franchise brand
they sell. Just like most independent repairers,

Dealers have to buy service and repair
information too.
This availability of repair information is
validated in many forms. For example,
promotional material from The Victorian
Automobile Chamber of Commerce (VACC)
states that extensive repair information is
available to all independent repairers in
Australia. Whilst there is a small cost for
non-VACC members, ultimately ‘98 percent of
technical enquiries received by the VACC’ are
answered and resolved, according to AADA
Chairman, Ian Field. What’s more, a 2012
review by the Commonwealth Consumer
Affairs Advisory Council (CCAAC)
found that there does not appear to be any
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evidence of systemic consumer detriment
regarding the sharing of service and repair
information in the automotive industry. To
ensure this continues to be the case, CCAAC
recommended that the automotive industry
develop an outcome that ensures there is a
process for independent repairers to access
repair information.
The Federal Chamber of Automotive
Industries (FCAI) has been heavily involved
in a Voluntary Code of Practice relating to
access to service and repair information. As
part of the Code process, the FCAI actively
contacted all parties involved to reassure
them about the FCAI’s commitment to the
Agreement process. Though initially it seemed

that all were seeking a positive and cooperative
outcome, at this stage it would appear that a
unified industry positon may be some way off.

So, what information is really
being sought?
Vehicle security data that interacts with
computerised control systems is one example
of information that is not made easily
available. Most of the time, this information
is off-limits to Dealers as well. This, AADA
believes, is wise. It would be irresponsible to
make sensitive and private data like this easily
accessible. Do Australian consumers want
everyone to be able to tamper with emission
control settings or to remove safety equipment,
like air bags, or to produce extra keys to
control their cars?
Not likely.
According to Ian Field, some parties are trying
to access sensitive information for their own
commercial gain… ‘What I think they want is
the algorithms inside the Engine Management

System (EMS) so they can make non-genuine
parts compatible with the EMS… There is no
reason for the dealerships to have access to this
information [either]. The factories don’t want
anyone tinkering with emissions settings or
fuel mixture settings, they want those settings
to be locked in place by the EMS’ he said.

Specialisation is the key
The days of independent repairers servicing
every car are over. Every year the new car fleet
increases in complexity and demands better
knowledge and equipment. Understandably,
most local mechanics don’t have the means
to purchase the necessary equipment and
information to repair complex one-off
vehicles. Instead, specific equipment to service
the needs of particular groups of vehicles
should be the aim.
According to Ian Field independent repairers
need to decide what they will specialise in: ‘No
single independent repairer can service every
make and model that exists in the Australian
market place, there are just too many.

According to VACC they have records on
7000 makes and models. You have to specialise
to be able to service modern motor vehicles’
he said. Moving forward, Australian motor
dealers already work closely with independent
repairers to ensure that consumers have
genuine choice in their preferred service or
repair supplier. AADA members throughout
Australia assist many independent repairers
who need support in servicing modern
vehicles. Many independent repairers buy their
genuine parts from the Dealer community.
The AADA will continue to encourage all
parties to adopt the Federal Chamber of
Automotive Industries (FCAI) drafted code.
The Code helps ensure that the service and
repair of motor vehicles in Australia is carried
out in a way that protects the consumer. This is
at odds with the misinformation being pushed
by some other parties, seemingly to forward
their own commercial gain. In order to truly
achieve a result that ensures the safety of the
consumer as well as a fair playing field for all
motor vehicle repairers, cooperation between
Associations is paramount.

Are you settling for
basic call tracking?

Automatically categorises your calls by
department, scores the performance of
your team and helps you recover
mishandled calls.

Contact Dealer Solutions Today
1300 66 1133
www.dealersolutions.com.au
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FINAL SUBMISSION ON
USED AND GREY IMPORTS LODGED
AADA has provided its most critical submission to the Government advocating against large-scale
used car importation for the good of consumers, the auto industry and the economy.
•

The principles should apply unless the
costs outweigh the benefits; and

•

The objectives of the legislation or
government policy can only be achieved
by restricting competition.

And that’s where the AADA’s final submission
comes in.
In line with the Government’s Options
Discussion Paper, the AADA has included
feedback on a number of courses of action in
its submission, including:

T

he AADA has worked tirelessly this
year rallying in favour of a continued
ban on large-scale used car imports
into Australia and recently the Association
submitted its most important document on
the issue to date.
In its final submission in response to the
Government’s 2014 Review of the Motor
Vehicle Standards Act 1989 (the Act), the
AADA reiterated its stance that a change
in policy may very well ‘erode Australia’s
extremely high standards in motor vehicle
safety, theft protection, environmental
protection and consumer protection.’
It is a risk that has been consistently covered
in the pages of Automotive Dealer, and by now,
most Australian Dealers will be aware of the
impact that large-scale imports could have on
consumers and the industry.
From the arrival of cars with tampered
odometers and no history, to uncertainty
surrounding recall and warranty, as well as
the dramatic reduction in value of Australia’s
current fleet – the potential pitfalls are
considerable.

What’s more, these risks seem even more
unnecessary when you consider that
Australian consumers already enjoy the
benefits of the most competitive retail car
market in the world. New car prices are at
20 year lows and more than 65 brands and
350 models compete for market share –
substantially more than in the UK and US.
Despite this, earlier in the year the
Productivity Commission recommended to
the Government that it reduces restrictions on
large-scale second hand imports.
Whilst a media release from the Hon
Jamie Briggs MP, Assistant Minister for
Infrastructure and Regional Development,
states that the Government has ‘no intention
to allow Australia to become the dumping
ground for other countries’ second-hand
lemons’ – it naturally concedes that it must
consider all options, ‘particularly given the end
of vehicle manufacturing in Australia.’
AADA’s position is consistent with the Harper
Competition Review Draft Recommendation
that ‘Competition Principles’ should be subject
to a ‘public interest’ test that:
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•

Do nothing or repeal the Act;

•

Modernise and strengthen the legislation;
and

•

Harmonise with international standards
and streamline certification.

In summary, the AADA agrees that
modernising the Act (which is now 25 years
old) is an important step, and one that could
continue to meet the Government’s stated
public policy objectives of:
•

Community protection through vehicles
that are safe and have low emissions;

•

Consumer protection through vehicles
that meet buyers’ expectations and are
theft resistant; and

•

Competition through vehicles that are
readily available and reasonably priced.

As such, AADA contends that maintaining
current legislation could result in an Act that’s
inflexible and fails to recognise global forces
of change both in the economy and Australia’s
automotive industry, such as the end of local
manufacturing.
AADA agrees with the Productivity
Commission recommendation that the
Australian Government ‘should accelerate

the harmonisation of Australian Design
Rules (ADRs) with the United Nations
Economic Commission for Europe (UNECE)
Regulations and the mutual recognition of
other appropriate vehicle standards.’
AADA supports the retention of the current
practice to apply the UN Regulations through
the ADRs providing Australia with a degree
of flexibility to control vehicle safety design
standards.
Whilst it was made clear in its submission
that the AADA does not support a policy
promoting large-scale importation of used
vehicles, it did recognise that used vehicles
listed on the register of Specialist and
Enthusiast Vehicles Scheme (SEVS) and
imported under the Registered Automotive
Workshop Scheme (RAWS) were acceptable
as long as they strictly complied with design
and safety benchmarks. Of course, the
AADA still highlighted its concerns about the
management, compliance, and enforcement of
these schemes.
AADA also stated that ‘the personal
importation of a new motor vehicle may satisfy

and enhance individual consumer choice, but
carries with it a number of risks.

Those risks should be
brought to the attention of
the consumer. A full volume
importer registered in Australia
and its authorised franchised
Dealer network should not bear
any regulatory responsibility
for warranties, recalls and
provision of service and repairs’
the submission adds.
What’s more, questions about the intended
use of the vehicle, imposing a time limit
on ownership, limiting to non-commercial
quantities and enforcement measures to
ensure the system is not abused must also be
addressed.
The AADA’s submission concludes with a
statement that the ‘cessation of motor vehicle

SYN-ergy
synergy - the interaction or cooperation of two
or more substances, or other agents to produce
a combined effect greater than the sum of their
separate effects.
TITAN SYN SN is a range of super high
performance, for cutting edge engines.

L U B R I C A N T S .
T E C H N O L O G Y.
P E O P L E .

Ph 1800 1800 13

fuchs.com.au

manufacturing in Australia in 2017 is no
justification for major changes to an industry
that has operated successfully for over 100
years and is highly competitive and well
regulated.’
Indeed, the wealth of choice and competitive
pricing of new cars at consumers’ fingertips
in Australia makes selecting safe, compliant
and efficient vehicles arguably better here
than anywhere else in the world. This fact
is reiterated in the closing comments of the
AADA’s submission, along with an appeal that
any changes in policy must be accompanied
by major new regulatory and enforcement
practices.
Ultimately, this will help ensure community
and consumer protection as well as a fair
playing field for all motor vehicle retailers.
The AADA will continue to closely follow
this issue and it’s expected that a decision on
the large-scale importation of used-cars and
personal importation of new or near-new
vehicles, will be reached by the Government
before the next election.
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WHEELS IN MOTION
FOR AUSTRALIAN
DEALER COUNCIL
The Chairs of National Dealer
Councils, or their representatives,
met on the 20th of November
to hear the AADA’s plans
for greater motor
dealer advocacy.

customer

YOUR
BRANDING
HERE

friendly tags

Registra

1300 305 360

tion:
300 Wirraway
road
Essendon Fields 3041
Tag #
Thank yo
99377668
u for ch
oosing
www.essendonhyundai.com.au
Noble to
day!

FIR
Quality
Check

r is:

Wash

Chullora
: 02 8756
99
Revesby
: 02 8708 75
Your Se
rvice Ad
4649
viso

1300 305
360

to

Tech

Welcom
e

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

YOUR SERVICE CONSULTANT IS:

JOB NO:

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

COMPLETION TIME:

Operating Hours: Monday to Friday - 7:30 am to 5:30 pm
Saturday - 8 am to 12 pm

QTY & PRICE

QTY: 2016 @$0.165c each + GST INC 1 COLOUR PRINT
X 1 POSITION
QTY: 4032 @$0.15c each + GST
QTY: 8064 @$0.125c each+ GST ADDITIONAL COLOURS
& POSITION POA.
+ Delivery

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

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

www.360focus.com.au

The FREE setup offer is valid until December 31st 2014
*The service tag design is a registered property of 360 Degrees Focus.

T

he meeting, which also included a plan
to create the Australian Dealer Council,
was well-received and a strategy to use
the new Council as a coal face advisory board
for the AADA in matters of policy and Dealer
issues was covered extensively.
In the AADA’s view, much can be achieved
through a cohesive structure, including
delivering the necessary feedback from
Dealer Councils which affects all franchise
constituents. Indeed, the formation of the
Australian Dealer Council will give the Dealer
Councils a collective voice – something which
they have never had before.

‘Many of the issues the Dealer
Councils discuss are not limited
to the franchise they represent.
There are many industry
issues that affect all Dealers,
and providing a forum where
these matters can be discussed
is paramount to good and
effective policy’ said AADA
CEO Patrick Tessier.

At the recent meeting, the AADA also
presented its operational budgets as well as its
immediate plans for the Association moving
into the New Year.
Undoubtedly, 2015 will be a busy time for
the Association and Dealer Councils, with a
number of important Government decisions
on policy due to be reached. Adding to this,
the AADA is due to introduce its preferred
funding mechanism by April 1, 2015. The
details of this were also explained in the
meeting, through an in-depth presentation.
Whilst many of the plans discussed in the
meeting are still in their infancy, the wheels
are now in motion for major developments –
particularly regarding the Australian Dealer
Council which is hoped to be in full swing by
March 15 2015.

Pictured: National Dealer Council Chairs & AADA
Board Meeting in Sydney, November 2014

Attention deAlers:
Want AnCAP safety ratings
delivered straight from the
crash lab to your inbox?
Go to ancap.com.au/subscribe to start
receiving the latest ANCAP safety
ratings as soon as they’re published.

Jeep Patriot 4x2 (2011-onward)
5 star ANCAP safety rating
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PROGRESS MADE ON INTERNATIONAL
DEALER ASSOCIATION DIALOGUE GROUP
Much progress has been made, following the landmark decision earlier this year by key
international Dealer Associations to informally work together on common issues.
‘The AADA has been at the forefront of
forming this new working group from the
beginning. Not only is it important for the
AADA to be in a prominent world position,
but an open dialogue between the Association
and our international cousins will help us
achieve greater results for our members’ Mr
Tessier said.
‘There’s no doubt that sharing information
and advice between the different associations
will help us develop faster, effective and more
innovative strategies to combat the challenges
we face on home turf.’

A

s reported in previous Automotive
Dealer issues, there’s been a strong
desire from many of the key peak
bodies to learn from the experiences of each
Association, particularly where similar battles
are being waged on government policy.
The common challenges shared amongst
international associations also presents the
opportunity to form common solutions
as well.
In a meeting held at the 2014 NADA
Convention earlier this year, it was
decided that this new relationship between
international Associations would be referred
to as a ‘working group.’ Informal in nature,
it is anticipated that the group will help
create more dialogue between international
associations, strengthen relationships and also
provide a means to ‘troubleshoot’ common
challenges.
At the August 2014 FENABRAVE annual
congress held in Curitiba, Brazil – three
members of the International Working Group
met, including NADA, FENABRAVE (Brazil)
and AADA.

Amongst the conclusions drawn from the
meeting, a preference to initially limit the size
of the working group to associations from
Australia, China, Brazil, India, Russia, and the
United States was agreed.
Several common and current issues being
faced by these associations were identified.
These include direct selling by OEM’s, the
importance of F&I, the impact of government
regulation, variable pricing, internet selling
(who owns the customer), parts warranty
reimbursement and employee pricing
by OEM’s.

Moving forward, the group will use the
upcoming 2015 NADA Convention to focus
on pressing matters and members will be
asked to submit their concerns and possible
resolutions ahead of the Convention date.
The formation of this working group comes at
an important time. As the automotive industry
continues to change and evolve, the additional
support gained from informal initiatives like
this are invaluable.

Whilst of course, every country will have
its own set of unique challenges, the topics
outlined here are considered the most
universal, no matter which continent you’re
operating an automotive dealership.
This sentiment was consolidated at a most
recent meeting in Haikou, China, where
AADA CEO Patrick Tessier was in attendance
and was able to witness first-hand the benefits
that the new working group will have.
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Pictured top: Gentlemen left to right: Forrest
McConnell, Chairman – NADA; Patrick Tessier, CEO
– AADA; Andrey Petrenko, President – RADA; Flavio
Meneghetti, Chairman – Fenabrave; Shen Jin Jun,
Chairman and Executive General Secretary – CADA
Pictured bottom: CADA (China Automobile Dealers
Association) Convention 2014

OFFICIAL RECOGNITION
CEMENTS AADA’S AUTHORITY
AADA Limited (AADA) has been granted new powers to protect and represent
Dealers after official recognition from the NSW Department of Finance & Services.

O

n 26 September 2014 AADA was
classified by the New South Wales State
Department of Finance & Services as
a ‘motor industry group’ under Part 6 of
the Motor Dealers and Repairers Act 2013
(NSW)(Act).

As part of its new authority AADA can
perform the following actions on behalf of a
motor dealer (or class of motor dealers):

AADA’s recognition is an outstanding outcome
for automotive dealers in New South Wales
as this means that the Association can now
represent Dealers or classes of motor dealers
in disputes concerning unfair supply contracts,
unfair contract terms or unjust conduct by
manufacturers instigated under the Act.

(a) an unfair contract, or unfair contract
			term; or

‘AADA’s registration as a motor
industry group recognises that
it is the peak body representing
motor vehicle dealers – it’s a
defining moment!’ said AADA
Policy Director, Michael Deed.

1. Lodge a complaint to the NSW Small 		
Business Commissioner in respect of:

(b) unjust conduct by a manufacturer
2. If the NSW Small Business Commissioner
cannot resolve the issue, AADA can
commence legal proceedings in the
NSW Civil and Administrative Tribunal
(NCAT) seeking a declaration that:
(a) a contract, or term of a contract, is
			unfair; or
(b) conduct of a manufacturer is unjust.
3. AADA can also seek orders such as:
(a) declarations that contracts are void or
			 be varied in part;

(b) requiring specific performance of a
			 term in a contract; or
(c) compensation to be paid to the Dealer
			 or class of Dealers.
As this is a unique piece of legislation specific
to NSW, AADA can only provide the legal
support outlined previously to Dealers who
reside in the state. Whilst this is disappointing
for Dealers in other states and territories, it is
hoped that similar legislation affording AADA
more power to protect members in these
matters will eventually extend to the rest of
Australia. This is on AADA’s agenda.
Regardless of the location of your dealership,
the registration of AADA as a motor industry
group is good news for all Dealers. Being the
first and only Association officially recognised
as the peak body representing motor vehicle
dealers in NSW will help create more
momentum for nation-wide progress and
change.

YOUR FIRST CHOICE IN
VEHICLE WASH SYSTEMS
Automatic - Soft Foam Brite - Rollover Machines
High Volume Conveyor Wash Systems
Touch-less Automatic Machines
In-Bay Self Serve High-Pressure Wash Systems
National Service & Support

DISTRIBUTORS OF:
MACNEIL

PH: (02) 9757 4700
www.goodsight.com.au
email: sales@goodsight.com.au
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THE MEANING OF ‘GOOD FAITH’
After months of consultation the Government released the final version of the Franchising Code
of Conduct (new Code) on 3 November 2014, replacing the old Code from 1 January 2015.
Vinesh George
Franchise Lawyer

I

t is the most significant review of the
Franchising Code since it was introduced
in 1998. A major feature of the Code is the
codification of good faith. Good faith is a topic
often discussed and referred to, but often not
well-understood in terms of its legal meaning.

What does good faith
mean and is it new?

whether a party to a Dealer Agreement has
contravened the good faith provisions.

agreement has contravened subclause (1), the
court may have regard to:

This guidance is new and could encourage
courts to adopt a different philosophy in
relation to claims for lack of good faith. It
should also be noted that the Government
appears set to introduce a statutory definition
in the Grocery Code of Conduct which applies
a different test and that too may have some
bearing in the future development of the
common law.

(a) Whether the party acted honestly and not
arbitrarily; and

The obligation to act in
good faith set out in the
new Code is as follows:
6. Obligation to act in good faith

The common law duty of good faith is said to
apply in most commercial contracts including
Dealer Agreements. The common law duty of
good faith requires each party to ‘exercise the
powers conferred upon it by the agreement in
good faith and reasonably, and not capriciously
or for some extraneous purpose’ (Far Horizons
Pty Ltd v McDonald’s Australia Ltd [2000] VSC
310).

(1) Each party to a franchise agreement must
act towards another party with good faith,
within the meaning of the unwritten law from
time to time, in respect of any matter arising
under or in relation to:

To the surprise of many, the Exposure Draft of
the Franchising Code released for consultation
in April 2014 contained a definition of good
faith. The proposed definition would have
meant a different and lower threshold legal
test compared to the legal test under the
common law. This is similar to the test of
unconscionable conduct where there is a
common law meaning and a separate statutory
meaning.

This is the obligation to act in good faith.

However, in the final round of consultation,
the Government has been persuaded not to
proceed with the statutory definition and to
instead allow the common law to develop
the concept of good faith. To counterbalance
the removal of the proposed definition, the
new Code has set out the matters it thinks a
court should have regard to when considering

(a) The agreement; and
(b) This code.

(2)The obligation to act in good faith also
applies to a person who proposes to become
a party to a franchise agreement in respect of
(Emphasis added):
(a) Any dealing or dispute relating to the
proposed agreement; and
(b) The negotiation of the proposed agreement;
and
(c) This code.
Matters to which a court may have regard
(3) Without limiting the matters to which
a court may have regard for the purpose of
determining whether a party to a franchise
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(b) Whether the party cooperated to achieve
the purposes of the franchise agreement
(Emphasis added)
Subsection 6(2) of the new Code makes
clear that the concept of good faith applies to
all aspects of the franchise agreement. This
is ‘new’ and will extend the application of
good faith to the negotiation of a franchise
agreement, performance of the franchise
agreement and the termination of that

franchise agreement. This is a significant
difference to the common law duty of good
faith where there is no consensus on whether
the concept applies to all aspects of a contract.

Impact on the
Dealer Agreement
As set out above, one of the matters to which a
court may have regard to is the purposes of the
franchise agreement.
The purposes of a Dealer Agreement
are sometimes set out in the ‘Recitals’
or ‘Background’ section of the Dealer
Agreement. The recitals section does not set
out contractual rights and obligations and
usually consists of generic statements about
the purpose of the agreement. Recitals are
sometimes omitted from a Dealer Agreement
altogether.
The recitals may now have more significance
in Dealer Agreements in relation to good faith
claims. The purposes of a Dealer Agreement
in the context of the automotive industry
can often depend on where a particular
motor vehicle brand is placed in the product

and distribution cycle. If it is a new start-up
brand, a distributor may be heavily reliant
on the skills and resources of the Dealer to
build the brand from scratch. It is generally
accepted that it may take many years for a
Dealer to profit from a start-up brand and a
Dealer will only absorb start-up costs on the
understanding that they will represent the
brand in more profitable years once the brand
matures. The challenge for distributors is to
reward Dealers for building the brand from a
low starting point.
On the other hand, a mature brand may
justifiably seek much greater levels of
investment in facility, infrastructure, people,
equipment, marketing and training from
Dealers to assist it to move to the next level
in its growth phase. This might be after many
years of good profits, low capital investment
requirements and a current product range
that can firstly, justify more investment and
secondly, generate a return for Dealers. The
challenge for Dealers in this situation is to
match the ambitions of the distributor.
Given the purpose of the Dealer Agreement
is relevant to the obligation to act in good

faith, the contents of the recitals or a separate
statement of purposes will need to be given
further consideration. Conduct or behaviour
that defeats these stated purposes may give
rise to a breach of the obligation to act in good
faith.
The codification of good faith may also require
a broad review of Dealer Agreements to ensure
there are no provisions that if exercised could
lead to claims of a lack of good faith.
The fact that the obligation to act in good
faith applies to all aspects of the Dealer
Agreement, including the negotiation
of a Dealer Agreement may mean that a
distributor is more cautious and conservative
about the information it is willing to share
with a prospective Dealer for a new PMA.
Alternatively, a distributor may attempt to
limit its risk through wide ranging disclaimers
in any data or information provided to
a Dealer prior to entering into a Dealer
Agreement.

Continued next page...
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Enforcement policy and other
industry codes
The Deputy Chair of the ACCC, Dr Schaper,
made clear the ACCC’s likely enforcement
policy in relation to the new Code. He
indicated the ACCC will focus on particularly
serious conduct, including breaches of the
‘key pillars’ of the revised Code. Specifically,
he said, ‘This is likely to include failure to act
in good faith, failure to provide a disclosure
document, refusal to attend mediation and
unlawful termination of a franchise agreement
… Fundamentally, good faith will require both
parties to a franchise agreement to remain
loyal to the contract they have entered into …
Acting for an ulterior purpose, or in a way that
undermines or denies the other party the
benefits of the contract are examples of conduct
that may qualify as bad faith.’ (Emphasis
added).
As referred to above, the Treasury department
recently released and consulted on a proposed
new Grocery Code of Conduct (Grocery

Code). The proposed Grocery Code also
includes an obligation to act in good faith,
however, it has a statutory definition for
good faith. The definition includes a broad
obligation not to put suppliers under duress
in their trading relationships and the need for
certainty in trading, particularly in relation to
production, delivery and payment.

Penalties
Breaching the obligation of good faith in
the Franchising Code may result in a court
imposed civil penalty of $51,000 (300 penalty
units). The ACCC can also issue infringement
notices for breaches of the Franchising Code,
which amounts to a penalty of $8,500 (50
penalty units). Although the amounts are
relatively low the brand damage associated
with a fine or infringement notice may have
a significant impact on a brand. The ACCC
requires reasonable grounds to believe that
a person has contravened a civil penalty
provision of an industry code before it may
issue an infringement notice.

Conclusion
The codification of good faith is an important
change that will underpin the Franchising
Code as a whole, with the aim of improving
standards of conduct within the franchise
sector. It will be very interesting to note how
the automotive industry participants approach
changing the Dealer Agreement to deal with
the codification of good faith, how the ACCC
enforce the new requirement to act in good
faith and how the courts interpret the new
good faith obligation in the new Code.

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

Dealers wanted.

Hear how Gumtree works for Dealers

Visit: gumtree.com.au/dealers
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BENCHMARKING:
DATA INTEGRITY A KEY WEAKNESS
As dealership profitability declines, Dealers are coming under increased scrutiny from manufacturers
and financiers, who routinely compare actual performance to industry benchmarks.
Mark Ward

•

Partner,
Automotive - BDO

Unfortunately, stakeholders’ attention is rarely
drawn to the return for risk relationship of
operating a retail motor dealership. What’s
more, stakeholders should be encouraged to
consider individual performance against a
range of benchmarks, rather than common
current practice, which is too focused on
single benchmarks in isolation.

U

sing benchmarks to measure
performance should assist in drawing
accurate conclusions; however BDO
is concerned that the integrity of the data is
compromised and is resulting in the creation
of flawed industry benchmarks.
Quite simply, industry profitability is being
overstated and this is reducing the negotiating
position of Dealers with various stakeholders,
including:
•

Manufacturers on matters such as
volume targets and facility investment

•

Financiers on matters such as borrowing
terms

•

Government on matters of public policy
relative to the industry

Consumers on matters of price

There’s no doubt that the use of benchmarks
to compare individual performance against
competitors is a useful management tool. By
contrast, the process of comparing individual
performance is counter-productive in cases
where the benchmark data is flawed.

Industry benchmarking has
merit because Dealers have:
a)

Common revenue streams, including
new vehicles, used vehicles, parts, service,
finance and insurance (the sales)

b)

Similar suppliers, including
manufacturers, which results in 		
consistency of costs within a franchise
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for new vehicles and parts - the cost of
sales (COS)
c)

Operations conducted under franchise
arrangements, imposing similar 		
requirements on facilities (arguably),
inventory holding, reporting, equity 		
participation and sales representation,
which then reflects in rent, interest and
employee costs (the expenses)

That said, whilst the benefits are there,
industry benchmarking can be detrimental
when the compilation of the data used to
derive the benchmarks is flawed. This is
because:
a)

Ownership structures vary: public 		
companies have greater liquidity of
shares, which reduces shareholder 		
risk, which may factor in the strategic
decision-making of public company
management by comparison to their
private counterparts

b)

Funding structures vary: Dealers have
extremes in the mix of debt versus
capital. Consider a young Dealer, 		

		
		
		

the approach to calculating provisions,
including doubtful debts, demonstrator
and used obsolescence, warranty and
employee entitlements

- the treatment of various supplier
		 incentives received as a reward for 		
		 loyalty and/or volume

heavily geared on working capital, 		
including inventory, compared to a more
mature Dealer who has significant 		
working capital acquired through the
retention of profits in the business over
many years. Consider further related
party loans where some are subject to
interest repayments and others are not
c)

Non-core business activities which
often attach a motor dealership are likely
to have different risk/return relationships
– an example includes hire car businesses

d)

Investment choices vary, including
alternatives to lease, or invest in facilities

e)

Geographic variances: metro versus
regional locations often deliver 		
contrasting results in vehicle grosses and
volume incentives

f)

The lack of integrity of the data being
reported

The operational, structural, funding and
geographic differences outlined above may
be recognisable. Unfortunately, Dealers and

Glass’s AutoEdge Mobile

industry stakeholders using benchmarks to
assess financial performance will not be able to
discern the differences attributable to the last
point regarding data integrity.
The integrity of this data is being challenged as
a result of:
a)

Inconsistency in accounting treatment
between Dealers. Despite some attempt
to achieve consistency, some clear 		
examples of inconsistency include:

- new vehicle factory bonuses can either
		 reduce Cost of Sales or increase Other
		Income
- pre-delivery can increase Cost of Sales
		 or expenses
		
		
		
		

the wide variety of load structures can
artificially inflate the Cost of Sale on
vehicles and, it will also artificially
inflate other income, provisions, or
another area of the Dealers’ choosing

- the timing of income recognition,
		 relative to the different forms of 		
		 holdback and factory bonuses

b)

The failure to normalise significant oneoff income or expense items and/or the
non-commercial arrangements. Consider
examples such as one-off insurance
payouts for storm damage and non-		
commercial arrangements in respect to
rent, owner salaries and interest on 		
related party loans

c)

The subjective nature of allocation of
income and expenses to specific
franchises within multi-franchised
dealerships. Most often the
benchmarking exercise comes at the
direction of a manufacturer, who
measure Dealer performance within their
franchise, in isolation to ‘other’
franchises.
In BDO’s view, any allocation process
of income and expenses between
franchises is extremely subjective. Even
greater cause for concern is the risk that
the outcome can be influenced by
predetermined instruction on the
allocation process.

Whilst the merits of compiling data for
benchmarking are clear, there are significant
issues regarding the integrity of the data
on which the benchmarks are calculated.
Decisions are being based on poor data and
too much emphasis is now being placed on
information which is inconsistent with the
current trading environment.
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HARPER REVIEW COMPETITION
POLICY DRAFT REPORT RELEASED
Australia’s first comprehensive review of competition laws and policy in 20 years
is well underway and will have serious implications for auto dealers.

E

arlier this year Automotive Dealer
reported the Government’s intention to
conduct the most substantial review of
Australian competition laws and policy since
the 1993 Hilmer Review.
On September 22, the Review Panel released
its Draft Report – a detailed 307 page review
of the country’s policies, laws and institutions.
These were closely examined against a set of
questions which have helped highlight the
relevancy of current legislation in today’s
rapidly changing marketplace.

The Draft Review –
Questions And Answers
What questions guided the Competition
Policy Review Panel and what are their
overriding objectives for change?
Whilst it’s not possible to list every question
used by the Panel to assess Australia’s
competition policies, these are some of the key
questions which helped determine how ‘fit for
purpose’ our current laws are:

The Panel received almost 350 submissions
from around Australia, including the
AADA, as well as consultation meetings
with stakeholders to help form its 52 Draft
Recommendations, including the controversial
‘effects test’ designed to toughen competition
law.

•

Does it focus on making markets work in
the long term interests of consumers?

•

Does it foster diversity, choice and
responsiveness in government services?

•

Does it secure necessary standards of
access and equity?

According to Professor Ian Harper, Chair of
the Panel, the Draft Report is a necessary step
in modernising Australia’s competition policy:

•

Does it encourage innovation,
entrepreneurship and the entry of new
players?

‘Australia’s competition policy needs to be fit
for purpose, and updated for the economic
opportunities and challenges Australia will
face in coming decades. We face forces
for change from increased globalisation,
population ageing and new technologies,
which are rapidly changing the way our
markets operate’ Professor Harper said.

Professor Harper said that changes are
necessary to help Australia deal with changing
times and could also grow the economy by 2.5
percent a year over the longer term.

The Draft Report covers an extensive range
of issues including the digital revolution and
examines policies that impact many areas,
such as intellectual property, transport,
electricity, water, gas, human services, parallel
imports, planning and zoning, ecommerce and
more.

There are three main areas where the Panel
has identified the need for change. The first
is a reinvigoration of competition policy,
including seven priority reform areas covering
new and unfinished business.
The Panel has also highlighted the need to
reform, enhance and streamline a number
of competition laws – whilst in relation to
competition institutions, restructuring
of the ACCC and the formation of a new
national competition reform body have been
recommended.
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Parallel Imports
A prominent focus of the Draft Report is
parallel imports. In recent times the AADA
has passionately advocated that laws restricting
mass motor vehicle used and parallel
importation be retained. At the very least,
AADA has argued that if laws are relaxed,
strict regulations should be in place to ensure
an even playing field for all Australian motor
vehicle sellers.
The findings of the Draft Report have
highlighted that ‘the removal of remaining

parallel import restrictions would promote
competition and potentially deliver lower
prices for many consumer goods.’

to the community, provided appropriate
regulatory and compliance frameworks and
consumer education programs are in place.’

Despite numerous concerns raised by the
AADA (and other industry bodies) about
the risk to consumer safety and protection as
well as the potential for substandard product
quality in parallel imported products, the
Draft Report is in favour of relaxed parallel
import rules and makes particular reference to
purchasing books online.

The Draft Review’s official recommendation is
that remaining restrictions on parallel imports
should be removed unless it can be shown
that:

It contends that ‘relaxing parallel import
restrictions is expected to deliver net benefits

•

They are in the public interest; and

•

The objectives of the restrictions can only
be achieved by restricting competition

In the case of the retail motor vehicle industry,
the AADA believes that restrictions on parallel
imports are indeed protecting the interests of
the community, consumers and environment
especially in a new-car market that is amongst
the most competitive in the world. AADA’s
views on these issues are contained in its
October 2014 submission to Government on
its review of the Motor Vehicle Standards Act
1989 – see aada.asn.au.

Industry Codes
The Panel recognises that industry Codes
such as the Franchising Code of Conduct
(Franchising Code) play an important role
by regulating the conduct of participants in
the industry. Reference was made to AADA’s
submission which supported the use of codes
of conduct and noted concerns with the
coverage and/or the effectiveness of dispute
resolution processes.
The proposed new draft Franchising Code
to come into effect on 1 January 2015
contains new civil penalties, a breach of
which will expose a franchisor or franchisee
to an infringement notice penalty of $8,500
issued by the ACCC or a pecuniary penalty
of up to $51,000 imposed by the court. The
Government may also introduce an ‘obligation
to act in good faith’ where acting in a way
that undermines or denies the other party
the benefits of the contract are examples of
conduct that may qualify as ‘bad faith’.

Unfair and Unconscionable
Conduct in Business
Transactions
A number of submissions raised concerns
that the unconscionable conduct provisions
were deficient because of the ‘lack of specific
definition or the difficulty in proving that
Continued next page...
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the conduct meets the standard of judicially
defined unconscionable conduct.’ The panel
has left the evolution of the meaning of
‘unconscionable conduct’ in the hands of the
courts but suggested that active and ongoing
review of the provisions be undertaken. The
Panel noted the present litigation concerning
the ACCC’s allegations of unconscionable
conduct in the supermarket sector against
suppliers. AADA is monitoring this case on
behalf of members.

Planning and Zoning
Planning and zoning issues were raised in a
number of submissions and there was clear
dissatisfaction with current arrangements
including inflexible restrictions placed on
retailers in relation to land use and costly
approval procedures.
The Panel formed a view that planning and
zoning requirements are a significant source
of barriers to entry, particularly in the retail
sector. The Panel recommended that all
Governments include competition principles

in the objectives of planning and zoning
legislation. Many Dealers who want to expand
or diversify their business have experienced
the frustration, delays and costs in dealing
with local government.

Trading Hours
Another area of particular interest to Dealers;
the Draft Report has considered the impact
of trading hour regulations on Australian
businesses.
The Draft Report contends that ‘consumers
have continued to demand greater diversity
in how and when they shop’. It goes on to
highlight that ‘the growing use of the internet
for retail purchases is… disadvantaging
[many] “bricks and mortar” retailers.’
As such, it recommends that all remaining
restrictions on retail trading hours be lifted,
except for the limitations set out on Christmas
Day, Good Friday and the morning of ANZAC
Day.

This is a welcome recommendation and one
that may benefit Dealers looking to attract
consumers into their dealerships on days
they’d normally be required to close.

Promoting Dealer Interests
Consultation on the Draft Report is open until
November 17 and the AADA will make a new
submission based on the Panel’s Draft Report
recommendations.
After the close of consultation, the Panel
will make its final recommendations to the
Australian Government by March 2015. The
results of the Final Report will be incredibly
important to all Australian businesses,
including automotive dealerships.
In the meantime, the AADA will continue
to work solidly to help ensure as positive an
outcome as possible for our industry.
To see a copy of the Draft Report go to http://
competitionpolicyreview.gov.au/draft-report/
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WHAT WILL YOU DO?
Some of you may remember those hard-hitting American Express commercials starring Oscarwinner Karl Malden in a fedora and dark suit standing, looking intently into the camera and saying:
‘You’re in a foreign country. You don’t speak the language. You’ve lost your luggage. You don’t have
your wallet. You have no money. WHAT WILL YOU DO, WHAT YOU WILL DO!?’

T

hen Malden would ‘sell’ the benefits of
carrying American Express Travellers
Cheques and end with that classic tag
line: ‘Don’t leave home without it.’
The campaign comprised of 100 TV
commercials and ran from 1973 to 1994. It was
praised for its simplicity and effectiveness in
building the American Express brand.
Happily, travelling overseas today is a lot easier
and less stressful than depicted by Malden in
his ads.
Though there still can be bumps in the
road, when you choose to travel with a
professional event management company such
as Corporate Blue, which has over 20 years
of experience in managing large groups of
corporate travellers, almost any situation can
be dealt with easily.
In one recent instance, a group’s flights were
cancelled en-route to Hawaii and Corporate
Blue quickly found an alternative airline
and route. Where they couldn’t get flights
on the same day of departure they booked
accommodation at the airport and arranged
flights out the next day.
Occasionally, passports do get lost or
stolen overseas and when this has occurred
Corporate Blue has arranged emergency
passports enabling the tour member to return
home without a hitch.
On another occasion a conference delegate
who was travelling with Corporate Blue
suffered a heart attack in Beijing. The company
immediately contacted his insurance provider
to arrange the best care available under his
policy as well as the appropriate facility to care
for him.

‘We had a translator at his hospital bedside
for the duration of his hospitalisation and
relocated the client’s wife to a hotel closer to
him until he was able to fly home,’ said Linda
Millard, Corporate Blue’s Events Manager.

Corporate Blue even goes to the trouble of
meeting prospective on-ground providers
face-to-face prior to them being officially
appointed to chaperone an international travel
group or study tour.

‘We also arranged additional funds and
our ground operator remained on-hand
throughout the entire time to assist with
purchasing of groceries, additional clothing,
and medication as well as changing their
return home flights – we even helped them
with their insurance claim when they got back.’

It’s this strict attention to detail that allows
this boutique event management company
to consistently deliver a level of exceptional
‘concierge-style’ service for key clients such as
the Property Profile Group, Fairfax Media and
the Royal Australasian College of Surgeons.

A similar situation happened to another
conference delegate who unfortunately broke
her pelvis, a collar bone and ankle, as well
as cracking a number of her ribs whilst out
shopping in Hong Kong. Like the previous
situation, Corporate Blue took care of
everything until she was well enough to
fly home.
While these incidents are rare, they do
highlight the benefit of travelling with a
company that has the necessary experience
and know-how to handle tough situations that
can impact a client’s welfare when away from
home.
‘We’re also pretty good at locating missing
luggage,’ added Millard.
Another area where Corporate Blue excels is
in the selection of ground operators – those
friendly local guides who know everything
there is to know about a region, city, tourist
attractions, customs, culture and restaurants.
Millard says that they only select companies
who have similar core values to their own and
understand exactly what it they’re providing to
individual clients and groups.
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The next major tour that the company will
host is the inaugural AADA and Deloitte
Study Tour to the NADA Convention & Expo
in San Francisco, California USA, 21 – 25
January, 2015.
This tour will provide Dealers with industryleading content, two business breakfasts, a
visit to a NADA-approved dealership, the

opportunity to inspect hundreds of new
products and numerous NADA University
workshops covering the industry’s hottest
topics.
So, if NADA is blocked-out in your diary, don’t
leave home without Corporate Blue.
Registrations close 29 November 2014, or visit
www.nadatour.com.au for more information.
P.S. You check out some of Karl Maldon’s
classic American Express commercials on
YouTube.

Pictured on this page: NADA Convention Expo 2014. Photo credit: Arnold Tijerina via photopin.

Pictured: Karl Malden
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Dealer Enquiries
Nigel Matthews
0481 223 557

Media Enquiries
Carl Davies
0400 608 232

N A D A

Training matters

U N I V E R S I T Y

NADA UNIVERSITY NOW
OPEN TO AUSSIE DEALERS

F E A T U R E

With the launch of NADA University courses in Australia, dealerships have the
chance to be a part of an education revolution - using the world's best resources tailored
to the Australian business environment. It's an opportunity not to be missed.

A

USTRALIAN NEW CAR dealers
now have the opportunity to take
their business, and their staff, to a
whole new level of performance.
The Australian Automotive Dealer
Association (AADA) has announced that
preparations for the delivery
of NADA University courses are
now complete and the programs
will commence in February 2015.
The three NADA University courses
that will initially be available, and
which offer participants certification of
achievement, are Service Department
Operations Management; Sales Operation
Management I and Sales Operation
Management II, and each have been
specially tailored to the Australian market

and represent the most advanced and
comprehensive training packages available
to the industry in this country. There will
be nowhere else in Australia where Dealers
can improve their skills and knowledge in
dealership management to such a degree.
The launch of the course programs is
the culmination of many months of work
by AADA executives, representatives
of NADA, and the accredited course
provider in Australia, the MTA Institute of
Technology (MIT).
’NADA University is another step
in the AADA’s plan to offer Dealers the
greatest chance at business success,’ said
AADA CEO Patrick Tessier.
‘This is a very positive move for
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the industry.’
The deal to bring the NADA
courses to Australia was formalised
at a signing ceremony at the AADA
National Dealer Convention in July.
The NADA representative was
Jim Phillips, the Director of Custom
Education Delivery at NADA Dealer
Academy, who has been deeply involved
in developing the courses for the
Australian market.
During September, Mr Phillips was
a guest of MTA Institute of Technology,
working with the Australian training
consultants who will be delivering the
courses here. The four consultants, 

SALES OPERATION
MANAGEMENT I

SALES OPERATION
MANAGEMENT II

DESIGNED FOR . . .
• Sales Managers
• Assistant Sales Managers
• General Sales Managers
• General Managers
• Dealer Principals

DESIGNED FOR . . .
• Sales Managers
• Assistant Sales Managers
• General Sales Managers
• General Managers
• Dealer Principals

Upon completion of the
course, participants will be
able to accurately:

Upon completion of the
course, participants will be
able to accurately:

Upon completion of the
course, participants will be
able to accurately:

• Evaluate sales, growth, and profits to
recognise areas in need of improvement
to increase departmental/dealership
profitability.

• Distinguish the dealership’s stated
vision from their actual practices
through creative evaluation of sales
units, sales dollars, and gross.

• Illustrate and analyse management
structure to determine which structure
is best for a dealership.

• List the factors in Tech proficiency
and explain how to improve Tech
performance.

• Determine the sales, expense,
and gross profit in the new, used, and
F&I profit centres, and compare them
to NADA Guides.

• Determine a monthly forecast and
monthly review using NADA profiles to
oversee production ability.
• Prepare a RO survey to measure
the performance indicators to
determine opportunity in the
service department.
• Prepare a best practice for
“walk-around” procedures in order to
create the most effective way to greet,
up-sell, and build rapport
with customers.
• Analyse shop production models
and scheduling methods to identify
opportunities for operational and profit
improvements.

• Interpret the effects of vehicle inventory
management in order to increase
overall dealership profitability.
• Recognise the controllable variable
expenses relative to gross profit earned
to improve expense controls.
• Determine used vehicle operation
parameters to determine Used Vehicle
Department profitability.
• Evaluate and apply problem solving
skills through a scenario-based
consulting exercise to provide
customised action plans that address
their unique challenges.

• Compare and contrast the difference
between negotiating techniques
in order to identify areas of
improvement.
• Recognise the elements of retail finance
transaction terminology and how it
relates to leasing terminology.
• Utilise a checklist of the necessary sales
consultant aptitudes and efforts in order
to determine coaching opportunities for
improved performance.
• Differentiate used vehicle pricing and
stocking strategies and their effect
on the “efficient” market in order to
recommend improvements.
• Evaluate and confidently recommend
improvements of the used vehicle
operation through a comprehensive
case study.

COURSE AIMS:

COURSE AIMS:

COURSE AIMS:

• Maximise customer retention
• Maximise profits
•	Take your business back from the
independents
•	List the factors in Tech proficiency
and explain how to improve tech
performance
•	Prepare an RO survey to measure the
performance indicators to determine
opportunity in the service dept
•	Analyse shop production models
and scheduling methods to identify
opportunities for operational and profit
improvements

•	Complete evaluation of sales and F&I
profitability

•	To evaluate the entire structure of the
sales operations

•	Have more thorough expense controls

•	To increase retention in your dealership

•	Have a specific plan for sales growth

• Managers to be better coaches

•	Management focus on bottom line
profits

•	To hold better and more energetic sales
meetings
•	Increase accountability at all levels

F E A T U R E

DESIGNED FOR . . .
• Shop foreman
• Service Managers
• General Managers
• Dealer Principals
• Service Advisors
• Fixed Operation Managers

U N I V E R S I T Y

SERVICE DEPARTMENT OPERATIONS
MANAGEMENT

N A D A

THE COURSES

N A D A
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U N I V E R S I T Y
F E A T U R E
Jim Phillips (fourth from left) with the NADA-accredited consultants - (Left to Right) Alan Kennedy,
Kim Haywood, Paul Goldie, and Rob Mackenzie - who will be delivering the courses throughout Australia.

all highly-experienced, NADAaccredited, industry professionals, will
provide the courses in different regions of
the country.
The team worked first on the Service
Operations Management course.
‘The courses we are running in
Australia are modified versions of our
courses,’ said Mr Phillips. ‘But there
were very few changes in the core of
our content that we had to adapt to the
Australian market. The core competencies
are very similar. For instance, at the
NADA Academy, the Service Operations
Course is a five-day course but we have
developed a three-day course here. It is an
intense course - a “How to” on how to run
service operations - and we have left out
nothing.
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.
What we're trying to get is “critical

‘THERE IS NO ONE
WHO WILL LEAVE THIS
COURSE WITHOUT
APPLYING SOMETHING
TO THEIR OWN
DEALERSHIP. IF YOU
TAKE THE COURSES, YOU
WILL GET BETTER.’
thinking” and that means applying the
knowledge. It's not just a case of “Here's
how to do it”, it's “Think about what you
would do to fix this”. And if you can think
about what you would do to fix the case
study, then you can think about how you
can fix your own service department at
your own dealership.
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.’
The intensive Operations course will,
said Mr Phillips, inspire Dealerships
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to recognise opportunities for business
development.
‘A participant will not only see where
they can do more, but they will be shown
how they can do more,’ he said.
‘There are a lot of people who say
“Well, I know I can do more, but I
just don't know how.” This course
identifies opportunity and shows you
how to retain customers, how to satisfy
customers and how to get everybody in
on it.
We will hurl ideas at you, and
they come a mile a minute. It's not like
you'll have a couple of ideas - you'll be
thinking about which one you want to
implement first because there will
be so many.’
The NADA courses are some of the
most respected in the world and in the
US they provide the automotive and truck
industry with the most comprehensive
source of education and training,
including invaluable skills in dealership
management and profit building. 

N A D A

COURSE DETAILS
LOCATIONS

U N I V E R S I T Y

COURSES WILL BE HELD IN SYDNEY,
MELBOURNE, HOBART, ADELAIDE, PERTH,
CANBERRA, DARWIN AND BRISBANE ON
THE DATES BELOW
Locations to be determined according to
the number of course participants
SERVICE DEPARTMENT
OPERATIONS
MANAGEMENT
February 2015
2nd to 4th February
9th to 11th February

March 2015
2nd to 4th March
9th to 11th March

April 2015
13th to 15th April
20th to 22nd April

SALES OPERATION
MANAGEMENT I
February 2015
5th to 6th February
12th to 13th February

April 2015
16th to 17th April
23rd to 24th April

SALES OPERATION
MANAGEMENT II
March 2015
5th to 6th March
12th to 13th March

COST:
THREE-DAY SERVICE
DEPARTMENT OPERATIONS
MANAGEMENT
$3850*
TWO-DAY SALES OPERATION
MANAGEMENT I
$1650*
TWO-DAY SALES OPERATION
MANAGEMENT II
$1870*
*Inc. GST
Includes refreshments and all
course material.

GO TO WWW.AADA.ASN.AU FOR MORE INFORMATION
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Brisbane

N A D A

Training matters

THE CONSULTANTS
ALAN KENNEDY

U N I V E R S I T Y

TRAINING CONSULTANT
for NSW, ACT and NEW ZEALAND

What is your background in the automotive
industry?
Dealer Retail Operations, Manufacturer
Sales Operations and Strategic Planning.

F E A T U R E

‘WE WILL HURL IDEAS
AT YOU, AND THEY COME
A MILE A MINUTE. IT'S
NOT LIKE YOU'LL HAVE
A COUPLE OF IDEAS YOU'LL BE THINKING
ABOUT WHICH ONE YOU
WANT TO IMPLEMENT
FIRST BECAUSE THERE
WILL BE SO MANY.’
Through developments such as its
university, NADA enjoys a membership
rate of more than 90 percent from almost
16,000 new car and truck Dealers, with
32,500 domestic and international
franchises.
Australia will be the first Englishspeaking region outside of the United
States where the courses will be delivered.
It is a development that is exciting both to
AADA and to NADA.
‘We have licensed our content
in different languages but, until now, all
courses taught in English have
been taught by a NADA instructor,’ said
Mr Phillips.
‘This is the first time that we
have licensed our content out to
instructors in English. It's relatively

monumental for NADA. It may not seem
so but it's a first. NADA has had a special
relationship with the AADA for a long
time and I think the relationship we
have with the leadership of AADA, and
the people associated with AADA, gives
NADA comfort in doing this.’
For the AADA too, bringing the
courses to Australia is an exciting
development - the partnership with
NADA is a key development for the
Association.
‘This is what an Association should
be doing - bringing to its members
systems and programs that are designed
at improving profitability and the skills
of staff that choose to work in the car
industry,’ said Mr Tessier.
‘NADA University is another step
in the AADA’s plan to offer Dealers the
greatest chance at business success.
Bringing NADA University to
Australia will become just one of
many exciting collaborative efforts
between the two Associations.’
For more information
about NADA University and
the courses now available,
go to www.aada.asn.au
or email courses@aada.asn.au
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What do you see as the biggest problem facing
dealerships today?
• Achievement of their brands' objectives in
a congested marketplace and addressing
erosion of sales gross and the Dealerships
falling return on investment.
• The likelihood of F&I income being
restricted as an outcome of the ASIC
enquiry into finance income and
commissions.
• Secondhand imports potentially robbing
new car franchises of used car business
and other related income.
• The threat from unauthorised Dealers
eroding Service and Parts.
What benefits will there be for Dealership
team members who take the AADA/NADA
courses?
Improves overall staff effectiveness. Having
an effective team means you can minimise
head count, reduce overheads and drive
stronger gross.
How will the AADA/NADA courses benefit
the Dealership business itself?
Well-trained productive employees results
in less staff churn, higher levels of customer
satisfaction and improved Dealership
profitability.
Why is it important for Dealerships to support
their team by offering such comprehensive
training programs?
To ensure teams are correctly trained.
Achievement of the AADA/NADA training
accreditation sends a powerful message
to customers that they are dealing with
an organisation that is committed to it’s
employees and offering strong levels of
customer service.
What is the most satisfying
aspect of providing the
training to Dealerships?
To the see the
Dealership prosper
and the growth in team
members confidence
and skills.

TRAINING CONSULTANT
for QUEENSLAND and NT

TRAINING CONSULTANT
for VICTORIA, SOUTH AUSTRALIA
and TASMANIA
What is your background in the automotive
industry?
Worked in the industry since 1974, initially
in South Africa as a diesel mechanic. Was
MD and Dealer Principal for a Mercedes
Dealership and, in 1999, became Country
Manager for Mitac consulting. Moved to
Australia in 2008 and bought into APD
Australia. Ran Kia and Jeep Dealerships
before forming Linro & Associates in 2014.

In what geographical area will you be providing
the AADA/NADA training?
Queensland and wherever required.

What do you see as the biggest problem facing
dealerships today?
Very thin margins, pressure from distribution
companies to increase volumes and
consequently, the high cost of inadequately
trained staff. This in turn causes the public to
have a poor perception of Automotive Dealers
and their staff.

What do you see as the biggest problem facing
dealerships today?
Dealerships are so busy they do not take the
time to step back and understand the business
they are in - providing quality service and
making a commercially acceptable profit.
Also, having the right people for the right job.
Training is paramount.
What benefits will there be for Dealership team
members who take the AADA/NADA courses?
The courses will break down each component
and explain how important a role they play and
show how easy it is to correct beliefs they were
doing the best possible job in the best possible
way.
How will the AADA/NADA courses benefit the
Dealership business itself?
These courses show accountability and,
therefore, even Dealer Principals will have a
better understanding of how to measure their
business and move it to the next level.
Why is it important for Dealerships to support
their team by offering such comprehensive
training programs?
Participants have seen a marked improvement
in performance and profitability, a renewed
vigor amongst staff and a lift in customer
retention and satisfaction.
What is the most satisfying aspect of providing
the training to Dealerships?
When participants see even
small changes can make a
huge difference to not only
their income and that of the
dealership but also to their job
satisfaction.

What benefits will there be for Dealership
team members who take the AADA/NADA
courses?
Better management skills, AADA/
NADA Accreditation, improved levels of
professionalism and greater job satisfaction.
How will the AADA/NADA courses benefit
the Dealership business itself?
Improved bottom line performance, staff and
facility utilisation. Better customer retention
and satisfaction. Contented staff with
improved staff turnover.
Why is it important for Dealerships to support
their team by offering such comprehensive
training programs?
By providing this kind of training and
support, it gives staff improved job satisfaction
and security in an industry which is facing
considerable distress at present. Staff turnover
will improve and dealerships can concentrate
on improved customer satisfaction, customer
referrals, retention and profitability.
What is the most satisfying aspect of
providing the training to Dealerships?
Watching the “lights come on” when
participants see the benefits of
following the correct process.
To hear dealers raving about
the improvements they have
made in
their business.

TRAINING CONSULTANT
for QUEENSLAND, WA and NT

What is your background in the automotive
industry?
25 years experience in the automotive industry,
working across multiple brands for the family
business in WA. Following completion of a
Heavy Vehicle Diesel Mechanic Apprenticeship,
I progressed through roles including Fixed
Operations Manager and, later, Dealer Principal
for a Mercedes-Benz franchise, while also
completing a Certificate IV in Training and
Assessment. In Queensland, I established a
luxury brand wholesale business and have
continued to pursue my passion for training.
In what geographical area will you be providing
the AADA/NADA training?
Queensland, WA and NT.
What do you see as the biggest
problem facing dealerships today?
To name one, I would say 'profit'. Buyers who
compare products and don't show brand loyalty
are eroding margins. Dealers must invest in
training staff to the highest level in product
knowledge and customer service.
What benefits will there be for Dealership team
members who take
the AADA/NADA courses?
The knowledge participants gain will give them
a holistic understanding of the costs associated
with operating a Dealership and the behaviours
that lead to improved performance.
How will the AADA/NADA courses benefit the
Dealership business itself?
Staff that can understand their contribution
will not only ensure the profitability of their
employer, but that they can also gain by
implementing proven teachings.
Why is it important for Dealerships to support
their team by offering such comprehensive
training programs?
I refer to the quote by Richard Branson: “Train
people well enough so they can leave, treat them
well enough so they don’t want to”.
What is the most satisfying aspect of
providing the training to Dealerships?
To pass on knowledge to a willing
participant so they can return with
the confidence to improve their
workplace practice.
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What is your background in the automotive
industry?
35 years experience with roles from Sales
Manager through to Dealer Principal/ General
Manager across the spectrum from basic used
vehicles through to luxury dealerships. Also
spent time as Regional Manager for Daimler
Chrysler so I have an in-depth understanding of
both sides of the Automotive Business - Retail
and Wholesale.

PAUL GOLDIE

U N I V E R S I T Y

ROBERT MACKENZIE

N A D A

KIM HAYWOOD
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EFFECTIVE SALARY AND
COMMISSION STRUCTURES
How do you motivate your team to increase sales at the same time as containing employee costs?
Randall Bryson
Partner,
Automotive - BDO

B

DO Automotive has recently finished
collecting data for this year’s dealership
executive salary survey.

With an anticipated release date of December
2014, it is timely to consider the essential
elements of an effective salary package,
especially with ever-increasing pressure on
dealership profitability and the management
of expenses.
Dealerships rely on their team interacting with
customers in order to generate sales. Every
sales dollar that comes into the dealership is a
result of someone selling or doing something.

So how do you remunerate your
people to maximise performance now
and into the future?
Generally an effective salary and commission
structure is one that aligns the goals of the
employees with those of the dealership. This
is somewhat complicated when we consider
the five departments of a dealership and the
different personalities and skill sets required to
be successful in each.
The previously held belief that employees are
motivated solely by money has been disproven.
Many studies show that non-monetary factors
are often more important, such as work culture
and work/life balance. A recent Macrothink
Institute study, Impact of Employees Motivation
on Organizational Effectiveness, has shown
that personal empowerment and employee
recognition are key factors for enhancing
motivation.

Whilst the strategic goals of each dealership
owner will vary, high on everyone’s agenda
will be the goal to generate acceptable
financial returns. For that reason, key drivers
for profitability are what your team should
be rewarded to achieve, not only for the
dealership, but for themselves.
The challenge here is that increased
profitability is achieved through increasing
sales, decreasing expenses or both. So how
do you motivate your people to increase
sales volumes at the same time as containing
employee costs? One strategy is to achieve
the right balance between the employee’s
base wage, or retainer, and the commission
component.
The commission component is the ‘at risk’
component and should be structured to
reward your team for achieving results that are
consistent with the strategic (i.e. long term)
goals of the dealership.
Our view is that the retainer is compensation
for the process (e.g. completing paper
work, introductions, tidiness, personal
presentation, etc.) and the commission is the
reward for the result (e.g. the number of new
and used sales, the level of gross profit and
CSI score).
The balance between the retainer and
commission will be dependent on the
dealership’s circumstances, such as geographic
location, franchises and labour market forces;
however, the ‘at risk’ component should
reflect these circumstances. It is 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.
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Indeed, there is no ‘one size fits all’
remuneration package; however listed below
are common themes in all effective packages:
• A ‘right’ balance between the retainer and
commission component
• A ‘right’ balance in rewarding sales volume
and gross profit
• The ‘at risk’ component should reward the
result, not the process
• Implementing strategic goals (e.g. CSI, 		
Factory Targets, Retention and Dealership
Growth)
• An easily understood and measured process
• Employee buy-in options
• Achievability, with the right amount of effort
A dealership is a complex business,
characterised by high turnover and low
margins.
Employee expenses represent approximately
60% of a dealership’s gross profit, so it is
important that these costs are both effective
and controlled.
A successful remuneration package serves to
motivate employees towards greater financial
returns for themselves and the dealership,
whilst ensuring that the employee costs are
comparable to market in an industry with very
little ‘margin’ for error.
Effective packages need to also consider nonmonetary incentives available subject to the
application of Fringe Benefits Tax (FBT).
There is no template remuneration package
suitable for all dealerships. Whilst the goal of
maximising financial returns is consistent,
the focus points to achieve this will vary to
some extent, and the salary package should be
tailored to reflect that.

WE’RE HERE TO HELP
YOUR DEALERSHIP SELL
MORE CARS. SIMPLE.
We believe in building innovative technology that brings
buyers and sellers together.
We engage consumers on carsales over three times longer
than our nearest automotive competitors.*
We focus on delivering quality enquiry, providing you with
contact information for buyers.
The market comes to carsales.com.au because it works!
*Source: Nielsen Online Market Intelligence, (Automotive Information) Average Session Duration – carsales.com.au, drive.com.au,
carsguide.com.au, July – September 2014
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‘I ABSOLUTELY LOVE WHAT I DO!’
WHAT DRIVES JOHN HUGHES TO
KEEP GOING AT 78 YEARS OF AGE?
Perth’s John Hughes is one of Australia’s most successful businessmen, renowned for his
hands-on management style, 12 new car franchises and his uncompromising attitude towards
customer service excellence.
Charles Bayer
Contributor

CB: What’s different about selling cars in
Perth compared to Melbourne or Sydney?
JH: There’s not a great deal of difference. One
advantage buyers have is that Perth is not as
big as some major cities, making it easy for
customers to get around. So within a couple of
hours they could go and get a price from two,
three… even four Dealers, whereas it might
take you that length of time in Melbourne
or Sydney just to get to one Dealer. Perth
is also more accessible to Dealers, which
might encourage the buyers to shop around
more, which obviously then makes it a more
competitive market.
CB: Does that mean that Perth buyers use
the internet less frequently to find their best
price?
JH: I can’t answer that because I don’t have
comparative statistics. I wouldn’t think so, but
don’t forget people also use the internet as part
of the buying process. They still want to go and
drive the vehicle. And they still want to visit
a couple of dealerships, especially if they’ve
got a trade in. You can get your best price on
a car on the internet, but you can’t get a trade
in price, or not a firm one, so they still need to
see a Dealer.
CB: Did you always intend to become Perth’s
biggest Dealer?
JH: I was always very ambitious. No matter
what I did I wanted to be the best. I don’t

Pictured: John Hughes

pound my chest and raise my voice, but I
think you’ve got to have that quiet sense of
inner confidence that says ‘hey, I know where
I’m going, get out of my way.’ I’ve always been
driven and I don’t want to settle for second
best. Forget this year; go back to 2013, which
horse ran second in the Melbourne Cup?
Who cares? There’s no prize for second.
CB: What are the qualities that make for a
successful car dealership?
JH: Like any other business, it’s the focus that
the manager or the owner of the business
applies to it. I am totally focused on it. I get
here at 7:45 in the morning and leave at
quarter past 6:00 in the evening. My lunch
is ten minutes at the desk, we never, ever go
out for lunch, and it’s MBWA (Management
by Walking Around). I visit my service
department every Wednesday morning and
make the coffees, wipe the tables, unwrap the
newspapers and talk to the customers. And
like every other business, I do a lot of public
speaking, and the question I always get asked
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is ‘Mr Hughes, can you sum up in a few words
what it takes to run a successful business?’ I
always say there are many attributes, but if I
had to sum it up in two words, it’s: be there.
First to arrive, last to leave. The other
important aspect is customer service of course.
I know everybody preaches this, but in most
cases it goes in one ear and out the other. I am
paranoid about customer service, I built my
business on it. I survey all of my customers,
and every time I get a survey form back I read
it. Comments from customers help me to
run a better business, and if I get an adverse
comment, I’ll ring the people personally...
45% of my sales are from direct advertising,
55% from personal recommendation,
reputation, and repeat business. I get this
information from my survey forms and I’m
the only Dealer in Australia that regularly runs
double page ads in the press with unsolicited
comments from satisfied customers.
People want first class service, non-pushy and
friendly salespeople and that’s what I offer.

CB: Are you still the world’s biggest selling
Hyundai Dealer?

CB: What’s the most challenging part of
your job?

JH: I got the award in Istanbul in October,
2012 – we did 6,250 for the year. A couple of
yanks came up to me afterwards and asked
how many dealerships I had. When I said one
they were absolutely shattered, they couldn’t
believe it, so they just walked away with their
tail between their legs, I felt pretty chuffed
about that.

JH: Number one, trying to handle Dealers
and trying to compete with Dealers who are
financial lemmings, committing financial
suicide by putting cars on the internet at
ridiculous prices, but then not backing it up
with service. My biggest challenge is to try and
put my head on their shoulders. Now I know I
can’t do that. But I can provide regular training
and I can let them see what I do. I do my own
television and press ads so I’ve got to make
sure that if I stand up on television and make
these promises, my people will carry them
through to the letter. We do it pretty well most
of the time.

CB: How did you get involved in the
Hyundai product?
JH: I was initially involved at the grass-roots
level in 1986 with Alan Bond when we brought
the vehicles into Australia.
CB: Was there a lot of buyer resistance to the
brand then?
JH: Nobody wanted to know us, so we had to
get a ‘big brother’ involved and that was Alan
Bond. We went to Dealers and they couldn’t
pronounce the name, they didn’t know
anything about it, really didn’t know much
about South Korea and we had great difficulty
getting Dealers in those days. Now people
are fighting over each other to try and get a
franchise.
CB: What will you do when you retire, if you
ever do?
JH: Never going to happen. I don’t have any
other interests other than family and business.
I don’t race horses, I don’t have a boat, I don’t
play golf, I don’t play bridge, don’t go bowling,
and I haven’t got a property at Margaret River.
The thought of gardening fills me with dread.
I just love what I do. I absolutely love what I
do. And when you love what you do, you never
have to go to work. This is a full time hobby.

CB: Your best car memory?

CB: If you weren’t a car dealer, what would
you be?
JH: I originally wanted to be a lawyer when I
left school, but we couldn’t afford it, I couldn’t
afford to go to University. So I finished up
as a personnel cadet in the Department of
External Territories in Canberra, although
I was born in Perth. I hated it and after 18
months I came back to Perth, I needed a job
in a hurry, and I saw an ad in the paper for a
clerk at Attwood Motors – they were Vauxhall
and Bedford distributors and I graduated from
there. I could also have been an accountant,
I’m wiping my brow while I say this and thank
goodness it didn’t happen.
CB: What have you discovered about
yourself over the course of your career?
JH: I never pronounce O-L-D or A-G-E, I talk
about maturing. As I mature, I’ve gotten better.
Better and better. I will be 79 in December and
I’ve never been more on top of my game.

JH: I sold three new Austin A-55s in one day
in ’58 and I can still remember the surnames
of the three people I sold them to. I thought
that was a remarkable achievement.
CB: Favourite travel destination and why?
JH: Best city in the world is New York, I love
it, I love the vibrancy, I love the ease of getting
around and I love the action. And I also like
Asia, because there’s no jetlag, they’ve got great
hotels and they’ve got first class service.
CB: What sells cars?
JH: Passion, product knowledge, and a
determination to put the customer first.
CB: What was your first car?
JH: I’ve only ever owned one car – a 1936
Austin 10.
CB: Favourite movie of all time?
JH: Stalag-17 and Zulu.
CB: Finally, have you ever considered
opening a dealership in Sydney, Melbourne
or Brisbane?
JH: I have. And I’m doing an IPO later next
year. I’ll be looking to expand then and
that’s when that will happen. Until then, I’m
concentrating on WA. I do have an outlet in
Chatswood called North Shore Auto Centre,
where we sell late model pre-owned vehicles,
predominantly prestige, all on the internet, and
that’s going very well.

A new approach
to F&I Training is
coming soon
To find out more contact your
Allianz Dealer Account Manager.

Large General Insurance Company of the Year 2013 Australian Insurance Industry Awards.
Allianz Australia Insurance Limited ABN 15 000 122 850.
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A SOUND STRATEGY FOR LESS
DEATH ON AUSTRALIAN ROADS
Improved vehicle safety is just one part of The National Road Safety Strategy
that’s been designed to lower the number of accidents on our roads.
Accordingly, The National Road Safety
Strategy has been put in place to substantially
improve these statistics, with the aim to reduce
annual road crash deaths and serious injury by
at least 30 percent by 2020.
Included in the Strategy is a multifaceted
approach, and the upcoming 2014 review will
play a key role in ensuring that performance
indicators are being met.
Safe Roads, Safe Vehicles, Safe Speed, Safe
People - These are the four cornerstones of the
NRSS and help guide the range of short and
long term objectives that have been
mapped out.
As you’d expect, Safe Roads refers to the
continued maintenance of Australian roads,
including identifying road safety improvement
opportunities and ensuring that all road
projects comply with safety standards.

A

n Australian Transport Council (ATC)
initiative, The National Road Safety
Strategy (NRSS) is an agreed set of
principles, objectives, targets and actions with
the purpose of making Australian roads safer.
Originally released on 20 May, 2011 with a
list of objectives stretching as far as 2020, a
scheduled review of the strategy is expected to
take place by the end of this year.
Road accidents in Australia result in
approximately 1,400 deaths and 32,500
hospital admissions annually. Aside from the
obvious emotional burden to those affected by
the toll, these accidents are also estimated to
cost the economy as much as $27 billion every
year.

Safe Vehicles pertains to the improvement
of new vehicle safety standards, consumer
information, reducing the average age of the
Australian fleet and improving the safety of
light and heavy commercial vehicles.
Safe Speed is all about thorough evaluation
of Australian speed limits as well as ensuring
they are followed, whilst Safe People focuses on
promoting reliable and consistent behaviour
from road users through better education,
licencing and law enforcement.
It’s hoped that by achieving the combined
objectives set out in the NRSS, the death
toll on Australian roads can be significantly
reduced.
AADA’s submission in October 2014 to the
Review of the Motor Vehicle Standards Act
1989 made reference to the NRSS statement
that:
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‘Improvements in vehicle safety have
contributed significantly to road trauma
reduction. These improvements reflect
steady advances in automotive safety design,
including occupant protection performance,
braking, handling and lighting and the
inclusion of life saving safety features such as
seatbelts and airbags.’
The current threat of large-scale importation
of used and parallel (grey) imports into
Australia would erode these improvements in
community protection and consumer safety
standards.
Considering that on average four people die
and 90 people are seriously injured on our
roads every day, ensuring that Australia’s fleet
remains as advanced (and safe) as possible is of
great importance to us all.

Why Auto-IT?

Many of Australia’s top dealerships have switched to Auto-IT to power their business.
“They’re willing to roll up their sleeves and
help the dealership with operational issues or
problems if we have them but also take on new
challenges. I think that sets Auto-IT apart.”
Stephen Crawford - Managing Director
Col Crawford Motors
“If I ever have an issue, I get 110% of their
attention. Every time.”

“Changing DMS after 20 yrs with the same
supplier is not something we took on lightly.
Working with Auto-IT has been fantastic.
They have been with us every step of the
way and have gone above and beyond what
was originally committed to. We stand by our
decision to move to Auto-IT and look forward
to the future.”
Gavin Hart - Financial Controller
Penfold Motors

John Hodge - FC, Grand Prix Mazda

Sales

Fastest Growing DMS in AU

Superior Service Levels

Service

30+ yrs

CRM

More Mobile Apps

Australia-wide Support

Make the switch & see what you’ve been missing.
Australia’s fastest growing DMS

auto-it.com.au | sales@auto-it.com.au
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ARE YOU BEING SOCIAL?
Social media conjures all kinds of reactions from business owners, including Dealers –
but it’s those with an ‘anti-social’ outlook who are being left behind.

D

o you remember when the term social
media first started to gain popularity?
As is so often the case with the arrival
of progressive and innovative breakthroughs
in technology, social media as we know it
had plenty of sceptics. Whilst many saw it
as a passing fad, others never expected it to
penetrate further than the teen-aged users
who helped make it so popular. Though much
like Kodak and its dismissal of digital camera
technology, the nahsayers have been silenced
and today you’ll be hard-pressed to find
anyone who doesn’t operate or engage with
social media in some form or another.

Social Media is more
than Facebook
Think social media, think Facebook right?
It’s totally understandable that you would,
especially considering that the company
(worth more than 150 billion dollars) has
infiltrated its links on most websites, not
to mention its logo on marketing material,

products, billboards, email signatures and even
tattoos (Google it!).
But social media is way more than Facebook.
In fact the broad definition of social media
is: websites and online applications that
allow people to create and share content or to
participate in social networking.
As such, social media encompasses everything
from blogs and content communities (like
YouTube), to virtual social worlds such as
Second Life.
What’s more, the history of ‘social media’
actually stretches as far back as the 70s, with
the advent of the BBS (Bulletin Board System).
BBS provided an online meeting place that
allowed users to communicate with a central
system as well as download files and interact
with other users.
So whilst Facebook has helped pioneer social
media as we know it today, it’s only one part in
a much bigger picture.
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People love to throw around
statistics
Have you noticed that whenever the topic
of social media is raised, so too come the
inevitable statistics? Like that there are over
1.32 billion monthly active users on Facebook,
or that over 6 billion hours of video is watched
each month on YouTube, or that 500 million
Tweets are sent per day on Twitter.
Impressive, no?
But what does this actually mean for you,
the automotive dealer? If you post a video
on YouTube, will it be viewed by millions of
people? Or if you set up a Twitter account, will
Twitter’s 271 million active monthly users all
spring to action and follow you?
They probably won’t.
Whilst these statistics are impressive on a
grand scale, they don’t say much about why

and how social media can help your business
succeed. Don’t worry, we’ve got you covered…

2. Blogging

The top 4 social media
channels for Dealers

Setting up a regular blog for your business can
increase customer loyalty, generate new leads
and dramatically improve the ‘ranking’ of your
website’s visibility on search engines.

These are our top 4 social media channels for
Dealers, but beware: The only thing worse
than pretending that social media doesn’t exist,
is putting your business on centre stage and
poorly managing its presence. Don’t foray into
the online world unless you have the right
internal or external resources at the helm. Now
without further ado:

Blogs should be ideally administered through
your dealership website, and written in an
engaging and concise way. From the arrival of
new models, to dealership news, community
events and helpful motoring advice, there’s a
lot more to say than what you might initially
think.

1. LinkedIn

Like all social media management, quality
written content and consistency will set you
apart and define your success.

In case you didn’t know, LinkedIn is a social
media site aimed at professionals, and it’s now
being used by more than 6 million people in
Australia.

Hot Tip: Help your content go further and
share your blogs across your other social media
platforms, such as Facebook and Twitter.

Set yourself up with a profile page and take
the time to learn how to grow your network,
connect with colleagues and reach out to
potential business partners.

3. Facebook

LinkedIn lets you showcase your professional
skills and experience, so make sure your
credentials are written in an interesting and
attractive way. Aside from promoting yourself
(and by extension, your business), LinkedIn
provides an excellent platform to source new
talent for your dealership as well as keep an eye
on competitors.
Hot Tip: Don’t use your LinkedIn profile as you
would for Facebook, keep things professional,
and make a note of connecting with every new
lead, business associate and supplier you meet.

The obvious social media platform, Facebook
offers dealerships an exciting and interactive
forum to reach and engage customers.
In fact, you can now ‘reach’ potential
customers like never before, through
Facebook’s sophisticated advertising software
which helps you identify leads using incredibly
specific demographics, interests and online
activity.
Be sure to create and administer a ‘business
page’ for your dealership (as opposed to a
profile page) and ensure that your dealership’s
reputation is left in capable hands. Using
Facebook for personal use is a lot different to
managing it for business, so be sure to hand
over the reins to individuals or companies who
know what they’re doing.

Hot Tip: If you’re handling Facebook in-house
create a content calendar in advance, so you’re
never short on updates, or, if you’re handing
over management, stay involved in sourcing
dealership news and images.

4. YouTube
Hopefully you’ve made it this far into the
article – if you haven’t (not that you’ll be
reading this), it may be because your attention
span was exhausted.
It’s for this reason (and many others) that
video has become so popular. Video appeals to
more senses, keeps us engaged for longer and
often delivers information much quicker than
through words on-screen.
Starting a YouTube channel for your business
and regularly posting videos such as new
model introductions, instructional ‘how to’
clips and testimonials can do wonders for your
branding. What’s more, videos are finding
their way up search result pages, meaning
they’re good for SEO too.
Hot Tip: Buy an inexpensive video camera
for your dealership and encourage staff to take
small videos that can be posted online – they
don’t have to look like big budget films, as long
as they’re informative and interesting.

Honorary mentions:
Both Twitter and Instagram also rate highly
amongst social media websites and both can
be used effectively for dealerships. Whilst
Twitter relies on short bursts of text updates
(Tweets) and more recently images, Instagram
focuses primarily on photographs, offering
users a whole range of filters to add style to
their snaps.

TURBOCHARGER
SERVICING - Automotive

G.C.G TURBOCHARGERS AUSTRALIA PTY LTD ABN 28 001 825 609 WWW.GCG.COM.AU EMAIL: SALESGCG.COM.AU
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ON TRACK WITH ‘CRENNO’

THE MOUNTAIN MAGIC THAT BROUGHT
BROCK BACK TO HOLDEN AND HSV/HRT
John Crennan
Motorsport Contributor

O

n Thursday morning October 9, 2014
I was on the road from Melbourne,
heading to Orange, NSW in my wife’s
four year old VW.
My trip to Central NSW was to accomplish
two things.
One, to changeover my wife’s car for a new
Jeep from the Orange Dealer, Bob Craig, a
friend and one of the finest guys I have ever
encountered in the car industry. The second,
to drive straight on to Bathurst for a dinner
and meeting at the race track on the Friday
before the 2014 big race. During the course of
my nine hour road trip I soon found myself
with a third thing to do. I received a call from
the Production Manager of this magazine,
mentioning that they needed my next story in
14 days.
So I took the opportunity to pass time and
miles at the wheel, thinking about the next
article. It had to be about Bathurst, as the Great
Race was only three days away.
I also decided that it had to involve Peter
Brock. Although he cannot attend the place
in person ever again, anyone like me who’s
had a long and close association with Bathurst
over the past 40 years will never forget all the
magical moments Brock provided.
Be it his nine wins, his 16 top five Bathurst
finishes, the famous autographs and photos or
the after-race celebrations – the Brock image is
etched permanently in the minds of everyone
associated with Bathurst. This includes race
officials, flag marshals, team owners, Holden
Dealers, television and media, sponsors and of
course, the fans.

Peter WAS Bathurst between 1972 and 2005
– and many of us are reminded of him every
year.
For me, the most poignant moment ever at
Bathurst happened six years after Peter and
Holden had their ‘David and Goliath’ style split
on February 13, 1987. There was a particular
moment between Peter and I that would
change the face of HSV and our HRT racing
operation. It took place at 8am on Friday,
October 1, 1993 as we bumped into each other
walking from the car park and onto the track.

Bathurst is renowned for the
race, the crashes, the drivers
and the non-stop eight hour
epic telecast. The Bathurst of
2014 was no different, in fact
many pundits claim it was the
best Bathurst ever run due to
the record number of incidents,
the longest ever race, record lap
times, a last-to-first fairy-tale
rookie winner and the reigning
champion’s huge winning
margin succumbing to an
empty fuel tank in the last 90
seconds of the race.
What 99% of Bathurst officials and fans
don’t know about Bathurst is what happens
behind closed doors, in team meeting rooms
and in terms of business, driver and sponsor
politics. The Bathurst timing of early October
is precisely when most teams have to get their
act together for the next season. With all the
key stakeholders of the sport in one place over
five days, there are always ‘under the radar’
meetings taking place that determine the fate
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of many teams, drivers and sponsorships.
Indeed, the political manoeuvres are huge.
Peter Brock had been out in the cold with
Holden since February 1987, and in October
1993 as we walked through the gates of
Bathurst, he was about to embark on his sixth
consecutive Bathurst race without Holden
support. He had struggled over those six years
to find his former glory at Bathurst and in
the Championship series. His Bathurst results
between 1988 and 1992 were two DNFs, two
fourths and one 27th – and 1993 would prove
equally frustrating with a 17th placing.
As we walked onto the track together, Peter
thanked me for the assistance our team (HRT)
had provided him the prior day when he had
a number of technical and equipment dramas
on the track whilst practicing in his Mobilbacked Commodore. Walking through the
car park, I said to Peter it was time we had a
chat. In fact, my exact words were ‘The things
you’re good at, we’re not, and the things we
are good at you’re not. Maybe merging those
things together would be a clever move for
both parties.’
That was, of course, code for: ‘HRT has a good
racing and technical base, but we’re struggling
to get the level of commercial and sponsor
support we need to go to the next level of track
performance.’

Peter had retained all of his old sponsors
who had stayed loyal to him; he had strong
commercial and fan support. I said to Peter
that we should be talking about mending the
broken relationship with Holden. Peter lit-up
with a big ‘Yes,’ and I wasted no time – later
that night we got the ball rolling for Peter’s
comeback as a factory Holden driver.
On the Tuesday following Bathurst I was
talking to Holden’s head of marketing, Kevin
Wale and Managing Director Bill Hamel at
their Fishermen’s Bend head office. A lucky
break for both Peter and I was Rob McEniry’s
(previous marketing chief) appointment only
a month earlier to SAAB in Sweden. Rob had
steadfastly refused to allow Peter back in the
Holden ranks given the dramas he had created
for the brand before and after the bitter 1987
split.
So the Holden hurdle was overcome. Now
I had to convince Tom Walkinshaw that
we should bring Peter into the team. I did
eventually convince Tom that on commercial
grounds this would be a very good move, as
we were going well with negotiations for a
three year sponsorship with Mobil (provided
Peter was one of the two drivers).
The rest is history.
Peter’s return to the Holden Factory team
between the years 1994-97 totally ‘unlocked’
all the missing vital ingredients to allow HSV/
HRT to flourish and reach its potential. We
got much needed sponsorship, we got stronger
Dealer recognition and we got incredible
media coverage. Our apparel and merchandise
sales went through the roof, and old HDT
owners also started to accept and connect
with us. The Brock return also proved to be

a prodigal son-type story like no other for
Holden.

To his great credit, Peter
worked the crowds, his adoring
fans and sponsors with even
more energy and enthusiasm.
The added bonus came during
that period when we signed
19-year-old Craig Lowndes and
Peter picked up the mantle of
becoming his mentor.

Whilst behind the scenes managing Peter
had its challenges, it was totally insignificant
compared to the commercial catalyst he
provided in steering and building the HSV and
HRT brands.
So as the current owners and management
congratulate themselves on the strength of the
HSV and HRT brands, it is important to know
how Peter Brock has been the most significant
factor in the history of ‘Australianising’ these
two English-owned brands.
Little did I realise how historic a moment
walking through that Bathurst car park 21
years ago would become.
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WHY AUSSIE BUYERS AREN’T
SWITCHING TO EVS AND HYBRIDS
Government support and incentives are the key to the
realisation of electric vehicle success in Australia.

I

n a recent article on themotorreport.com.au,
the managing director of Nissan Australia,
Mr. Richard Emery lamented on the lack
of government support for electric vehicles
(EVs), saying that whilst manufacturers were
‘doing their bit’ in developing low-emission
cars, Australian governments were not.
Since 1996 countries like Japan, Austria,
France, Germany, United Kingdom, United
States, Spain, and Greece (to mention a few)
have provided infrastructure and financial
incentives for low emission cars.
However arguably, the necessity to create
infrastructure for EVs in these nations has
been more pressing than in Australia.
If Australian cities were as polluted as some of
those in the USA and India, where the various
governments have had to cut pollution for the
health of their citizens, perhaps EVs would be
more in demand here.

But even despite our comparatively unpolluted
cities, why aren’t we seeing more EVs and
hybrids on Aussie roads? Surely now, as more
people become aware of climate change and
the impact humans are having on the Earth,
we should be seeing more eco-conscious cars
in Aussie driveways?
Yet sales figures tell a different story. In 2013,
only 304 EVs were sold.
Hybrids didn’t fare much better with total sales
of only 11,949 units in 2013 – with over 60 per
cent being purchased by fleets.
So why are Australians sticking with oil
burners?
Price is one of the key reasons.
In California for example, if you buy an
electric vehicle you can apply for a Clean

If you purchase a Tesla for private use in Los
Angles you’re entitled to an additional $7,500
Federal Tax Credit Rebate.

As of September 2014 there were 29 zero
emission vehicles available worldwide,
including motorcycles, and one low-speed
neighbourhood electric vehicle (NEV) which
is legally limited to roads with speed limits up
to 70 km/h.

Also, if you display a Clean Air Vehicle
sticker, you can drive in any High Occupancy
Vehicle lane without meeting the occupancy
restrictions and take advantage of many local
incentives, such as free downtown parking.

Currently there are five EVs Australian buyers
can choose from including the Nissan Leaf,
Mitsubishi iMiEV (available by direct order
from Japan), Holden Volt, Renault Fluence ZE
and the Tesla Roadster.

This is why California leads other American
states in plug-in electric vehicles sales, with
some 3,000 new registrations every month.

If you’re serious about a hybrid there’s the new
Mitsubishi Outlander PHEV, Toyota Prius
range, Honda Jazz and Civic, Lexus RX400H,
GS450H and the LS600H as well as the soonto-be launched Porsche Panamera SE-Hybrid.

Vehicle Rebate of up to $5,000 as long as you
own the vehicle for 36 months.

So let’s look at what’s available...
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Buyers can also register their interest in the
Audi A3 e-tron and the BMW i3 and the i8
supercar.
But the price disparity between electric and
non-electric cars sold here is huge.
For example, a Holden Volt costs slightly more
than $66,000, while a similarly-sized four door
sedan, such as the Holden Cruze powered by
a conventional petrol engine has a price tag of
just under $21,000.

Other reasons why private buyers are turnedoff hybrids and EVs is their poor resale value
and the cost of replacing a battery, which can
set you back anywhere between $7,000 and
$10,000 depending on the kilometres travelled.

Australian Automobile Association’s modeling
estimates; it will raise $339 million in the first
year and surge to $1.6 billion a year within
four years. In all, the increase would raise an
estimated $3.7 billion over four years.

Then there’s ‘range anxiety’ which was a major
discussion point at the Australasian Fleet
Managers Association Convention held in
Melbourne recently.

But oil is running out after all and people’s
attitude towards the environment is changing.

While some manufacturers
claim their vehicles will do
160 kilometres per battery
charge, John Mellor, publisher
of GoAuto.com.au said at
the same conference that
this depended on how many
people are in the car and the
prevailing weather conditions.
On top of that, today’s petrol engines –
especially those fitted with auto stop-and-go,
deliver pretty impressive fuel economy, and if
that doesn’t satisfy, there are plenty of dieselpowered options on the market.
Despite Mr. Emery’s valid points, sadly I
can’t see any way that the current Federal
Government will start supporting EVs.
Especially after recently cutting support to our
local automotive manufacturing industry.

Is Australia at risk of being left behind more
progressive countries?
In many cases it would seem so, especially
in light of the Federal Government’s attitude
towards the Renewable Energy Target Scheme
arrangements, which has caused a number of
large-scale renewable energy projects to be put
on hold, threatening future investment and
jobs in the industry.
In 2013 Australia ranked at number 11 in the
world for its financing of large scale-renewable
energy programs, today we’ve dropped behind
Algeria and Myanmar.
So as far as providing infrastructure to support
electric cars, it seems certain that this will not
see the light of day in the foreseeable future.
Should the Government do more to give
Australians incentive to purchase electric
cars? Write to editor@automotivedealer.com.
au and share your thoughts.

Besides, the government is doing very nicely
from the new petrol tax. According to the
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UPCOMING MODELS: SOME EARLY
CHRISTMAS PRESENTS, PLUS PLENTY
TO LOOK FORWARD TO IN 2015
Whilst a few manufacturers have some final ‘hurrahs’ planned before the
year’s end, others are rolling up their sleeves for major releases in 2015.

T

he year is certainly not over for French
car makers Peugeot and Citroen, with
the latter rumoured to be releasing
its striking C4 Cactus before the end of
December.
A nod to quirky Citroens of old, the C4 Cactus
is a lightweight crossover dubbed as a genuine
alternative to small hatchbacks. Modern and
innovative, amongst its raft of interesting
and insightful features, it brings Airbump®
panels to the side doors. Made from TPU
(Thermoplastic Polyurethane), the air capsules
absorb impacts and help prevent scratches.
Meanwhile, Peugeot plans to release its
refreshed 3008 and 5008 models. One a small
SUV, the other a seven seat people mover,
both models will benefit from revised styling,
equipment upgrades and more.
Heading into 2015 and two new cars, from two
major brands, will no doubt grab the attention
of buyers.
Pictured: The new Ford Mondeo

CityWide Consulting
For expertise you can trust to
perform your ‘Due Diligence’
With our professional advice you can negotiate
your business purchase or sale with confidence.

Buying or Selling
a DealerShip?
Call for a FREE initial consultation today.
Citywide Consulting will make a difference to your business.

www.citywideconsulting.com.au
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John Mihelakis M: 0431 110 774 E: john@citywideconsulting.com.au

First, the new Ford Mondeo is expected to
land in January, bringing with it an arguably
Aston-Martin inspired front end, and raft of
impressive technology. Over the course of
its release, both Petrol and Hybrid drivetrain
technology will be offered.
Over to Japan, and the introduction of a
completely new model from Honda could
soon become a household name. The Vezel
small SUV will take on the likes of the Holden
Trax and Nissan Juke, with usual Honda style
and efficiency of course.

NEW MODELS IN SUMMARY
NOV/DEC 2014

Pictured:The 2015 Kia Carnival

• Citroen C4 Cactus
• Ford Territory (Facelift)
• Kia Carnival
• Lexus RC
• Mazda2
• Peugeot 3008
• Peugeot 5008
JAN/FEB 2015

Fast forward to February and we’ll see the
new car scene in Australia explode with new
comers from all corners, including a number
of high-performance models like the long
awaited Honda NSX supercar, Audi TT and
Hyundai Genesis Coupe…

• Ford Mondeo
• Honda Vezel
• Audi TT
• Honda NSX
• Hyundai i20
• Hyundai Genesis Coupe
• Infiniti Q30
• Mitsubishi Triton
• Subaru Liberty
• Tesla Model X
• Volvo XC90

We can hardly wait!

Pictured:The all-new Mazda 2

advancedprotection.com.au
ENTERTAINMENT

SENSORS

SAFETY

NAVIGATION

FOR INCREASED PROFITS CALL 1300 277 623
OR Email : info@advancedprotection.com.au
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MARKET TRENDS:
SEPTEMBER BRINGS POSITIVE RESULTS
AS NEW CAR SALES CLAW BACK
After a year of sales consistently trailing behind 2013
figures, can the market turn around in time for another
record breaking result?

TOP 10 BEST-SELLING
VEHICLES – SEPTEMBER 2014
Mazda 3

4014

Toyota Corolla

3893

Toyota HiLux

3430

Holden Commodore

2616

Hyundai i30

2539

Ford Ranger

2446

Toyota Camry

2173

Mazda CX-5

2093

Mitsubishi Triton

2029

Hyundai ix35

1802

TOP 10 BEST-SELLING
BRANDS – SEPTEMBER 2014

N

ew car sales in Australia were up 2.5
percent compared to the same month
in 2013 – an encouraging outcome
that’s broken months of lagging results.
With the exception of Tasmania and Western
Australia, new car sales were up across all
Australian states. The Northern Territory and
New South Wales posted the healthiest results
(up 6.1 and 5.9 percent respectively), followed
by the ACT, South Australia, Queensland and
Victoria which all experienced growth.
As we’ve seen throughout the year SUVs
remain a popular choice, with 30,027 examples
finding their way into Aussie drive ways – up
14.6 percent on August.
This strong SUV performance, along with
encouraging results from the light commercial

market (up 2.9 percent on last month) helped
Dealers move a total of 94,978 units in
September.
This brings year-to-date figures up to 832,953.
Whilst this is still 16,991 less compared
to figures from the same time last year,
competitive end-of-year incentives from
manufactures are expected to create plenty of
interest in showrooms.
Judging by current trends, many shoppers
will be looking for SUVs – since almost one
in every three new cars sold in Australia is
currently a high-rider.
Notable thriving SUV brands include Land
Rover and Jeep, both of which posted
impressive figures in September, whilst the
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Toyota

17,880

Mazda

9500

Hyundai

8804

Holden

8551

Ford

6227

Mitsubishi

6066

Nissan

5484

Volkswagen

4467

Subaru

3204

Jeep

2937

TOP 10 BEST-SELLING
BRANDS – 2014 TO DATE
Toyota

151,109

Holden

82,949

Mazda

76,987

Hyundai

75,353

Ford

61,587

Nissan

49,214

Mitsubishi

49,017

Volkswagen

41,095

Subaru

29,266

Honda

23,633

Mazda CX-5 and Hyundai ix-35 medium
SUV models both landed a ‘Top 10’ spot.
The title of Australia’s most popular car is still
anyone’s game – with the Mazda3 and Toyota
Corolla battling it out for top spot. The Corolla
leads the Mazda by just 23 units.
Meanwhile, the Australian-made Holden
Commodore has surprised many by
consistently selling in stable numbers, with
sales up 26.5 percent to the end of September.
Despite this, Holden was pushed out of a top
three spot by Toyota, Mazda and Hyundai as
the strongest selling brands in September.
Time will tell whether Ford’s upcoming
Falcon will help revive interest in the large
car, as well as the brand, which experienced a
disappointing month with sales of 6227.
With only a couple of months left in the year,
stay tuned for the final sales tally for 2014 in
our next issue.

Pictured left: Mazda 3, the top selling model in September. Pictured above: The Ford Ranger

100% Rebate of all Merchant Fees.
The average motor dealership receives thousands upon
thousands of major credit card transactions per year.
And the average Motor Dealer pays enormous amounts
of dollars per year in Merchant Fees.
Margin Financial Services is a bespoke business specialising in
the introduction of a Credit Card Surcharging Strategy focused on
the Motor Vehicle Industry across Australia - REBATING dealers
almost ONE million dollars per year in Merchant Fees!

Now there is a professioNal & compliaNt solUtioN to
remove these UNNecessary costs from yoUr bUsiNess
powerful customer
retention strategies

100% guarantee that your business
will not profiteer or lose money
from surcharge

strong compliance
& No risk policies

100% guarantee that your business
will be in a position to offer alternative
payment methods to all customers,
which Do Not attract a surcharge

Contact gino@marginfs.com for a personalised introduction to SAVING money.
Image used for illustration purposes only. Not the EFTPOS machine you receive.
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MEET YOUR BOARD
Now that the AADA board is complete, we asked our board members to take a little time out of their
schedules to answer a few questions about what makes them tick – you’ll be surprised by their answers!
So without further ado, introducing the team of experts driving the success of your Association…

Michael Claridge

Richard Wolfe (OAM)

Paul Warren

Location: Adelaide

Location: Canberra

Location: Sydney

Occupation: Managing Director – Claridge
Holden

Occupation: Dealer Principal, Audi Centre
Canberra and Chair of the Audi Dealer
Committee

Occupation: Executive Chairman, Peter
Warren Automotive

Work History: I started in the family business
41 years ago as an apprentice motor mechanic.
I’ve since worked as a Fixed Operations
Manager and I’ve been a Dealer now for 26
years.
What have you discovered about yourself
over the course of your career? To trust my
instincts
Who would you like to sit next to when
flying to an overseas destination? My wife of
course!
Who or what inspires you? Richard Branson
Apple or Android? Apple
Your first car? A Vauxhall Wyvern – it was the
same vintage as me
What’s the best thing about Australia’s auto
industry? The ever-changing products - as
someone once said, the auto industry is the
next best thing to Hollywood.

Work History: I started my career in the
motor industry as the Business Manager of
Slaven Mazda and BMW in Canberra, prior to
being appointed as Dealer Principal of Rolfe
Mitsubishi. Later, I worked for myself as a
wholesaler for seven years, before taking on
the role of General Manager of Rolfe Classic
BMW, until the opportunity of taking on the
Audi franchise came up eight years ago.
What are you passionate about? Family
What are you looking forward to? After
being awarded National Audi Dealer of
the Year for five years in a row, I’m looking
forward to number six!
Who would you like to sit next to when
flying to an overseas destination? Whoever is
calculating next year’s target…
Apple or Android? Apple
Your first car? A bright yellow Gemini
What’s the best thing about Australia’s auto
industry? The competition, the comradery
and the cars.
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Work History: I’ve spent the last 40 years
working with the family business in various
roles, and making my way to my current
position as Executive Chairman.
What have you discovered about yourself
over the course of your career? There is
always something new to learn
What are you looking forward to? Spending
more time with my family and friends as well
as expanding the business.
Apple or Android? Android
How do you take your coffee? Black with
two sugars
Your first car? An FC Holden in
two-tone green
What’s the best thing about Australia’s auto
industry? The people I’ve had the pleasure of
meeting and becoming friends with.

Terry Keating

Tony Salerno

Hillar Puvi

Location: Tamworth, New South Wales

Location: Perth

Location: Adelaide

Occupation: Retired

Current Occupation: Chief Operating Officer,
AHG West Coast Automotive

Current Occupation: Managing Director,
Formula Motor Group

Work History: I started work in the
automotive industry at the age of 18 as a Parts
Interpreter. From there, I moved into sales
and then held a number of sales management.
I moved to Perth in ‘94 and progressed to
a dealership management position, before
taking an equity position and a Dealer
Principal role in 2002. After joining AHG as
a Dealer Principal in 2007, I was appointed
Western Australia Regional Manager in 2009
and was made General Manager in 2010,
before my current appointment in 2014.

What have you discovered about yourself
over the course of your career? Constantly
plan and evaluate the direction you’re heading
in and never give up.

Work History: I’m a qualified accountant and
worked for four years in public practice. I
joined J T Fossey, a standalone Ford dealer in
Tamworth in 1970 as the financial controller.
By the end of 1976 I became Dealer Principal
and I brought BMW, Nissan, Land Rover and
a range of heavy truck franchises into the
business over time. I retired in late 2009 and
the business remains in the family under the
stewardship of my son, Murray Keating. I was
also the chairman of Ford’s National Dealer
Council from 2000 to 2007 and was previously
the BMW chair of their National Dealer
Council in 1998 and 1999. I also served several
years on the board of MTA NSW, including
three years as president.
What have you discovered about yourself
over the course of your career? That as a
younger Dealer my life was made much easier
because of the unselfish efforts of senior
Dealers of that era representing all of us on
state and federal bodies to make sure our
collective voices were heard.
What are you passionate about? Amongst
other things, that families who’ve invested
financial and personal capital into the
retail auto business, often for decades, are
not subjected to unfair contracts or unfair
conduct. I was a party to the NSW dealer
group that had these very principles enshrined
into legislation in NSW just on two years ago.
What are you looking forward to? Trying to
stay active so that I can enjoy life after 50 years
of 9 to 5, (or was it more like 8 to 8?)
Apple or Android? Apple
Your first car? A 1958 Hillman Minx. It was
actually pretty ordinary, so I got an EH Holden
– a ripper in its day!
What’s the best thing about Australia’s auto
industry? It gives anyone who can tell the
difference between temporary and permanent
success, a chance to be in control of their own
destiny. And that applies not just to owners,
but also employees. To survive long-term one
needs to be astute, committed and ethical – be
those things and the rewards will come.

What have you discovered about yourself
over the course of your career? If you can get
the right people consistently using the right
processes, you give yourself every chance of
success.
What are you passionate about? From a work
perspective, I am very passionate about the
automotive industry. I look forward to sharing
my thoughts with the team and influencing
positive behavior and outcomes. I also love to
spend time with my family, including my two
boys.

What are you passionate about? Ensuring a
great family succession plan for the business.
What are you looking forward to? The
revitalised AADA effectively representing new
car franchises in Australia.
Who would you like to sit next to when
flying to an overseas destination? My wife
Who or what inspires you?
Setting ambitious goals
Apple or Android? Apple
Your first car? A Ford Escort Ghia
What’s the best thing about Australia’s auto
industry? Australia’s auto industry is highly
competitive and there’s no shortage of world
class dealerships owned and managed by good
businessmen. It’s an exciting place to operate.

What are you looking forward to? I’m
looking forward to attending the NADA
Convention in January 2015!
Who would you like to sit next to when
flying to an overseas destination? Elle
Macpherson – I’d like to talk to her about
the challenges she has faced in her business,
fashion and film industry career.
Who or what inspires you? My father! He
arrived from Italy in the 50s and was faced
with many challenges, but he adapted well to a
new country learning the language, the Aussie
culture and working hard every day whilst
bringing up a family.
What’s the best thing about Australia’s
auto industry? If I had to sum it up in
one word, I would say opportunity. I
really enjoy the chance to discuss any new
automotive initiative and review the potential
opportunities that can be gained to enhance
our competitive edge in the market.

Continued next page...
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Chad Andrew Davies

Geoff Pickering

Martin Ward

Location: Sydney

Location: Noosa

Location: Brisbane

Current Occupation: COO AHG East Coast
Auto

Current Occupation: Managing Director,
Pickerings

Current Occupation: Chief Executive Officer
AP Eagers (2005-)

Work History: I started out as a trainee in
sales directly after finishing high school. I
spent time over the past 18 years in both small
and large privately-owned businesses (Delforce
Motor Group, McGrath Lander Group,
Summit Investments Australia) and now with
AHG since 2006.

Work History: I’ve worked at CBC bank, as
a structural engineer and now the retail car
industry.

Work History: Previous Chief Executive
officer of Ford Sydney Retail Joint Venture
(2000-2005), Previous Managing Director of
Inchcape Motors Australia (1996-2000)

What have you discovered about yourself
over the course of your career? That it’s
impossible to do everything yourself –
delegation and staff empowerment are the keys
to success.

What are you passionate about? Family, the
vehicle motor industry and off-road racing

What are you passionate about? Providing
the best possible life and environment for my
family and putting in 100% commitment to
everything I do. I genuinely love working with
people and seeing them develop, whilst still
learning and soaking up knowledge myself
along the way.
What are you looking forward to? Continued
good health and seeing my kids grow up to
lead happy and successful lives.
Who would you like to sit next to when
flying to an overseas destination? Jamie
Oliver. I’ve always wanted to meet him and
really admire what he has achieved over the
years. It would be great to chat with him to
better understand what makes him tick.

What have you learned about yourself over
the course of your career? Only worry about
what you can fix

Who would you like to sit next to when
flying to an overseas destination? One of my
grandchildren
Who or what inspires you? The challenges
of life
How do you take your coffee? Strong flat
white
Your first car? A 1948 Morris Minor
What’s the best thing about Australia’s
auto industry? The constant challenges and
always striving to succeed in what is the most
competitive industry in the world!

What have you discovered about yourself
over the course of your career? I’ve learnt to
always hire the best people available
Who would you like to sit next to when
flying to an overseas destination? No one,
this is my only private down time; time to
watch the movies I’ve missed in the last year!
Who or what inspires you? Enthusiastic and
talented people of any age
Your first car? Vauxhall Viva
Footy, golf or cricket? Footy
What’s the best thing about Australia’s auto
industry? The people!

Who or what inspires you? People who are
‘self-made’ and were prepared to risk it all to
get established.
Your first car? A horrible, brown 1985 Nissan
Pulsar Sedan that blew that much smoke
that you could hardly see the car when it was
running!
What’s the best thing about Australia’s auto
industry? Opportunities aren’t restricted
by age or experience and people who are
prepared to have a go and commit 100% can
forge an amazing and rewarding career. Some
of the most successful people I have met
over the years in this business have built it all
from scratch, which I find really exciting and
motivating.

Pictured: AADA Board Meeting, July 2014
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Keith Thornton

Leigh Smith

Marcus John Birrell

Location Brisbane

Location: Melbourne

Location: Melbourne

Current Occupation: General Manager QNT,
AP Eagers Ltd (2005-)

Current Occupation: Dealer Principal GWS

Current Occupation: Chairman at Birrell
Motors Group

Work History: DP Austral Volkswagen and
Honda (2004-2005), DP at Southside Honda
and Land Rover (2002-2004) previous roles
with Toyota Motor Company Australia,
Honda Australia and Audi Australia
What have you discovered about yourself
over the course of your career? That never
being completely satisfied can actually be a
positive…
What are you passionate about? Harnessing
the incredible talent and ideas amongst the
people I work with to do something new and
better.
Who would like to sit next to when flying
to an overseas destination? I am usually in
economy, so an empty seat is what I pray for!
Who or what inspires you? The many talented
people I get the privilege of working with every
day. Seeing their passion to do things better is
very motivating.
Apple or Android? Apple

Work History: Aside from some previous
experience working with an accounting firm,
my career has centred around the automotive
Industry
What have you discovered about yourself
over the course of your career? Be
determined and keep looking forward.
What are you passionate about? Family

Work History: I worked for nine years at Ford
Motor Company and Ford Motor Credit, then
seven years at City Ford and for the past 20
years I’ve been at Birrell Motors.
What have you discovered about yourself
over the course of your career? That I work
best in situations where I hire good people and
delegate authority

Who would you like to sit next to when
flying to an overseas destination? Ross Perot
– ex director of GM and EDS Computers. He
also ran to be President of the USA.

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

Who or what inspires you? Og Mandino
(inspirational speaker) and Neil Armstrong

Apple or Android? Apple

Apple or Android? Apple

Who or what inspires you? Unselfish people

How do you take your coffee? Black
Your first car? A 1960 Ford Falcon

Your first car? Holden Torana
Footy, golf or cricket? Footy
What’s the best thing about Australia’s auto
industry? It rewards those who work hard and
it always stays interesting

What’s the best thing about Australia’s auto
industry? The never-ending challenge that it
presents.

How do you take your coffee? Milk, sugar and
far too often.
Your first car? Holden Commodore –
great car!
What’s the best thing about Australia’s auto
industry? That it still has so far to go…

Continued next page...

PROFESSIONAL AUTOMOTIVE FRANCHISE LEGAL ADVICE
HELPING YOU MAKE APPROPRIATE, EFFECTIVE BUSINESS DECISIONS WITH CONFIDENCE

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.

crealegal.com.au

Contact Steven Crea on 0411 777 695 or steven@crealegal.com.au for a confidential, obligation free discussion.
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Who would you like to sit next to when
flying to an overseas destination? My wife

Anthony Altomonte

David Russell

Location: Sydney

Location: Darwin

Current Occupation: Managing Director –
Alto Group

Current Occupation: General Sales Manager,
Bridge Toyota & Lexus

Work History: Working in motor dealerships
has made up the past 30 years of my career.

Work History: I’ve spent 30 years in the motor
industry in most roles from a salesperson to
general manager.

What are you passionate about?
Burning Fuel!

What have you discovered about yourself
over the course of your career? Persistence
beats resistance and there is usually a better
way.

Who would you like to sit next to when
flying to an overseas destination? Dick Smith
Apple or Android? Apple

What are you passionate about? Recruitment
and development of young professionals into
the motor industry

How do you take your coffee? Very strong
and white

What are you looking forward to? The
next five years, which I believe will be the
most challenging (and also exciting) for our
industry

Your first car? A bright orange old stock Ford
Meteor L 4 speed with vinyl seats…
Footy, golf or cricket? Rugby!

Who or what inspires you? Real stories about
people who have survived and succeeded
against incredible odds and that demonstrate
the strength of the human spirit... one example
is the story of Joe Simpson in Touching the
Void – a great read!
Apple or Android? Apple
Your first car? HT Holden
Footy, golf or cricket? Golf
What’s the best thing about Australia’s
auto industry? It’s a constantly changing and
challenging environment with the opportunity
for any person or business to succeed –
especially when focusing on the fundamentals
of customer satisfaction.

What’s the best thing about Australia’s auto
industry? No two days are ever the same…

TITAN
BEAT THE RUSH - CALL FOR A FREE DEMONSTRATION TODAY!

MORE INFORMATION AT: WWW.TITANDMS.COM.AU

BRISBANE
P.O Box 513
Kippa-Ring QLD, 4021
Australia

PERTH
1/88 Walters Drive
Herdsman WA, 6017
Australia

Ph:+61 07 3166 9907

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

SYDNEY
Private Box 30,
12 Phillip Mall, Kendall St
West Pymble NSW, 2073
Australia
Ph:+61 02 9016 4139

Titan DMS
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JOIN THE DIGITAL DEALER
CONFERENCE & EXPO!
Tickets for the 18th Digital Dealer Conference & Exposition
are going fast – and it’s little wonder why.

H

osted in Tampa, Florida, the Expo brings together the
industry’s largest collection of thought leaders, including
dealership peers, fixed operations specialists, pre-owned
gurus, social media experts, leading trainers, consultants and
executives over three career-changing days.
With an increasing focus on digital marketing, this year the Expo
will provide over 100 enlightening sessions on the latest in digital
technology – all designed to help you sell and service more vehicles,
with better profit.
Beginning on 21 April 2015 and ending on April 23, topics up for
discussion will include effective SEO strategies, digital marketing,
mobile advertising, CRM, sales strategies, social media, fixed
operations and more.
Australian Dealers interested in attending the Expo and learning
about the most effective digital business strategies, have an
outstanding opportunity to attend next year’s Expo with boutique
corporate travel agents, Corporate Blue.
For a limited time, Corporate Blue is offering packaged deals for
Dealers wanting to attend the Expo, including flights, transfers,
accommodation, entertainment and more.
To make an enquiry or find out more about this excellent
opportunity contact Terence Harris at terence@corporateblue.
com.au or Kate Thomas at kate@corporateblue.com.au or call
9578 6555.

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

Call us today on 1300 888 311
www.liberty.com.au
Approved applicants only. Lending criteria applies. Liberty Financial Pty Ltd ABN 55 077 248 983 Australian Credit Licence 286596.

automotivedealer.com.au | DECEMBER 2014 | 53

ADVERTISE IN AUSTRALIA’S PREMIER PUBLICATION FOR AUTO DEALERS

MEMBER
BENEFITS
AS THE AADA CONTINUES TO GROW
FROM STRENGTH TO STRENGTH,
THE BENEFITS OF BECOMING A MEMBER
HAVE NEVER LOOKED BETTER!

Why become a AADA member?
Join over 1000 franchised dealerships whose interests are being
actively promoted, protected and advanced every day
Benefit from exclusive representation – AADA does not represent allied
industries and is governed by new car dealers for new car dealers
Lend your voice to AADA’s policy campaigns and
help shape the future of our industry
Leverage the voice of your Dealer Council and access
the Association to address and resolve issues
Stay up-to-date and involved with industry news, events and outstanding
opportunities through the AADA’s communication network
Protect the profitability of your business by backing an
Association that truly advocates for Dealers
With a larger membership base AADA will have greater resources to improve our industry,
including influencing current and proposed legislation at both a State and Federal level. Whilst
we have big plans for future dealership advocacy – we need your help to continue our work!
Become a member of the AADA right now and encourage your peers to do
the same – and here’s to a fantastic future for Dealers in Australia!

Go to aada.asn.au/aada-membership to join.
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POLICY MATTERS
In a short space of time, the AADA has brought a number of important policy matters to the
attention of Government, media and the wider community. Here’s a brief timeline looking at what’s
been achieved as well as upcoming challenges and strategies:
Start Date

End Date

Jul-14
Feb-14

Jan-14

Ongoing

Ongoing

Topic

Key Issue/s

Desired Outcome

Franchise Agreement

Review of standard agreement by HWLE
Lawyers

Model franchise agreement clauses

Productivity Commission Report: Australia’s
Automotive Manufacturing Industry

Removal of barriers to importation of 2nd
hand vehicles

AADA submission lodged

Report to Government on 31 March 2014 not
released

Consideration of advocacy strategy

Review of Motor Vehicle Standards Act 1989

Review of options paper when released to
identify key issues

AADA Strategy

Harmonisation of ADR’s with international
standards

AADA Submission to be lodged by 20 October

Options paper to be released September

AADA appeared before PC hearing in
Melbourne
Government Response 26 August

Board Consideration

Importation of 2nd hand vehicles
May-14

Ongoing

Dealer Operational issues

Review issues

Address dealer concerns

Determine course of action
Nov-12

Ongoing

Sharing of repair information in automotive
industry

Finalisation of FCAI Code of Practice and
Automotive Industry Agreement on Access
to Service and Repair Information for Motor
Vehicles by August 2014

Finalisation of FCAI Code of Practice

Amendments to Franchising Code and
Competition and Consumer Act effective 1
Jan 2015

Review of proposed legislation
- obligation to act in good faith
- significant capital expenditure

AADA submission lodged 30 April 2014 to
Minister for Small Business

10 June
2014

Competition Policy Review

Review of issues paper and lodgement of
submission by 10 June 2014

Address dealer concerns with current
legislation

Ongoing

Submission to be lodged by 10 June 2014

Ongoing

Extending unfair contract term protections
to small business

Commonwealth Consumer Affairs Advisory
Council

Automotive Industry Agreement
Ongoing review of compliance

Final report Nov 2012
Apr-14

Apr-14

May-14

Ongoing

Issues paper released 14 April 2014

AADA submission lodged 16 June
Unfair contract terms
Definition of “small business”
B2B contracts
Submission to be lodged by 1 August 2014

Jul-14

Ongoing

Financial system inquiry

Abolition of LCT and issues of concern to
dealers

Lodgement of submission to white paper

Statutory review of Personal Property
Securities Act 2009

Dealer concerns with operation of Act

Address dealer concerns

Producivity Commission study

Review of interim report

Address dealer concerns about cost
competitiveness

Review of Australia’s tax system

6 June
2014

Dealer to be considered to be a small
business
Address dealer concerns

Tax white paper
Apr-14

Dealer accorded protection of unfair
contract terms applying to consumers

Identification of issues from review of
interim report

Interim report due mid year
2014/15

Review of final legislation

Ongoing
Apr-14

Oct-14

Relative costs of doing business in Australia
in retail trade industry
Interim report released 6 June 2014
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NEW YEAR, NEW CONVENTION
Australian Dealers Get Ready: The prestigious AADA National Dealer Convention
is set to return in 2015, reinvented and brimming with new opportunity

T

he AADA National Dealer Convention is
as important to the retail auto industry as
tyres on a car, and in 2015 the esteemed
Convention will return in a completely
reimagined format.

When and where is it?
The 2015 AADA National Dealer Convention
will take place in Melbourne at the Melbourne
Convention and Exhibition Centre over two
exciting days between August 11-12. This
will be the first time the AADA has used this
venue, which offers prime CBD positioning
and world-class facilities.

What’s new?
Whilst Dealers can still expect to emerge from
the Convention with skills, knowledge and
inspiration to achieve exceptional business
results, the format and focus of the Convention
is changing.
The program construction is well underway
and will be crafted around three strategic areas:
Dealership Operations, Policy & Advocacy
and Future Industry Outlook.
These key areas will focus on how dealerships,
the industry and OEM relationships will look
when Australian motor vehicle manufacturing
ends in 2017. Indeed, there’s no doubt that the
business landscape for Dealers is changing
and threats to profitability through inevitable
shifts in the auto industry and economy are
very real.
Accordingly, the AADA is designing its
2015 Convention program to combat these
challenges head-on.

What will the Convention cover?
In the lead up to the Convention, Dealers will
be asked to participate in a wide and farreaching survey covering Dealer confidence,
OEM relations and Government policy.
Dealership Operations sessions will take a
detailed look at key profit centres, particularly

the used car business and the challenge of
customer retention.
The used car department is a key function of
a successful dealership and its ability to meet
new car targets. However, it’s often pushed
down the priority list from the perspective of
OEMs.
‘Success in used car sales will strengthen every
Dealer business’ says AADA CEO Patrick
Tessier.

‘The Association understands
that there are many threats
today to this area of the
dealership business. The
internet has changed the
automotive world and made
car research for purchase
much easier for the consumer.
Unless we return this area of
our business to a focus point,
Dealers will be weakened.’
The issues of customer retention and
protecting aftermarket operations will also be
a new and important focus.
Today, many non-dealer businesses are
targeting and re-targeting the customers that
Dealers create. Key internet sites are expanding
their businesses to provide more than just a car
inventory, putting many Dealers at risk.
Meanwhile, finance, insurance and parts are
all under constant attack and the AADA is
currently fighting on many fronts to ensure
that campaigns disguised as debates on Right
To Repair don’t disadvantage Dealer interests
in parts sales.
The Convention will assist Dealers identify
where threats like these are coming from and
the motives behind them.
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Of course, as in previous years, the Convention
will also bring together an exceptional
group of local and international speakers –
including automotive and marketing experts,
motivational speakers and public personalities,
who’ll share their unique insights and stories.

The Convention Symposium
The 2015 AADA National Dealer Convention
will begin with a Dealer-only symposium,
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 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 invited keynote speaker for the
Symposium is NADA 2015 Chairman, Bill
Fox.
The Symposium will be preceded by a series
of Franchise Dealer Meetings – another
Convention first. OEMs and their Dealers
will meet prior to the Symposium and work
through structured agendas on policy and
OEM-designated matters. The AADA will
work closely with FCAI to develop the format
in which these franchise dealer meetings will
take place.

Attending the Convention
All Australian Dealers, no matter their size or
location, can benefit from the AADA National
Dealer Convention and it really is the most
opportune time to network with peers and
improve the success of your business.
So make sure you mark August 11-12, 2015
in your calendar and look out for more details
on attending the reinvented Convention in the
next issue of Automotive Dealer.
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CAN YOU HANDLE THE HOLIDAYS?
The end of the year presents a number of unique challenges for automotive dealerships – but plenty
of opportunity too. Here’s a survival guide to help you make the most of this year’s silly season.

DON’T LET FRINGE BENEFITS TAX RUIN THE PARTY
Dealers need to ensure they’re being compliant with Fringe Benefits Tax, particularly over the
holiday season where potential fringe benefits arise.

D

ealers providing certain benefits to
their employees throughout the year,
including over Christmas and the New
Year period should be aware of Fringe Benefits
Tax.

coming months and so it’s important to be
aware of your responsibilities.

Fringe Benefits Tax, or FBT, is paid by
employers on specific benefits they provide
their employees and even their associates.
It’s separate from income tax and works on a
different calendar too.

•

Unlike the financial year which runs from July
1 to June 30, the FBT year spans from April 1
to March 31.
Providing your employees with end of year
entertainment, including food, drink or
recreational activities is one example of a
benefit that may require you to pay FBT. This
is something that many Dealers will do in the

Other examples of benefits received by
employees that can attract FBT include:
Paying an employee’s private health
insurance

•

Giving an employee an interest free loan

•

Allowing employees to use work vehicles
for private purposes

•

Covering non-business expenses of
employees

Employer Responsibilities
Employers have a responsibility to record
all fringe benefits provided to individual
employees.

What’s more, you should understand the
difference between included (and exempt)
benefits, when to report fringe benefits on
your employees’ payment summaries and how
to calculate the amount of FBT you have
to pay.
Benefits provided to contractors and
volunteers are generally not included in FBT.
Also, employers are usually able to claim an
income tax deduction for the cost of providing
the fringe benefits and for the FBT they pay.
Like all matters pertaining to the Australian
Taxation Office, ultimately compliance is the
order of the day. Dealerships that are aware of
their FBT responsibilities (and comply with
them) will avoid penalty.
To find out more about FBT get in touch with
your professional accounting advisors.
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CLEAR YOUR STOCK AND
HAVE A HAPPY NEW YEAR!
Every Dealer knows that on December 31, stock in the car yard
instantly drops in value – use these tips to help move your
inventory before the clock strikes 12.
2. Capitalise on the service
department
Many of your customers will be preparing
road trips in the holiday season; some will
make plans to visit family and others will be
attempting to get away from them. Whatever
the motivation, now is the time when more of
your customers will be using their cars for long
distance travel. Before they do that, remind
them to visit your business to service their car,
get their air-conditioner re-gassed or to receive
a general safety check before they set off.

P

erhaps one of the greatest pressures
Dealers face is the need to clear as much
of their inventory as possible before
the dawn of each New Year (and the ensuing
depreciation to vehicles left in the car yard).
Fortunately, there are a number of strategies
Dealers can use to help their business reach
more people and move more stock:.

The average dealership service department
is visited by at least 15 customers every day.
That’s 90 people a week and 360 per month.
These numbers are likely to be even greater in
the lead up to the New Year.
Are you taking every opportunity to market
to these customers? Are you sharing your new
and used car specials with them, or have you
in place an appropriate referral incentive?
Service customers will help you move your
inventory; you’ve just got to show them how.

Keep your business moving

3. Host a 3 Day Sale

Consistently moving the stock in your
dealership around may be one of the
most basic concepts, but it’s often the
most forgotten. Refreshing your displays,
featuring used car specials and changing
the promotional signage on your business
captures the attention of the hundreds (maybe
even thousands) of people who pass by
every week. Consistently shifting your stock
displays makes your business appear alive and
successful, and have no doubt your efforts will
be noticed.

Many consumers expect they’ll be able to pay
less for a car from a dealership in the lead
up to the New Year. Capitalise on this and
host a 3 day sales event for your business.
When we say ‘3 day sale’ we don’t mean a
couple of balloons stuck to the gates of your
business. Instead, consider investing in a
multi-faceted advertising strategy for your
business, targeting customers digitally, through
the media and in the press. Think of a theme
for your sale and make sure this is clearly
communicated in all of your advertising
efforts. What’s more, ensure you offer genuine
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savings or incentives that customers will see as
worthwhile.
A targeted, well-thought out strategy can help
you shift 20, 30 or even 40+ cars in a very
short time.

4. Offer An Incentive
If you can’t invest in a 3 day sale, advertise
a special incentive on new and used cars to
see out the remainder of the year. This could
be anything from an extended warranty,
to something as simple as a free shopping
voucher or service.
Arming your dealership and sales team with
something extra to add value to customer
purchases can help get those crucial final sales
over the line.

5. Don’t Disappear
The arrival of the holiday season, particularly
the final weeks of December, is no excuse to
disappear from your customers’ sights. In fact,
Christmas, Boxing Day and New Year’s Day
in particular, provide a terrific opportunity
to reach out to your database. Whether it’s
through email marketing, social media, or the
good old letter box, don’t stop your marketing
efforts. This may not be the time to advertise
a run-out deal, but why not take the time to
thank your customers for their support and
share your business plans for 2015?
Keeping your dealership front of mind is a
full time job and those who take the time to
communicate with customers throughout the
holiday season will benefit from better sales
results.
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MTAA SUPER CELEBRATES
25 YEAR MILESTONE
This year MTAA Super, the industry-superannuation fund for
the motor trades and allied industries, celebrates 25 years of operation.

L

ike any major Fund, MTAA Super
has experienced its ups and downs,
but overall , it celebrates 25 years in
an excellent position, with over 265,000
members, more than $7.5 billion in funds
under management and a strong investor in
Australian infrastructure
According to CEO Leeanne Turner, MTAA
Super’s growth and success can be attributed
largely to two major factors. The first is ‘an
ethos of innovation in responding to members’
needs’ and the second is the fund’s ‘strong
and instinctive alignment to the automotive
industry.’
It’s the automotive industry in fact that’s
helped MTAA Super develop into the national
powerhouse it is today. The Fund grew out
of the automotive industry and retains a very
close partnership with it.
Since the Fund was established in 1989,
it’s seen the impacts of globalisation,
rapid technology advances, changing
skill requirements and shifting consumer
behaviours continually re-shape the auto
industry. Unlike 25 years ago, there are now
over 50 different automotive professions and
many face skills shortages. In response to this,
MTAA Super launched its Pathways program
in the 2013/14 financial year. The unique
program helps to celebrate and educate the
broader public about the diverse career paths
available in the auto industry.
Other initiatives, such as its sponsorship of the
V8 Supercar series, and the Apprentice of the
Year Awards have also helped MTAA Super
stay connected with the auto industry and
encourage the next generation to pursue the
wealth of opportunities it provides.
MTAA Super is also behind awareness
programs such as its flagship ‘readthesigns’
initiative with Lifefline Australia which helps

MTAA Super Chairman John Brumby and CEO Leeanne Turner

combat mental illness and suicide –in the auto
industry. ‘It is critical that we strongly support
and promote our industry as it undergoes
major changes, both the difficult changes
that have come with the winding down of
car manufacturing in Australia, as well as the
positive opportunities that exist in an industry
that is being transformed by technology and
innovation,’ said Ms Turner.

innovating in its sector and provide members
with positive outcomes, as Ms Turner points
out:

Looking ahead, the future seems bright
for MTAA Super which plans to continue

For more information about MTAA Super,
visit mtaasuper.com.au.

‘There is a wealth of opportunity to further
connect superannuation savings and
investment in infrastructure and to make some
huge inroads in addressing our infrastructure
backlog.’
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DO YOU KNOW YOUR FINANCE
AND INSURANCE OBLIGATIONS?
Are you really aware of what’s taking place in your F&I office?
Are you familiar with the consequences of F&I Managers not following critical guidelines?
Marc Brien
Fusion Business
Solutions

A

s part of the responsibilities that come
with the role of Dealer Principal, being
personally liable for malpractice in your
F&I office should be high on your priority
list. There is a real risk of substantial fines
and possible jail terms for F&I operators (and
Dealer Principals) who break or ignore the
rules.
Indeed, ignorance on your part or that of your
Business Manager can have a major impact on
your life and business. So what precautions
can you take to safeguard yourself against
infringements?
Below is a summary of key regulatory
requirements that you should be aware of:

The Financial Services Industry
The rules governing the Financial Services
Industry are broadly demarcated by three
sectors:
•

•

•

Guidelines: The general rules or
principles about what is (and what isn’t)
allowed, and why
Procedures: The established or official
ways of doing something, designed to
help you stay within the law
Legislation: The laws governing the
practices within the Financial Services
Industry

There are more than a dozen Acts, Codes,
Guidelines and Regulations that affect the sale
of F&I in a dealership. The Business Manager
who handles customers must have adequate
and up-to-date training on what these are to
operate within the guidelines.

Dealer Principals should leverage on
technology to help monitor the activities of
their F&I saleperson within the dealership.
Systems such as Op2ma’s Finance Accelerator,
should be capable of doing the following
effectively and efficiently:

As a Dealer Principal, your obligations are
covered by a wide range of legislations,
including:

•

Aggregate and monitor operational
processes to identify issues

•

Combine in-office audits with frequent
observations of the behaviour and
activities of Business Managers or your
F&I operations

•

Include a standard set of procedures
and policies for Business Managers, and
ensure that they adhere to them

•

The failure to meet NCCP guidelines
could lead to hefty compensation for the
customer, avoidance of contracts, and
enforceable undertakings such as:

•

Fines of up to $220,000 for individuals
and $1,000,000 for companies with up to
two years imprisonment for accountable
staff

•

Civil penalties of up to $500,000 for each
breach

The main considerations arising out of these
legislations are outlined below:

•

Anyone who aids or abets an offence,
whether directly or indirectly, can also
be fined

National Consumer Credit
Protection Act (NCCP)

•

Serious breaches also put the Financiers’
credit license at risk

•

NCCP - National Consumer Credit
Protection Act

•

Privacy Act

•

AML/CTF - (Anti-Money Laundering
and Counter-Terrorism Financing
Act 2006)

•

PPS - Personal Property
Securities Register

•

FSRA - The Financial Services
Reform Act

Knowing these, and how they can affect your
dealership, is an important part of your role
as Dealer Principal. It will assist you to stay
in control of your F&I operations, and help
prevent illegal actions and bad practices.

The NCCP covers credit protection for
personal, household/domestic and residential
investment purposes. The Act serves to
introduce the concept of ‘responsible lending’
to those who sell F&I to their customers, and
the subsequent civil and criminal penalties
when there are breaches.
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Privacy Act
The Privacy Act essentially serves to protect
the privacy of consumers, and covers all areas
of information relating to people and what
is done with information about them. It is
put in place to ensure that businesses do not

abuse or misuse the personal information of
their customers gathered in the course of a
transaction.
Essentially, the underlining principle is
that when you collect information from
your customers, you are responsible for the
following:
•

How the information is collected

•

What information is collected

•

How the information is used

•

How and where the information is stored

•

Who has access to the information

•

How personal information is updated

Fines relating to breaches of the Privacy Act
vary depending on severity. These can be up
to $220,000 for individuals and $1,000,000 for
companies.

Anti-Money Laundering and
Counter-Terrorism Financing
Act 2006 (AML/CTF)
This act was put in place to prevent the
proceeds of crime and other illegal activity
from entering or being passed through the
Australian financial system. It is designed
to identify, mitigate and manage money
laundering and terrorism financing risk by
detailing the requirements for customer
identification.
The AML/CTF Act imposes a number of
obligations on reporting entities when they
provide designated services:
•

Customer identification and the
verification of identity

•

Record-keeping

•

Establishing and maintaining an AML/
CTF program

•

Ongoing due diligence and reporting
(suspicious matters, threshold
transactions and international funds
transfer instructions)

Due to the possible international effect of these
laws, there are both civil and criminal penalties
for all involved. Criminal offences include
imprisonment for up to 10 years and fines of
up to $1,100,000. Civil penalties can be up to

$2,200,000 for individuals and $11,000,000 for
Companies.

financial service providers. The key objective
is to increase the level of compliance and
competency in the financial service industry.

Personal Property Securities
Register (PPS)

The FSRA covers issues such as pressuring
customers to buy insurance, maximising
commissions to Dealerships, and providing a
standard dispute resolution process. The risk
of a breach occurs when a Business Manager
offers the customer advice.

The legislation that established PPS reform
is the Personal Property Securities Act 2009.
The PPS Register is administered by the PPS
Registrar, whose office is within the Insolvency
and Trustee Service Australia (ITSA). The
Register is the central part of PPS reform.
A search on the PPS Register will enable
a consumer to find out whether there is a
security interest registered against personal
property that is over $5,000 - including boats,
cars, artwork, collectables, etc.

The Financial Services Reform
Act (FSRA)
The Financial Services Reform Act (FSRA)
is a Federal legislation introduced to bring
various financial services and products under
one licensing regime. It introduces a new
disclosure regime for most financial products
and establishes a standard of conduct for

Conclusion
The extensive knowledge necessary to be
compliant with legislation relating to a
dealership can be overwhelming for a Dealer
Principal, but not knowing it inevitably
increases the risk of breaches that can lead to
hassles, fines and even jail terms.
Whilst installing F&I Managers that are
trained and trustworthy reduces risk, having
a good handle on what goes on daily within
your F&I office begins with knowing what
to look out for and how to manage it – this
will minimise your exposure to lawsuits and
penalties.
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9 TIPS FOR A MORE PROFITABLE WEBSITE
How many websites have you visited lately that are just downright awful?
3. Write for the web, not a novel

Steven Smith & Aaron Street

People don’t read web pages like they would
a book. In fact, most people only read about
25% of the text on a page. Keep sentences short
and write in plain English. The use of bulletpoint lists and links to other pages to make
information easy to scan is a good idea.

KPMG Automotive Service Team

T

oo many words, too much scrolling,
clashing colours, confusing messages –
they not only look bad, but the worst part
is they stop customers from doing business
with the company.
If you’ve got a website, take a moment to
consider its effectiveness. Has it got a clear
message, is it user friendly and are you driving
traffic to the right places?
Here are nine top tips for improving your
website and making it easy for customers to do
business with you online:

1. It’s about the customer,
not you
Design your website and organise the content
for the target audience – not for you. Make
section names and headings meaningful and
use terms that your clients and customers use
when asking about your products or services.

2. Keep it simple

6. Always let users know
where they are in the site
Give each page a clear heading and make the
hierarchy of headings clear. Show users the
path they took to get where they are and allow
them to retrace their steps. Provide a Home
button and a link to the sitemap on every page.

4. Make it Google-friendly

7. Don’t hide your message

Since more users will find your website
through Google than any other method,
compose each page so that it is easily indexed
and ranked highly by Google. Page titles and
headings should match the most popular key
words users are searching and this should also
be repeated in the body of the page. Each page
should have a word count of at least 250 words,
if possible, and avoid writing in a contrived
style intended to trick Google into ranking
a page.

If the purpose of your website is to sell a
product, or to have consumers book a service
or make an enquiry - don’t hide this request.
Place a shopping-cart or telephone icon in an
obvious place on the page and make sure it
stands out.

Remember: Google indexes individual web
pages, so every page of your website is a
potential landing page for customers following
a link form a Google search.

5. Less clicks is more
Keep the number of mouse clicks to important
information as minimal as possible. Users
should be able to find information or purchase
your products and services without getting lost
amongst your webpages – aim for a maximum
of three clicks. Providing a site search function
and a sitemap is also recommended.

Allow for plenty of white space on each page
and always choose functionality over looks
when the two are clashing. Don’t place too
many elements on any one page and don’t
distract users with flashing signs and rotating
banners unless you know that’s what
they want.
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8. Make social media and
interactive features easy to use
If providing links to Facebook, Twitter,
YouTube etc. make sure they are easy to use.
Avoid making users download programs to
make them work. Also, any forms, PDFs,
hyperlinks, shopping-carts and subscription
features should be easy for your target
audience to use/access.

9. It’s a work in progress –
so keep updating
Once your website is published continually look
over it to ensure that it is up-to-date. Refresh
images, text and links so that repeat visitors get
something new every time they visit.

SWANN: PROVIDING
INSURANCE TO OVER 750,000
AUSTRALIANS SINCE 1956.
Proudly Australian owned
and operated, and part of
one of Australia’s largest
general insurance groups, the
Insurance Australia Group, we
provide protection to motorists
throughout Australia with our
tailored yet comprehensive range
of personal insurance products
ofering a variety of policy options
to suit individual needs.
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• Motor Vehicle Insurance
• Loan Protection Insurance
• Business Use Loan
Protection Insurance
• Tyre & Rim Insurance
• Gapcover Insurance
• Purchase Price
Protection Insurance
• Novated Lease Insurance
• Extended Motor Vehicle Warranty
If you’re interested in growing your Insurance business, please call us on 03 9279 5221
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