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Welcome to the fifth issue of Profitable Products.

The last six months have been somewhat turbulent with the Brexit vote shock, 
and, more recently, the upset in the USA election. Despite your views on the 
outcomes, one thing is for sure, the world is set to become a different place to 
what it was just 6 months ago.

The impact on the automotive retail trade is yet to be realised, but what we can 
be sure of, is that pretty much all sectors of the commercial world will have some 
readjustments to make, what they are and to what degree is yet to be determined. 

Irrespective of the uncertainties the future may or may not hold, when running 
your business it needs to be steady as she goes, keeping a keen eye on how your 
business is running and a key watch on your profit centres.

Profitable Products, whilst aiming to provide a good read, also offers you the 
opportunity to be exposed to a range of suppliers who have unique experience in 
serving the automotive retail trade.

Whether dealing with I.T solutions or workshop lubricants it’s always a great 
benefit to deal with businesses who understand your business. To that end, we 
can vouch for all our advertisers, in that they all have the rungs on board when 
dealing with automotive Dealers. 

On the general story front, we have a few retrospective reviews on various cars, 
a few stories and pointers on sales and marketing, a couple of articles detailing 
the state of the automotive industry both locally and around the world and some 
general interest pieces.

Until the next issue I hope sales exceed expectations and all the best for 
Christmas and the New Year.

The Editor
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With technology leading us to buy 
more and more items online, are 
we looking at a future where the car 

dealership, as we know it, may become a thing 
of the past?

Certainly today the internet is an essential 
tool, providing potential customers with the 
opportunity to check pricing, learn about 
car features and arrive at the dealership fully 
informed, knowing what they want and how 
much they are willing to pay for it. 

The upside of the web, of course, is that it 
also provides excellent opportunities for 
dealerships to market themselves and reach 
a massive number of potential customers at 

a relatively low cost compared to traditional 
media. The web effectively provides an 
enhancement to the existing sales model.

So, as it stands, the showroom experience has 
become ‘virtual’ to a certain number of clients, 
in that it provides a lot of the information 
that would traditionally be provided by a 
dealership. 

The next great leap, of course, is actually 
buying a car online. Whilst car sites are out 
there and effectively provide the buyer with 
access to car sellers, the sites are currently 
being used as a conduit to allow a traditional 
sale to take place, either via a private sale or 
through a dealership.

A traditional aspect of a car sale has always 
been the test drive – something the majority of 
buyers enjoy. However, technology is available 
for dealerships to provide virtual reality test 
drives, where a customer can wear a special 
headset and take a car for a ‘drive’. 

These can be set up in pop-up shops in 
shopping centres and other public, easily 
accessed locations, without the need for a full-
blown dealership. In the USA this is already 
happening, but whether it gains traction is yet 
to be seen. If successful there it won’t be long 
before it finds its way to Australia.

VIRTUAL SHOWROOMS - 
ARE THEY THE REAL THING?

PROFITABLE PRODUCTS     
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Make yourself  irresistible 
with our new Dealer 
Destination Pages.

MORE 

Stand out from the rest and showcase your brand even better with  
features like virtual dealership tours and instant service booking. 

Why let the competition get the scoop?
Ask your account manager about Dealer Destination Pages 

The next obvious step from the online test 
drive is the online purchase. The technology is, 
of course, already set up and waiting. It is now 
just a matter of customers being comfortable 
with making a car purchase online and 
whether an online/’virtual’ test drive will 
suffice. 

The online buying process for a pair of $30 
shoes is fully scalable up to a $30,000 purchase; 
all the mechanisms and procedures are in 
place. It all comes down to the customer’s 
comfort and familiarity with the process. On 
this the jury is still out.

So before car salesmen hang up their suits 
and ties, it may well be that the traditional car 
dealership model is something we are not yet 
ready to give up – at least for the time being.

PROFITABLE PRODUCTS     
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With 95% of consumers searching 
online before making a purchase 
and 53% searching for businesses 

every month, how important is your online 
reputation? In BrightLocal’s 2016 survey, 60% 
of respondents say negative reviews cause 
them to question a business’ quality.

We would say VERY!

Whilst we can find no concrete data on what 
it actually costs a business, a recent Harvard 
Business School study by Michael Luca 
showed a very interesting statistic: “A one star 
increase in rating can lead to a 5%-9% increase 
in revenue”.

One would assume that this increase would 
come at the expense of businesses with lesser 
ratings and/or bad reviews.

A recent BigThinkingOnline survey showed 
that even referred business is susceptible to 
bad reviews, with 87% of people surveyed 
saying that after being referred to a business 
they then seek further information through 
online research.
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How many times have you used the internet to find / search for a 
local business in the last 12 months?

Source: Brightlocal
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REFLECTING ON 10  
ICONIC AUSTRALIAN CARS

The EH Holden was a great leap forward over the previous EK as, 
indeed, it needed to be with both Ford and Chrysler snapping at 
Holden’s heels. Some claim the EH was the best Holden ever, with simple 
styling and the new red engine giving the car sprightly performance for 
its day. Well-built and rugged, the car sold well and if the factory could 
have made more, they would all have sold!

HOLDEN HK MONARO 1968
The Holden Monaro was Australia’s answer to the American Mustang 
or Camaro. Neat two door styling combined with a small block V8 
were a match made in heaven, helping Holden to its first ever win at 
the famous Bathurst race in 1968.The Monaro was such an iconic name 
in Australian auto circles that in the 2000s it was revived as a modern 
interpretation of the classic coupe.

FORD UTE 1933
Whether it was the world’s first utility or not is open to conjecture, 
but most Australians are happy to make the claim. The story of the 
Gippsland farmer who wanted a car to work in through the week 
and drive to church on Sunday has become part of our folklore. The 
modified 1933 coupe went into production in 1934 – and utes have been 
part of Australia’s collective psyche ever since.

It goes without saying that the first Holden belongs on the list. The 
vehicle was based on an obsolete American GM design and hardly 
set the world on fire with its agricultural engineering and meagre 
performance, but it was seen as our first car and the public fell in love 
with its rugged good looks and reliability. It went on to become the FJ – 
the car that came to exemplify the 1950s in Australia. 

FALCON GTHO PHASE 3 1971

In a mere 9 years the local Ford Falcon had gone from a meek 
family saloon to a world beating super saloon. While the 1967 XR 
series made a huge impact both on the track and in the hearts of 

local rev-heads, it was the 1971 Phase 3 that cemented Australia’s 
love affair with the V8 which continues to this day. If recent auction 
prices are an indicator of status this surely must be the most iconic 
car we have ever produced, with prices fetching over $750,000.With 
close to 380 bhp on offer, the car was always going to be a handful 
for the lucky few who got their hands on one.

EH HOLDEN 1963 FX HOLDEN 1948
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With Ford finishing up local production last month and Holden and Toyota to finish up soon, we felt 
it opportune to have a reflective look at some of the highlights, hits and misses of the Australian 

automotive industry over the last 80 or so years. A list like this is always subjective, but we feel we 
have hit the mark with cars that were either the first or last of their kind, made a social impact or 

were of special interest.

CHRYSLER CHARGER 1971R SERIES VALIANT 1962
To put a dent on the unrelenting sales of Holden, both Ford with 
the Falcon and Chrysler with the R Series Valiant challenged the 
local favourite. The Valiant had American style, offering superior 
performance and similar features to the EK Holden at a similar price. 
The legendary slant six motor was rugged and powerful in its day, with 
145 bhp on hand. Handling was not a strong point, but this was not front 
of mind for consumers in 1962.

HOLDEN TORANA SLR 5000 1974
The old trick of putting a massive six or V8 engine in a car basically 
designed for a 4 cylinder can be fraught with danger. Six cylinder 
versions of the Cortina, Centura and even the much maligned Morris 
Marina proved terrible, creating unwieldy cars that handled dangerously. 
Holden, however, made it work with the Torana SLR 5000 which, whilst 
a handful with its 5 litre lump of a V8, went on to be successful on the 
race track and the dream of every boy racer in the 1970s.

HOLDEN MALOO 2016
Over the past 80 years the ute has developed from a farmer’s workhorse 
to an aspirational driver’s car. High performance V8 power and super 
car performance are combined with eye catching looks and striking 
paintwork, effectively making the Maloo a modern interpretation of a 
sports coupe – one with the capacity of a workhorse.

With Chrysler sales struggling against the other big two – Holden and 
Ford – they needed to do something. That ‘something’ came in the shape 
of the Charger. Built on a shortened Valiant wheelbase the sporty coupe 
was supported by a catchy ‘Hey Charger’ advertising campaign and soon 
become the best-selling model in the range. A valiant (excuse the pun) 
effort at Bathurst gave the Holden/Ford stranglehold a fright in the early 
1970s. Needless to say the car’s success contributed to keeping the Chrysler 
brand in the Australian market a few years longer than it otherwise would.

LEYLAND P76 1973

An unexpected entry here and a somewhat sad one. The British manufacturers had 
varying degrees of success since achieving market leadership in the immediate 
post-war years. In particular the smaller offerings, such as the Morris Minor, Mini 

and Austin A30, did well in their market niche. However the lion’s share of the market was 
in full-size Australian saloons. Half-hearted attempts with slightly modified British cars 
such as the Austin Freeway were a failure. The P76 was designed from the ground up for 
Australia. A choice of a six cylinder or the excellent Rover-sourced 4.4 litre V8 were up 
to the task, as was the engineering, which out-specified the locals. Despite a Wheels ‘Car 
of the Year’ award, it was let down by poor build quality, industrial issues and somewhat 
polarising looks. The car ceased manufacture after a mere two years.

PROFITABLE PRODUCTS     
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With GMH, Ford and Toyota recently 
departing or about to depart the 
local market the question arises 

whether Australia will ever have an automotive 
manufacturing industry again.

As it stands, the only automotive 
manufacturers still surviving in Australia after 
2017 will be truck companies Kenworth, Iveco 
and Mack. All three of these still produce 
semis for the local market, all based primarily 

on overseas models and using imported 
engines. Whilst effective at what they do, they 
are not really in a position nor do they have 
the expertise or desire to produce cars.

As a comparison it’s interesting to look at the 
British motor industry, which once occupied 
the world’s number two manufacturer spot but 
is now number 13 in the world.

The UK industry went through massive 
turmoil in the ‘70s and ’80s. Many of its key 

players, and iconic brands such as Morris, 
Austin, Hillman, Humber and Triumph, 
to name a few, were consigned to history 
despite, in many cases, the merits of the cars 
themselves.

The reasons behind this are a combination 
of bad management, lack of investment and 
industrial issues. In particular, the massive, 
badly-managed conglomerate British Leyland 
had, due to its merger history, a number of 
brands that were in direct competition with 
each other. The company had also become 
unmanageable; a political, bickering mess that 
resulted ultimately in the collapse and split-up 
of the entire company.

Despite this, however, the British car industry 
survived. Foreign investment saw value in 
some of the iconic brands and companies 
such as Ford, BMW and VW, and invested 
in Jaguar, MINI, Aston Martin, Bentley and 
Rolls-Royce. Additionally, both Ford and GM 
continued production and filled the market 
gap left by the failing British Leyland.

Your Proven Vehicle Disposal Partners  
Unlocking Value for over 25 years

• Over 1,500 vehicles sold each month
•  National online marketplace to sell your vehicles
• 24 hours, 7 days a week exposure
• Over 90% clearance rate
•   National commercial &   

luxury sale calendar
•  120,000+ visitors each month  

to auto auction pages

To find out how we can tailor a 
solution for you, contact  

Michael Bray on 0407 867 082 or  
email michaelb@grays.com.au

www.graysonline.com

AUTOMOTIVE MANUFACTURING IN AUSTRALIA- 
CAN WE EVER MAKE A COMEBACK?
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The other area where the UK industry continued with some success is in the niche manufacturing 
sector. Brands such as Morgan, TVR, Bristol and AC carried on regardless, in the time-honoured 
British tradition. All these companies produced sports cars in tiny quantities, but still flew the flag 
for local manufacturers and ownership.

In Australia during the ‘60s and ’70s we too had a small niche sports car industry, with the likes 
of the Purvis Eureka, Bolwell, Lightburn and even the iconic Goggomobil Dart providing cars – 
albeit in small quantities – to those wanting something different from the run of the mill. Due, 
however, to lack of investment, strict engineering requirements and being squeezed out by the 
bigger players, these too have been consigned to history.

Perhaps this is an area where we may once again shine in the future: producing small run 
speciality cars for buyers are after something that little bit unique: an Australian-produced car.

PH 1800 1800 13      

www.fuchs.com.au

10,000 Lubrication Products
4,800 Highly Qualified Employees 
100% Focused

Fuchs, the world’s largest independent lubricants 

manufacturer design and supply innovative lubricating 

products and bespoke support packages. 

German Technology developed  

for Australian conditions.

LUBRICANTS.
TECHNOLOGY.

PEOPLE.

Purvis Eureka
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The old adage that “you can’t really sell 
something to someone; all you can do 
is educate them” has taken a new twist. 

Thanks to the internet, the consumer of today 
is the most educated in history.

Gone are the days when the customer walked 
in and asked the salesman to tell them all they 
needed to know about a car. A quick sales 
pitch and handing over a brochure outlining 
the car’s merits was all the customer expected 
and the salesman needed to do. Indeed this, 
combined with reading the odd auto magazine 
review, was pretty much the only information 
one could easily obtain.

In fact, in the search for information years 
ago most people went to five or six Dealers to 
source facts. 

Today it’s a whole new ball game; customers 
spend hours researching cars on the internet. 
They read blogs, look at manufacturers’ web 
pages, study consumer review sites and have 
access to worldwide automotive sites that 
discuss, pull apart and examine cars in the 
most minute detail.

These sites present all of a car’s merits and, 
more importantly, all their faults, and present 
these at such a forensic level that without a 
degree in physics or engineering one struggles 
to comprehend the detail.

In today’s world, if you have a computer you 
are a critic, qualified or not!

It goes without saying that with this flood of 
information the task is now not about finding 
facts, but working out what the facts are, as 
opposed to opinions, sponsored blogs, or out 
and out misinformation.

One important change is that more than 70% 
of buyers now go to only one dealership.

The upshot for the unsuspecting salesman 
is that he needs to be very careful in relation 
to any claims, lest he be contradicted by the 
wised-up customer. 

He also needs to have done as least as much 
research as the consumer on the product he is 
selling. Indeed, he would be wise to have done 
a lot more – and have collected a great deal 
more information – on the cars he sells.

If fully versed in his product the salesman 
should have both an answer and counter-
claim available for occasions when a confident 
customer may state, for example, “I read online 
that this model is prone to using too much oil”. 
You need to have a better answer than, “Don’t 
believe everything you read on the internet”, as 
true as these words of wisdom are.

The problem and skill is handling such 
situations in such a way that the customer still 
feels he got it right! But that, of course, has 
always been the fundamental skill set of a great 
salesman.

DO YOUR CUSTOMERS KNOW MORE 
ABOUT THE PRODUCT YOU’RE 
SELLING THAN YOU?

PROFITABLE PRODUCTS     
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To quote the Nobel Prize-winning Bob 
Dylan, “the times they are a’changing”, 
and this also applies to the automotive 

manufacturing world. 

While we in Australia are in the process of 
losing our manufacturing industry, the rest 
of the world is proceeding at a rapid pace. 
And the countries where they are being 
manufactured are also changing, and changing 
rapidly. 

The world’s largest car manufacturer is, in fact, 
China. If you were to ask the average person 
to name a Chinese car they would struggle, yet 
there are over 18 million cars produced each 
year. In fact, China produces more vehicles 

than the next two manufacturers – USA 
and Japan – combined. Since the year 2000, 
China’s manufacturing rate has sky-rocketed, 
supplying a mainly local market – the largest 
automobile market in the world.

The next key player is the USA, which has 
had a long and somewhat turbulent history of 
car manufacturing. They were the first mass 
producers of cars and, in fact, produced three 
quarters of all the world’s cars in the 1950s. 
The USA big three – Ford, GM and Chrysler – 
all experienced issues earlier in the 2000s but 
have recovered to help the USA snatch second 
place back from Japan.

Japan is a real success story, virtually starting 

as manufacturers of British brands like Austin 
in the 1950s to becoming the world’s leading 
maker in the 1980s and 1990s, with up to 13 
million vehicles produced each year. With a 
strong export base, Japan only recently lost its 
spot to China and the USA.

With the success of these three players, there 
have been some less successful stories. The 
European industry has had a rough time with 
sales down to the lowest levels since the 1990s.

The chart below details all the key players and 
has a few unexpected players like Brazil and 
Mexico, both countries one doesn’t think of 
when discussing car manufacturing.

CAR BUILDING NATIONS - 
WHO’S LEADING THE PACK?

PROFITABLE PRODUCTS     
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Chrysler – manufactured locally from 
1951 until 1980 – is the last of the ‘Big 
Three’ in Australia we will be looking at.

Established in 1951, Chrysler Australia made 
a considerable investment in the local market 
with a plant at Clovelly Park in South Australia 
and, in 1968, an engine plant at nearby 
Lonsdale.

The early cars were North American based, 
with the local product, such as 1954 Plymouth, 
being badge-engineered as Plymouth 
Cranbrook, Dodge Kingsway and De Soto 
Diplomat for various local markets.

In 1957 the brands were consolidated in the 
Chrysler Royale – a facelifted 1954 Plymouth 
which was the main offering for the early 
1960s apart from the French Simca brand 
which was manufactured from CKD kits 
supplied from France.

The real Australian face of Chrysler came in 
1962, with the arrival of the Valiant R Series. 
Whilst based on the American Plymouth 
Valiant, it soon became localised and the 1963 
AP5 Valiant was unique to the Australian 
market.

The localised version was the result of the local 
plant being unable to keep up with the USA 
model changes.

Throughout the ‘60s the Valiant established a 
loyal following, with both long wheelbase and 
a coupe supplementing the range.

With the purchase of the British Rootes Group 
in 1966 the local range was supplemented by 
both Hillman and Humber brands, which 
were assembled in Port Melbourne.

The local Valiants gained a reputation for 
having the best engines of the local big three, 
firstly with the slant 6 and later with the hemi 
series engines, both offering more power than 
the opposition’s six cylinder local offerings.

The Valiant was a good seller but always lagged 
behind Ford and never came close to Holden, 
who were enjoying their boom years.

The introduction in 1971 of the Chrysler 
Charger, with its sporting styling and a two-
door configuration, was a highlight, with solid 
attempts at Bathurst helping to prove the car’s 
credibility.

The 1970s proved difficult, with the fuel crisis 
and competition from 4 cylinder Japanese cars 
causing issues. Additionally the Valiant, with 
only minor facelifts in the early ’70s, was seen 
as somewhat outmoded.

Attempts to stem the slide with the Centura, 
already outdated on its arrival in 1975, did not 

succeed. Further, the combination of a heavy 
engine in a small car made the six cylinder 
versions a bit of a nightmare in the handling 
department.

The late ‘70s were helped by a relationship 
with Mitsubishi, with the introduction of 
the successful Sigma in 1977. The Valiant, 
however, still soldiered on, with minor model 
updates and innovations such as ‘Electronic 
Lean Burn’. By 1980 Mitsubishi had acquired 
all of Chrysler Australia and the writing 
was on the wall for the Valiant, which had 
effectively been left to wither on the vine while 
both Holden and Ford continued to launch 
new and popular local products.

The final death knell for Valiant came in 
August 1981. 

Mitsubishi, of course, went on successfully 
for another 27 years, producing Sigma, Colt, 
Magna, Verada and, finally, the 380 models for 
Australia, before closing down production in 
2008.

In the meantime Chrysler re-entered the local 
market in 1994, selling fully imported Jeep, 
Dodge and Chrysler products to Australians 
and maintaining down under the long heritage 
of the Chrysler name.

CHRYSLER AUSTRALIA -  
THE LAST OF THE ‘BIG THREE’ 

1962 Chrysler Valiant Brochure. Source: www.flickr.com/photos/aussiefordadverts/
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WHAT IS A  
SPORTS CAR?

In the last issue of the online edition of 
Profitable Products we pondered the 
question, “What is a luxury car?” In this issue 

we delve into what defines a sports car.

The definition of a sports car is not precise. 
While there are certain criteria generally 
associated with the term, there are often 
exceptions to the rules.

Firstly sports cars are usually small, although 
some of the most famous sport cars – such as 
the Bentley blowers of the 1920s – were huge, 
famously described as the “fastest truck in the 
world” by the legendary Ettore Bugatti, no 
doubt somewhat jealous of the outstanding 
performance.

With small size of course comes light weight 
and nimble handling, which is another 
criterion of the sports car definition. The 
term ‘nimble’ refers to good handling and a 
lightness in the steering. In modern cars, of 
course, most sports cars have power steering, 
so this now relates to a feeling of connection 
with the road.

Handling is another area where a sports car is 
seen as having an advantage over the standard 
car. To put it simply, sports cars should be able 
to go harder and faster through corners than a 
standard saloon.

Again, saloons have pushed the boundaries 
here, with cars such as the original Mini 
Cooper S being not only lightweight and 
fun to drive but also having handling and 
performance that put many contemporary 
sports cars to shame.

Out and out performance is not necessarily 
a criterion. Certainly it is a desirable part of 
a sports car’s character, but many of the most 
famous and iconic sports cars were hardly 
rockets. In fact, the MG TC, a defining sports 
car, was not even fast in its day. By modern 

standards it is positively lethargic, with a top 
speed of 120 km/h and a 0-100km time of 
around 25 seconds. The term that enthusiasts 
prefer to use is “spirited performance”, a 
somewhat vague and indefinable phrase.

Even today, modern sports cars are still 
challenged in the performance stakes, with 
high performance saloons and more recent 
electric cars, such as Tesla, matching and 
exceeding them in both acceleration and top 
speed.

Sports cars are usually two-seater, two-door 
and often convertible. All of these attributes 
are contributing factors to what is certainly 
a desirable, if not compulsory, attribute of a 
sports car: beauty.

As they say “beauty is in the eye of the 
beholder”, and with cars this surely applies. 
Some of the world’s most gorgeous cars have 
been sports cars, the small size, two-door 
format allowing for degrees of svelte styling 
unobtainable in a four-door saloon. Even if 
certain design cues, such as excessive tail fins 
or bulging headlights, might be outdated in 
a saloon, in a sports car they can add to the 
overall intrinsic appeal. To put it bluntly, a 
sports car can have sex appeal that a standard 
car simply can’t come emulate. Take, for 
example, the classic E Type Jaguar or a Dino 
Ferrari, rated as two of the best. Both cars 
look as good as they go, and both cars define a 
classic sports car.

A somewhat dated definition of a sports car 
having to be ‘spartan’ still prevails today for 
the purists. These passionate enthusiasts are 
into the driving experience and see modern 
luxuries such as comfortable seats, air 
conditioning and electric windows as mere 
distractions to the essence of the drive.
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Titan DMSTitan DMS
BRISBANE

P.O Box 513
Kippa-Ring QLD, 4021

Australia

Ph:+61 07 3166 9907

PERTH
1/88 Walters Drive

Herdsman WA, 6017
Australia

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

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

SYDNEY
Private Box 30,

12 Phillip Mall, Kendall St
West Pymble NSW, 2073

Australia
Ph:+61 02 9016 4139
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Defining a car type is always problematical. With sports cars various subsets and definitions 
have arisen. We have sporting cars, roadsters, muscle cars, tourers, hot hatches, performance 
cars, GTIs and the like. While these cars may have certain attributes of a sports car, they are not 
seen as such by those in the know. A trend to use the term ‘sports car’ as a marketing term, often 
on cars that do not have the pedigree or engineering to support the term, has also added to the 
confusion.

Maybe in the end it’s not even about the car itself. Perhaps it’s really about the emotional 
relationship one has with a car that is fun to drive and used for the sake of driving.
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Tesla model S charging via a solar powered ‘home kit’. Source: tesla.com

We all have memories of solar cars 
being low-riding, cockroach-shaped 
things on spindly bicycle wheels 

scooting across the desert at 30 kmh. This, 
however, is definitely an image of the past.

Solar powered cars may, in fact, be the next big 
thing. Developments in car battery technology 
by, for example, Tesla are producing viable 
electric vehicles. The next obvious step is to 
recharge these super-efficient batteries with 
solar panels.

The step from using your household solar 
panels to create electricity, to then charge an 
electric car, to using similar panels to charge 
a vehicle directly, is not a difficult concept to 
comprehend.

As with powering your home with solar 
energy, the environmental advantages are clear. 

Currently, whilst electric vehicles do, in 
themselves, reduce carbon emissions, most 
household electricity in Australia comes 
from dirty power sources such as brown coal, 
thus somewhat negating the electric car’s 
environmental credentials.

The solar powered electric car is the clear 
leader, with a clean and 100% renewable 
energy resource.

Whilst we have a way to go, Australia is at the 
cutting edge of solar car development. Not 
only are we one of the sunniest places on the 
planet, we are also one of the world’s leaders in 
solar technology.

With recent and existing car manufacturing 
experience and infrastructure, Australia is 
well-placed to explore and ultimately develop a 
burgeoning new automotive industry.

Time will tell of course, but we appear to be in 
a great position to develop solar vehicles for a 
world constantly looking for a new transport 
forms that reduce both greenhouse emissions 
and the use of finite fossil fuels.
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THINGS YOUR CUSTOMERS 
JUST DON’T WANT TO HEAR!
Dealing with customers can be both 

rewarding and, at times, frustrating. 
Remember, though, they’re your bread 

and butter and shouldn’t be taken for granted.

Without them we have no business!

So in the name of good customer relations 
we have put together a list of things that 
customers find really annoying when dealing 
with customer service and sales people either 
face-to-face or on the phone.

We all have days when we slip up, sometimes 
without even thinking. Below is a list of 
seemingly harmless statements that are, in 
fact, condescending, dismissive, inflexible, 
unprofessional, overly supercilious or just plain 
rude.

Remember people are quick to pick up on a poorly chosen turn of phrase,  
and whilst it may seem a trivial matter to you, it could cost you a sale!

1. Sorry but we are about to close so I can’t talk now.
2. That’s not my job/department.
3. If you buy this car I will meet my sales quota.
4. That’s against our policy.
5. I’m having a bad day.
6. You’re the only person who has ever complained.
7. I’m amazed you didn’t know that.
8. Don’t you worry about a thing; I’ll have someone look into it.
9. Regarding delivery, I will see what fits in.
10. Most people seem happy with our service.
11. Lucky you got me – I was about to leave.
12. I normally don’t do this, but just for you I will.

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

YOUR FIRST CHOICE IN 
VEHICLE WASH SYSTEMS

MACNEIL

DISTRIBUTORS OF:

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

WHY CUSTOMERS THINK THEIR TRADE-IN IS 
WORTH TWICE WHAT YOU’RE OFFERING THEM

1New cars are at historically low prices. Margins on new cars are also historically low. $20,000 
today buys a lot more car than it did 10 years ago, so it’s unrealistic to expect a trade-in based 
on a 10-year-old price.

Finance is also at historically low prices so people are getting into cars 
cheaper than ever before.

There is an oversupply of used cars in the market so supply and demand dictates prices are 
kept low.

Customers are comparing prices in the market that are asking prices as seen online and at 
dealerships, not the selling price.

For a Dealer to sell he needs to service the vehicle, get roadworthy certificates, repair body 
work and supply a warranty. These costs are all covered by the Dealer.

The dealership needs to cover advertising, sales staff and yard storage costs to keep the car 
and in order to sell it.

Lastly, and rather oddly, is the emotional attachment people have to their cars.

The bane of the car trade and one of the 
most common sticking points in closing 
a deal is the unrealistic expectation of 

a customer’s trade-in value. Almost without 
exception, when it comes to the value of 
the car being traded, the offer on hand by 
the Dealer is well below the customer’s 
expectation; in fact, often less than half their 
expectation.

Why such a big gap? Are customers being 
ripped off? What are the reasons behind the 
price variation? 

Here we have listed a few items that help to 
explain the difference.

Regardless of how worthless it may appear to 
you, it is still their pride and joy.

An alternative for the customer is, of course, to 
sell the car privately. They will, however, have 
to cover a lot of the above expenses themselves 
and are not always keen to spend the time to 
wait for prospective buyers to turn up – or not 
turn up, as the case may be!
Trading in a car is an easy alternative, and like most things, the easier the option the higher the cost involved.
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ALIANZ OR REGISTER YOUR INTEREST WITH:

Corporate Blue Travel Management  

Phone: (+61 3) 9578 6555

Terence Harris: terence@corporateblue.com.au

www.corporateblue.com.au

• 4 nights (twin share) accommodation 
at the 5-star Omni Royal hotel

• All applicable taxes and gratuities

• NADA Dealer registration

• Arrival breakfast function with  
pre-arranged registration hand-outs

• Dealership tour

• Dedicated AADA workshop at NADA

• World’s biggest auto industry trade expo

• NADA 100 years anniversary function

• AADA international relations dinner, 
including international speakers

• Farewell cocktail function

• All meals, beverages, staffing and 
transportations necessary for all functions

• Unrivalled networking and business-
building opportunities

• Opportunity to experience the   
     world-famous, culture-rich, French        
      Quarter, with its music, history, tourist  
       attractions and grand buildings.

$4,250PER PERSON  

TWIN SHARE INCLUDES:

SINGLE ROOM SUPPLEMENT: $762 
EXTRA NIGHTS: $382 PER 
ROOM PER NIGHT

AADANADA
S T U D Y  T O U R  2 0 1 7

NADA
NEW ORLEANS - JANUARY 26-29, 2017

R E V I E W S  •  S O C I A L  M E D I A  •  R E P U TAT I O N

P R O U D LY  PA R T N E R E D  W I T H P R O U D LY  S P O N S O R E D  B Y

REGISTER ONLINE NOW AT 
WWW.AADA.ASN.AU

The AADA’s annual study tour to the world’s largest auto 
industry convention has a special flavour in 2017, with NADA 
celebrating 100 years of operation. 

There is no better city in the world in which to celebrate than 
New Orleans, with its Mardi Gras atmosphere, legendary music 
scene and eclectic mix of people and interesting cultures.

As usual, AADA has put together an exciting program for this 
business-centric tour, with a little time set aside to enjoy being 
in one of the world’s great party cities.

Delegates will also enjoy an exclusive range  
of premium add-on benefits that no other  
organisation can match.

http://www.cvent.com/events/aadanada-study-tour-new-orleans-2017/event-summary-d7cea5825aac4e23a23ab997f0872525.aspx


Superservice Triage is a next generation, measurable Vehicle Health Check (VHC) 
system with comprehensive analytics for better decision making. It gives you 
the key insights to increase staff performance, sales closure and profits. 

Monitor, track and report on various VHC sales metrics with point and click simplicity.

www.superservice.com

1800 810 103
start@superservice.com

REAL-TIME REPORTING  
TO BOOST SALES
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WATCH THE VIDEO

@InfomediaLtd               Infomedia Ltd

✔  Number of Inspection Reports Created
✔  Averages Sold by Advisor / Tech/ Customer
✔  Service Advisor Performance
✔  Technician Performance
✔  Percentages Sold / Deferred

✔  Reasons for Deferred Work
✔  Sales and Conversion Rates
✔  Jobs Sold on Follow-Up
✔  Total Value Identified and Sold
✔  Tyre Sales

Global leaders in parts and service software

http://superservice.com

