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Planning for  
a super future
Matthew Webster, 45 has a long way to go 
before he hangs up his hat, but is easily able  
to picture his retirement years.

He plans to grey nomad it around 
Australia in a caravan with his wife, once 
he convinces her that it will be a lot 
more fun than she expects. 

Matt has spent his career in the motor 
trades and is well on the way to ensuring 
he has enough super to be able to see 
the nation in comfort. He started an 
apprenticeship in 1986 at the age of 16 
and now works in an automotive training 
role in NSW.

He became an MTAA Super member 
when it was first established in 1989. 

“I’m really happy I’ve been with MTAA 
Super. It’s the industry super fund for my 
trade and has been supporting careers in 
the automotive industry for over 25 years.”

“I’m still a long way off retirement but I 
do think about what I will do when I stop 
working and how I will support myself  
and my family.”  

Matt, like many Australians is not alone  
in his concern about life after work. We 
can now expect to spend more time in 

retirement than any previous generation, 
thanks to changing work patterns and 
increased life expectancy. 

Leeanne Turner, CEO of MTAA Super 
mentions “As people start drawing 
closer to the 60-mark, they begin to 
think more seriously about what they 
would like to do in their retirement and 
how they will be able to finance it. With 
people living longer, weak interest rates 
and stricter rules around the age pension, 
these concerns have come to the 
forefront like never before.” 

Leeanne shares, “The key is to take 
advantage of the compounding nature  
of superannuation. Super gives the 
opportunity not just to grow one’s 
employer and voluntary contributions  
but to grow the investment returns on 
these contributions as well.”

“Small amounts can go a long way. 
Making extra contributions as little as 
$25 per week early in your career can 
result in thousands of dollars over a  
30+ year working life.” 

Give your super a boost!
For ways to give your super a boost 
while you’re still working visit 
mtaasuper.com.au/take-control. 

“Extra super contributions can be 
particularly important for people in casual 
or part time employment as well as those 
who’ve needed to take career breaks to 
raise a family or care for sick or elderly 
relatives.”

With increasing life expectancy, many 
Australians could be in retirement for 
over 25 years and may well need to look 
at ways to boost their super such as salary 
sacrifice contributions and personal 
contributions. 

1300 362 415
mtaasuper.com.au/take-control
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We’d like to hear from you about what’s been 
happening at your dealership that you think 
could be worth passing on to our readers.

It can be anything from a unique sale, a fleet 
deal or a story about a member of your staff 
who recently accomplished a notable feat.

It could be a ‘feel good’ community initiative 
you have undertaken involving local 

WE’D LIKE TO HEAR FROM YOU.
schools, supporting junior sporting clubs or 
sponsoring a charity event.  

We would like to know.

Whatever the story you have, it will be good 
reading. Send us the information and key 
contact details and we will follow it up. If you 
have photographs of the endeavour so much 
the better. 

It’s a pity that the community work being 
done by Dealers is a well-kept secret. We 
intend to change that. AADA is determined 
to generate a greater respect for new car 
franchise Dealers as compassionate business 
people. Part of our strategy is to remind the 
media, politicians and opinion makers that, 
by employing over 66,000 people, AADA 
members make a substantial contribution to 
the Australian economy. 

No responsibility is accepted by the publisher 
for the accuracy of information contained 
in advertisements in the Automotive Dealer 
magazine. Publication of any advertisement does 
not constitute endorsement by the publisher 
of any product, nor warrant its suitability. 
Advertisements are published as submitted by 
advertisers.

COPYRIGHT 
No part of this magazine may be reproduced 
without the publisher’s written permission.

CONTRIBUTORS 
The views expressed in Automotive Dealer by 
external contributors and advertisers are not 
necessarily those of AADA.
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Recent months have seen 
unprecedented potential for attack on 
our business models by regulators, 

politicians and competitors.

In March, CEO, David Blackhall, and I made 
a video titled ‘The 2017 AADA Offensive’. 
It encapsulates the issues we deal with 
where we are on the scoreboard and our 
Board's vision of the resources we need to be 
effective in the longer term. 

David and I then flew to Melbourne, 
Adelaide, Perth, Brisbane and Sydney to 
hold Dealer meetings. We released the video, 

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

addressed the issues in detail and kept 
members updated on progress and potential 
road blocks.

The meetings were well attended and 
we estimate we got in front of Dealers 
representing well over 50% of our national 
volume. Add to this our discussions with all 
the NDC representatives on the Australian 
Motor Dealer Council who have, in turn, 
briefed their own council members, and we 
have massive support to pursue our objective 
of substantially lifting our policy and 
advocacy resources. This will mean we can 
be fully competitive in the regulatory and 
legislative arenas. Our futures depend on us 
being fully effective.

Members who couldn't attend and would 
like a copy of the presentation, please contact 
our Brisbane office.

In September we are holding our annual 
conference at the International Convention 
Centre Sydney at Darling Harbour. This will 
be no ordinary convention. One of our guest 
speakers will be the chairman of the ACCC, 
Rod Sims. To hear the views of Australia's 
most senior and powerful regulator first-
hand is something not to be missed.

We are mindful of the pressure on Dealers’ 
time and have compressed a full agenda 
into two days, with possibly only one night’s 
accommodation required. If you care about 
the future of our industry and, indeed, the 
future of your dealership, this is one event 
you cannot afford to miss. 

I look forward to seeing you there.

FROM THE AADA CEO

David Blackhall
AADA CEO

Welcome to the 18th Edition of 
Automotive Dealer Magazine - 
an Edition that is, once again, 

crammed with must-read articles on policy 
and regulatory developments as well as 
general interest pieces on the many changes 
that are washing across our industry every 
day. 

And we unveil details of the 2017 
Convention which this year has the theme 
of innovation, technology & engagement.  
The line-up of top international and local 
speakers is the best we’ve ever had.

Most importantly, register your attendance 
as a delegate!

Our editorial team puts this outstanding 
publication together in the fervent belief that 
dealers and their staffs are well informed 
and benefit by reading it. 

But ... is that really what's happening?

I've indicated to you previously that we are 
in the process of carefully reviewing exactly 
how effective we are at communicating 
with you, our members. As CEO, I have a 
significant ongoing obligation to ensure that 
not a dollar is wasted and with that in mind 
we are presently questioning everything we 
do - including the effectiveness of producing, 
in the digital age, a 'traditional' magazine 
like the one you are holding in your hands 
right now. 

To determine exactly what communication 
tools are best for new car dealers in the 21st 
century we have commissioned a Dealer 
Pulse Survey. More details will follow soon, 
but please participate when offered the 
opportunity to do so. Honest feedback is the 
only way we can accurately chart the needed 
forward course. 

This and other work we are doing on our 
communications plan is ongoing, so it is 
premature to rule anything in our out just 
yet. That said, as in all businesses, if you 
stand still you eventually become irrelevant - 
so change is inevitable.

Even without the benefit of research, you 
don't have to be a media guru to know 
that the phenomenon of social media has 
permanently and radically altered the way 
we consume news - or what sometimes 
passes for news. I also read recently that the 
acceptable 'load time' for an internet web 
page is now estimated at just three seconds. 
After that, consumers/readers just move on. 

Talk about instant gratification!

But we must sensibly ask why our members 
would be any different - hence the urgency 
of our communications review.

Our job is to make sure these are not just 
empty words but are in fact 'watch words' for 
the way we approach our responsibility to 
deliver world-class advocacy on your behalf. 
The range of topics covered in this latest 
Edition of the magazine is the proof that we 
are in fact focused on those 'watch words'.

Please take the time to inform yourself on 
the latest developments at AADA - it's only 
good business to do so.
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FLEX-COMMISSIONS OUT SAYS ASIC

ASIC announced in March that it will 
prohibit flex-commission in the car 
finance market but will still allow 

lenders to pay other types of compensation 
to car Dealers. 

ASIC considers flex-commissions “are 
arrangements in which a party other than 
a lender (typically either a car Dealer or 
a finance broker) can effectively set the 
interest rate payable by the consumer, and 
earn a higher commission the higher the 
interest rate above a Base Rate agreed to with 
the lender (providing that the transactions 
otherwise are within parameters set by the 
lender). This means the intermediary can 

earn a larger commission if, for example, the 
interest rate is 10% rather than 8%”.

ASIC has decided on a prohibition as a 
comprehensive, industry-wide solution that 
will deliver broad changes for the benefit of 
consumers. It will apply to car Dealers and 
finance brokers.

ASIC will, however, allow Dealer financial 
benefits for arranging finance, including 
upfront commissions for individual loans, 
volume bonuses, soft dollar benefits and 
origination fees. A Dealer can offer a lower 
interest rate up to a maximum of 200 basis 
points below the nominated minimum 
interest rate.

A summary of ASIC’s proposals includes:

• flex-commissions will be banned 
but other financial benefits will be 
allowable, e.g. reverse flex

• the lender will set the rate which the 
Dealer can discount by a maximum of 
200 basis points

• origination fees are set by the lender 
subject to certain conditions

• there will be transition period, with 
the prohibition commencing on 1 
September 2018
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• a legislative instrument will be 
introduced into the Parliament and 
subject to review, and;

• the prohibition does not apply to 
novated leasing and salary packaging 
companies, as ASIC does not have 
statutory powers to regulate them.

ASIC proposes to use its statutory powers 
to modify provisions of the National 
Consumer Credit Protection Act 2009 
(National Credit Act) so that the amount 
paid in commissions is not linked to 
the interest rate and the lender has 
responsibility for determining the interest 
rate that applies to a particular loan. ASIC 
acknowledges that it is desirable to allow 
car Dealers some flexibility to reduce 
interest rates to secure a loan.

ASIC has prepared a draft legislative 
instrument with a transition period 
of around 18 months to implement 
the prohibition. The draft legislative 
instrument modifies the National Credit 
Act using ASIC’s statutory power in s109(3)
(d) of the Act.

Legislative Instrument (LI) – ASIC 
Credit (Remuneration Arrangements) 
Instrument 2017

As currently drafted the LI would apply to 
all credit contracts and consumer leases 
regulated by the National Credit Act. Car 
Dealers would be able to reduce the interest 
rate by up to 200 basis points and receive a 
lower commission.

Dealer fees charged to a customer for 
providing services in relation to arranging 
finance is to be controlled by lenders to 
ensure the amount of fees charged cannot 
be varied up or down.

Transition period

ASIC recognises the need to allow a 
reasonable period of time for lenders to 
develop different pricing models, with 
the interest rate linked to the risk of the 
individual transaction. The draft LI sets a 
commencement date for the prohibition of 
interest rates.

Remuneration arrangements in the car 
finance industry

ASIC considers that Dealers have two main 
sources of finance-related income from a 
sale:

• financial benefits, including upfront 

commissions for individual loans, 
volume bonuses according to the level 
of business arranged and soft dollar 
benefits.

• a Dealer origination fee (Dealer fee) for 
assisting in the provision of finance.

Dealer origination fees

Lenders must set a maximum price for 
origination fees (which are likely to be 
based on reasonable reimbursement of 
the costs associated with arranging a loan 
and intermediaries are prohibited from 
influencing or proposing the amount of 
the fee where any benefit to that person 
increases or decreases by reference to an 
increase or decrease in the amount of the 
fee).

Point-of-sale (POS) exemption in Reg 23 
of National Credit Regulations

ASIC does not consider the need to remove 
the POS exemption that applies to Dealers.

ASIC understands that the majority of 
car Dealers engage in credit activities 
by relying on the POS exemption rather 
than as credit licensees or as credit 
representatives. This does not make the 
Dealer an agent of the lender.

Under the National Credit Act lenders 
are under an obligation to ensure that 
car Dealers exercise their discretion to 
determine or propose interest rates in a way 
that is efficient, honest and fair.

Section 180A of the National Credit Act 
provides for remedies against brokers 
and other intermediaries for engaging in 
conduct that is unfair or dishonest where 
that conduct has the result of a consumer 
entering into a contract they would not 
otherwise have entered into, or the terms 
of which are different from a contract the 
consumer would otherwise have entered 
into.

This remedy also extends to Dealers 
operating under the POS exemption.

ASIC noted the views of some stakeholders 
that the continuation of the POS exemption 
means that the market is not competitively 
neutral. They argued that it means there 
is greater regulatory burden on licensees 
and credit representatives when arranging 
finance, compared to car Dealers.

ASIC considers there would be merit 
in considering this issue further if 

the financial disadvantage from flex-
commissions was the result of car Dealers 
who operated in reliance on the exemption. 
However the practice is not limited in this 
way and is engaged in by intermediaries 
who hold credit licences or have been 
appointed as credit representatives by a 
licensee.

Novated leases

Novated leases are not regulated by the 
National Credit Act, and ASIC does not 
have the powers to regulate them in the 
same way in respect of flex-commissions. 
Dealers affiliated with novated lease 
providers would, therefore, be entitled to 
receive flex-commissions. ASIC indicated it 
could monitor conduct in this market to see 
if further reforms are needed in the future.

Dealer can offer a lower interest rate than 
the nominated interest rate

A Dealer can offer a lower interest rate than 
the nominated interest rate in the following 
circumstances:

If the negotiated contract interest rate is 
lower by 200 basis points or less than the 
interest rate nominated by the lender, the 
amount of the commission can vary (so 
that the car Dealer compensates the lender 
for lower interest charges through a lower 
commission).

If the negotiated contract interest rate is 
lower by more than 200 basis points than 
the interest rate initially nominated by the 
lender, then the amount of commission 
cannot vary. This would mean the lender 
needs to decide whether or not to provide 
a discount given that they would bear the 
entire amount of the reduction in revenue 
(whereas currently, under flex-commission 
arrangements, the cost of this reduction 
is shared between the lender and the car 
Dealer).

Other

ASIC’s analysis considers that lenders are 
likely to design ratings for risk pricing 
within parameters that mean they receive 
a similar level of income in interest.  
There would be a smaller percentage of 
contracts written at very high interest rates. 
ASIC expects that the main impact on 
intermediaries would be costs arising from 
the need to renegotiate existing agreements 
(as with lenders).

POLICY       Australian Automotive Dealer Association 
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www.fuchs.com.au

Smooth 
Service.
Comprehensive automotive  
dealership lubrication solutions.

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.

In a major win for Dealers, the Australian 
Competition and Consumer Commission 
(ACCC) has denied 16 insurance companies 

authorisation to jointly impose a 20 per cent 
cap on commissions paid to motor vehicle 
Dealers who sell add-on insurance products.

The ACCC last month issued its final 
determination on the matter, stating its belief 
that the cap was unlikely to change sales 
incentives for add-on insurance products; 
improve quality of the add-on insurance 
products being offered for sale, or improve 
the information given to consumers about 
those products. The ACCC also said the 

proposed cap would benefit insurers at the 
expense of car Dealers and would create 
more opportunities for collusion and shared 
knowledge between insurers.

The ACCC said it was concerned a joint cap 
on commissions might “significantly delay 
the development of more effective solutions” 
to the 'problems' it had identified in the add-
on insurance product market.

The insurers made their application following 
an ASIC report last September that criticised 
the sale of add-on insurance products 
through the Dealership channels. In that 

report, ASIC also stated that insurers who 
failed to address ASIC's findings will be 
subject to further regulatory action.

Speaking at the Insurance Council of 
Australia Annual Forum in Sydney in 
February, ASIC Chairman, Greg Medcraft, 
blamed insurance companies for designing 
poor products. Some commissions can be as 
high as 79 per cent.

“Insurers have designed complex and 
extremely poor value products and put their 
reputations at risk,” he said.

ACCC DENIES INSURANCE  
COMMISSIONS CAP
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You need a partnership.

Our people work hard to understand your business so they can recommend 
great solutions. And they train you and support you over the long term, creating 
a genuine partnership where everyone wins.

Join Australia’s most respected DMS company.   |  auto-it.com.au

Aaran Newman - Director, Sales and Marketing
(With Lucy Kelly - Client Relations Manager)
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“The general insurance industry has put 
forward a range of proposals to address 
ASIC’s concerns. We are pleased to 
see industry engaging on these issues, 
but overall the proposals fall short of 
addressing the underlying issues in this 
space.

“The insurance market continues to be at 
the forefront of much of ASIC’s regulatory 
agenda.”

In the absence of authorisation by the 
ACCC of the proposed joint cap on 
commissions, a collective step taken by 
insurers to cap sales commissions for 
Dealers would run the risk of contravening 
the prohibitions against cartel conduct in 
the Competition and Consumer Act 2010.

The ruling is subject to appeal but ASIC 
has accepted the determination. So as far 
as AADA is concerned, the matter has been 
settled in favour of Dealers with the finer 
points still to be ironed out. AADA, AP 
Eagers and AHG will now participate in a 

working group with ASIC to develop a final 
solution, which will hopefully be resolved 
within the next two months. 

It is a very pleasing result for us, 
considering the amount of work we put 

in to take on the might of the insurance 
companies. It was not an easy process, with 
the insurance companies at times reluctant 
to even meet with AADA. 



AADA RESPONDS TO  
ANTI-MONEY LAUNDERING AND 
COUNTER-TERRORISM PAPER
AADA has responded to the Attorney-

General's Department consultation 
paper on anti-money laundering 

and counter-terrorism financing, arguing 
that banning cash sales is the best way to 
prevent high-value Dealers being used for 
those criminal activities.

In November 2016 the Attorney-General's 
Department issued a consultation paper 
entitled High-value dealers: a model for 
anti-money laundering and counter-
terrorism financing regulation under 
Australia's (AML/CTF) regime. 

In a submission to the Department AADA 
argued that the Government's AML/
CTF objectives would be best and most 
efficiently achieved by simply legislating to 
prohibit cash vehicle sale transactions by 
Dealers. 

This, however, ignores the practicality 
of commercial operations where some 
franchised car Dealers contract with 
customers who reasonably pay cash and 
why, accordingly, many of them have 
moved to AUSTRAC online for current 
significant cash transaction reports 
(SCTRs) and suspicious transaction reports 

(STRs) triggered by their obligations as 
insurance intermediaries. 

“A cash transaction prohibition (at least 
for the vehicle purchase, even if not for 
the insurance product sale), combined 
with existing regulation – involving motor 
vehicle Dealer licensing, motor vehicle 
registration and record keeping – would 
substantially mitigate the risk of ML/
TF without adding a further burden on 
business. Motor vehicle Dealers should not 
be subject to the more complex AML/CTF 
regime,” the AADA submission says. 

“If motor vehicle Dealers are to be subject 
to the AML/CTF regime, AADA supports 
the proposed regime feature that the 
regime would be inapplicable to Dealers 
who elect not to deal in cash for vehicle 
sales.

“In any event, the regime should not be 
triggered by activities other than vehicle 
sales. Sales of parts and accessories, and 
servicing, are relatively low value and not 
possible activities of money laundering.” 

AADA argued that certain attributes 
of the motor retailing industry make 

application of a full AML/CTF regime a 
disproportionately burdensome response to 
a modest ML/TF risk.

“Whatever incidence of ML/TF there is 
in vehicle retailing, AADA believes that 
the burden of regulation can only be 
justified if the regulation directly targets an 
identifiable risk factor and the regulation 
can be effective in materially mitigating or 
managing that risk,” the submission says. 

AADA understands the process of analysis 
of risk factors in other industries that leads 
to the re-design or modification of business 
processes to reduce ML/TF risk. Vehicle 
retailing is a simple process involving one 
service, one national jurisdiction and one 
legal transaction (or 'delivery method'). 
AADA sees no practical scope to redesign 
or modify these elements other than to 
explicitly prohibit cash as a medium of 
exchange. 

The other risk factor is, of course, that 
associated with the particular customer. 
The customer may or may not possess the 
proceeds of crime. Ordinarily a goods 
retailer will have no insight into the 
character or source of funds held by a 

POLICY       Australian Automotive Dealer Association 
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customer. Unlike a financial institution 
or wealth adviser, a retailer's relationship 
with a customer is purely transactional. A 
retailer has no legal means or persuasive 
capacity to glean an insight into a 
customer's financial affairs. 

The best contribution a vehicle Dealer can 
make to the wider AML/CTF effort is to 
reliably record a customer's transaction 
and the source of the customer's electronic 
funds transfer from an institution or 
business that is itself subject to CDD 
obligations (such as a bank or a finance 
lease provider).

“AADA is concerned to avoid motor vehicle 
Dealers becoming subject to additional 
regulatory obligations where fulfilling 
those obligations would not represent a 
material gain in the fight against ML/
TF. Logically, this means that additional 
regulation that does not generate new 
information and does not reduce risk 
should not be imposed,” the submission 
argues. 

“A statutory prohibition on acceptance 
of cash for vehicle sales would be new, 
simple and effective in ensuring that each 
transaction is linked to an identifiable 
flow of funds through a financial 
institution (which is itself subject to AML/
CTF regulation). AADA regards this as 
efficient.”

By comparison, there is existing state and 
territory legislation that requires motor 
vehicle Dealers to be licensed and to create 
and keep records of persons transacting 
and the vehicles subject of the transaction 
(which vehicles are also registered). A new 
law that imposes a new and different set 

of obligations around identification and 
record keeping, with additional procedures 
at further cost, would involve more 
cost than benefit. AADA regards this as 
inefficient. 

“Any proposed new obligations under 
federal law must be tested, as incremental 
changes, for their cost and their benefit. In 
any event, they must recognise and build 
upon, rather than duplicate, existing state 
and territory regulation,” AADA pointed 
out. 

AADA submitted that the Government's 
AML/CTF objectives would be best 
and most efficiently achieved by simply 
legislating to prohibit cash transactions (for 
vehicle sales) by Dealers. 

“Existing law provides a record of 
purchaser, vehicle and price data. 
Dealers’ business and banking records 
contain details of inbound bank transfers 
and credit card purchases. All of this 
information is presently available to 
law enforcement authorities and can be 
easily made available for inspection by 
AUSTRAC. Law enforcement authorities 
also have access to motor vehicle registers. 

“Accordingly, AADA submits that 
extension of the AML/CTF regime (or 
parts of it) to motor vehicle Dealers is 
unnecessary and should not occur. 

“If franchised new motor vehicle Dealers 
are to be subject to the AML/CTF 
regime, AADA supports the proposed 
regime feature that the regime would be 
inapplicable to Dealers who elect not to sell 
vehicles for cash.”

Lastly, if some form of AML regime is to 
be applied (with or without opt-out by self-
excluding cash transactions), it needs to be 
a simplified regime. Conduct of Dealer-
specific risk assessments would be complex, 
costly and fundamentally unproductive. 
Likewise, formulation of AML/CTF 
programs would over-complicate the 
design and implementation of targeted 
AML/CTF measures. Suspicious matter 
reports (SMRs) are unlikely to be generated 
given the limited information and insights 
available to Dealers. 

AADA is supportive of Government 
efforts to minimise money laundering and 
therefore supports efficient and effective 
steps to that end. AADA believes that 
legislating to prohibit cash transactions 
by Dealers would be simple, effective and 
sufficient. 

AADA expressed its desire to remain 
engaged with the Attorney-General's 
Department on this issue and hopes to 
receive the opportunity to meet to discuss 
its submission. AADA would also expect 
to be consulted on any further steps, 
including any contemplation of draft 
legislation. 

The Attorney-General’s Department has 
engaged KPMG Australia to undertake 
an independent cost benefit analysis of 
a model for regulating the motor vehicle 
sector. KPMG have created a questionnaire 
regarding costs and have sought the 
assistance of Dealers in determining a cost 
benefit analysis.

Why let the competition take-away your business?
Ask your account manager about Dealer Destination Pages

Make yourself  irresistible 
with our new Dealer 
Destination Pages.

MORE 
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REVIEW SIGNALS MAJOR CHANGES FOR 
THE AUSTRALIAN CONSUMER LAW AS IT 
AFFECTS DEALERS

On 19 April 2017 Consumer Affairs 
Australia New Zealand tabled its report 
to the Federal Government of its review 

of the Australian Consumer Law (ACL). The 
review of the Australian Consumer Law 
(ACL Review) made a number of wide-
ranging recommendations that will have an 
impact on how Dealers manage complaints 
concerning vehicle defects. The ACL Review 
also considered a report by the Productivity 
Commission concerning the administration 
and enforcement of ACL complaints.

The purpose of the ACL Review was to 
assess the effectiveness of the ACL (including 
its administration and enforcement) in 
establishing and making accessible a common 
set of consumer protection rights and 
obligations.

The recommended changes include amending 
and expanding the existing consumer 
guarantees in favour of consumers. Many of 
the recommended changes will likely have 
a significant impact on new motor vehicle 
Dealers. These include:

• amending the consumer guarantees to 
specify that where a good fails to meet 
a guarantee within a short, specified 
period of time, a consumer be entitled to 
a refund or replacement without needing 
to prove a 'major failure'. (For example, 
similar legislation in the UK specifies a 
30-day refund entitlement where goods 
fail to meet certain standards.)

• clarifying that multiple minor failures can 
now accumulate to amount to a major 

failure (whether or not those minor 
failures relate to the same or different 
issues)

• imposing additional requirements 
relating to extended warranties 
– including additional disclosure 
requirements such as a comparison to 
ACL rights and a 10-day cooling-off 
period (which becomes an unlimited 
cooling-off period if the disclosure 
obligations are not met)

• adding additional guidance for what 
'reasonable durability' and 'unsafe' means 
in the context of consumer guarantees

• expanding consumer guarantees so that 
they apply to all online auction sales

• requiring any additional fees and charges 
to be included in the headline price for 
online sales

• reducing the evidentiary burden on 
consumers to prove claims for breaches of 
the consumer guarantees

• increasing maximum financial penalties 
for breaches of the ACL, and

• extending the ACL prohibitions on 

unconscionable conduct to apply to 
publicly listed companies.

In addition to the amendments to the 
consumer guarantees, the ACL Review 
also considered a detailed report by the 
Productivity Commission regarding how 
the ACL is administered and enforced, and 
the role regulators play in making the law 
accessible and effective for consumers. 

In its report the Productivity Commission 
recommends the Government consider 
expanding the powers of regulators to compel 
businesses (including motor vehicle Dealers) 
to participate in alternative dispute resolution 
such as mediation (without the need for legal 
proceedings to be on foot). 

The ability to actually compel (not just 
encourage) businesses to participate in 
alternative dispute resolution processes, 
without there being a legal proceeding on 
foot, would represent a significant shift from 
the current regulatory and enforcement 
environment.

Among other issues cited in its report the 
Productivity Commission considered that:

• the Government should consider 
implementing a public register of 

Evan Stents
Lead Partner, 
Automotive Industry 
Group, HWL 
Ebsworth Lawyers
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consumer complaints (subject to 
appropriate vetting)

• the Government should consider 
streamlining the differences in 
administration and enforcement of the 
Australian Consumer Law between the 
various State jurisdictions. A specific 
example of an issue in this area was 
the different State jurisdictional limits, 
which prevented consumers in certain 
States from commencing low cost legal 
proceedings in relation to motor vehicles

• there should be additional Government 
funding for consumer advocacy groups

• maximum financial penalties available 
under the ACL are too small, and

• the Government should consider expanding 
all ACL regulators' powers to issue 
infringement notices to deal with a  range of 
minor offences in a cost-effective manner.

In preparing its report the Productivity 
Commission considered submissions that 
included calls for industry-specific retail 
ombudsmen to assist consumers resolve 
disputes under the ACL.

While the Productivity Commission 
has not made any recommendation for 
the appointment of an industry-specific 
ombudsman for the new motor vehicle 
retail industry, it has recommended that the 
Government consider expanding the powers 
of the ACL regulators where there is no 
industry-specific ombudsman (such as in the 
retail new motor vehicle industry).

The ACL Review's recommendations, 
including those of the Productivity 
Commission, outline a reform package 
for the Consumer Affairs Ministers of the 
Commonwealth, States and Territories to 
consider and implement. 

According to the ACL Review report, 
Commonwealth, State and Territory 
Consumer Affairs Ministers will meet in late 
2017 to decide on what proposed reforms 
should be recommended to the Council 
of Australian Governments Legislative and 
Governance Forum on Consumer Affairs 
(CAF). Once CAF has then agreed to the 
recommended reforms, they will be put 
to Parliament as a reform package for 
implementation. No estimated timeframe has 
been given for this to occur.

A further review of the ACL has been 
recommended to be conducted in 2021, which 
suggests that the proposed reforms will be 
enacted before that time. 

This article was written by Evan Stents - Lead 
Partner, and Christian Teese - Senior Associate, 
Automotive Industry Group | HWL Ebsworth 
Lawyers

FAIR WORK ACT AMENDMENT:  
WHAT YOU NEED TO KNOW

In March, following on from the 7-Eleven 
scandal, the Federal Government introduced 
legislation in the House of Representatives 

to amend the Fair Work Act to better protect 
vulnerable workers.

This has application to franchisors/OEMs/
distributors who have a significant degree 
of influence or control over the franchisee’s 
affairs. Arguably, the Dealer Agreement gives 
the franchisor that power.

The new Bill introduces a higher scale of 
penalties for ‘serious contraventions’ of 
prescribed workplace laws, with increased 
penalties for record-keeping failures.

The amendments are designed to make 
franchisors and holding companies responsible 
for underpayments by their franchisees 
or subsidiaries where they knew or ought 
reasonably to have known of the contravention 
and failed to take reasonable steps to prevent 
them. The new responsibilities will only apply 
where franchisors and holding companies 
have a significant degree of influence or 
control over their business networks.

The changes also expressly prohibit employers 
from unreasonably requiring their employees 
to make payments (e.g. demanding a portion 
of their wages to be paid back in cash).

They strengthen the evidence-gathering 
powers of the Fair Work Ombudsman to 
ensure that the exploitation of vulnerable 
workers can be effectively investigated.
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QUEENSLAND TRADING HOURS REVIEW
In August last year the Queensland 

Government approved Terms of Reference 
for a review of Queensland’s retail trading 

hours. The review was conducted by an 
independent reference group chaired by 
Mr John Mickel, former Speaker of the 
Queensland Legislative Assembly. The group 
considered 179 submissions from businesses, 
consumers, workers and other community 
representatives.

EXTRACT FROM EXPLANATORY 
MEMORANDUM

Part 2—Liability of responsible franchisor 
entities and holding companies

35. Part 2 of Schedule 1 amends the Fair Work 
Act to insert new provisions to hold ‘responsible 
franchisor entities’ (referred to as franchisors) 
and ‘holding companies’ responsible for certain 
contraventions of the Act by businesses in their 
networks. The new provisions supplement and 
do not override the existing accessorial liability 
provisions (section 550).

36. Some franchisors and holding companies have 
established franchise agreements and subsidiaries 
in their corporate structure that operate on a 
business model based on underpaying workers. 
Some have either been blind to the problem or not 
taken sufficient action to deal with it once it was 
brought to their attention.

37. Recent highly publicised cases of exploitation 
of vulnerable workers, including by 7-Eleven 
franchisees, demonstrate more needs to be done 
by franchisors and holding companies to protect 
vulnerable workers employed in their business 

networks. A number of case studies are provided 
in the Senate Education and Employment 
References Committee’s report entitled A National 
Disgrace: The Exploitation of Temporary Work 
Visa Holders, March 2016 and reports of the Fair 
Work Ombudsman.

38. Under the existing laws a person may be held 
responsible for being ‘involved in’ a contravention, 
even if they are not the direct employer (section 
550). This is known as accessorial liability. There 
is no accessorial liability if a person genuinely ‘did 
not know’.

39. The provisions only apply to responsible 
franchisor entities which have a significant 
degree of influence or control over the relevant 
franchisee’s affairs. By definition, holding 
companies have control over the affairs of their 
subsidiaries. Control relates to the affairs of the 
franchisee or subsidiary broadly, not only as to 
minor matters that would not have any impact 
on the management and operational decisions of 
the business.

40. For franchisors and holding companies 
with significant influence of control over their 

networks, turning a blind eye to contraventions 
is not an option under the new provisions. 
Franchisors and holding companies are held 
responsible for certain contraventions of the Act 
by businesses in their networks if they knew or 
could reasonably be expected to have known 
that the contraventions would occur, or that 
contraventions of the same or a similar character 
were likely to occur and they had significant 
influence or control over the companies in their 
network. There is no liability if the franchisor or 
holding company has taken reasonable steps to 
deal with the problem.

41. The Fair Work Act does not extend to impose 
franchisor obligations on corporations operating 
completely outside Australia. That is, companies 
that do not have any operations in Australia and 
have simply entered into a master franchisor 
relationship with an Australian company (even 
if the Australian company is a subsidiary of the 
foreign company).

42. The new provisions do not displace the 
obligations of employers to continue to comply 
with Australian workplace laws or introduce 
joint employment arrangements.

The Fair Work Commission has concluded 
a review of weekend penalty rates in the 
retail and fast food industries, as Queensland 
considers adopting Sunday trading.

The review report makes 13 recommendations 
for trading hours’ reform. The State 
Government has responded to the 
recommendations and will broaden and 
simplify Queensland’s allowable trading hours 

while protecting retail workers.

While the trading hours review did not 
include the Motor Vehicle Award, the retail 
motor industry could possibly be affected in 
the short- to medium-term future, so this is 
something for Dealers to be aware of. Dealers 
in Queensland are opposed to Sunday trading 
primarily because of the costs involved and the 
reluctance of staff to work on Sundays.
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THE INEVITABLE RISE OF ARTIFICIAL 
INTELLIGENCE

More than most industries the 
automotive industry is at the front 
line of the technological revolution 

that will see artificial intelligence (AI) and 
automation completely alter the way we 
live, move and do business.

A new report, titled “Amplifying Human 
Potential: Towards Purposeful Artificial 
Intelligence” loosely defines AI as “any 
activity that used to only be done via human 
intelligence that now can be executed by a 
computer”. 

These technologies already handle tasks such 
as visual perception, speech recognition, 
decision-making and natural language 
processing in support of products and services 
used by millions of people every day.

The Indian multinational company, Infosys, 
commissioned a survey of 1,600 major 
business leaders in various industries 
around the world regarding their opinions 

on AI technology. Seventy-one per cent of 
respondents said the rise of AI is “inevitable” 
and will be disruptive.

AI is already impacting the automotive 
industry. Fully-autonomous cars are coming 
and driver assist technology is commonplace 
(emergency braking, collision avoidance 
systems, parking assist, intelligent cruise 
control, etc) and becoming more advanced by 
the day.

In October last year Tesla announced that all 
new vehicles it produced would be equipped 
with the hardware necessary for autonomous 
driving. Only software validation and 
regulatory approval is required before fully-
automated self-driving cars join the traffic 
fleet.

The cloud and the internet of things

We are moving towards a fully-connected 
world when all appliances, machinery, plant 

and vehicles are continuously connected to 
the internet. The centralised aspect of ‘cloud 
computing’ allows for far greater processing 
power, access to data, analytics and support. 

Analysts predict that by 2020 – just three years 
away – 250 million cars will be connected 
to the internet. They will help drivers locate 
restaurants, pay for fuel without leaving 
their cars, even communicate with the home 
refrigerator to remind the owner to buy milk!

Software will be updated wirelessly, 
manufacturers and fleet managers will 
remotely monitor performance, fuel use 
and mileage, and perform diagnostics. The 
immediate feedback from systems and sensors 
will provide manufacturers with field data 
to use in work on improvements in future 
models.

Connectivity means greater safety

Once all cars are connected to each other via 

FEATURES      Australian Automotive Dealer Association 
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vehicle-to-vehicle (V2V) technology, they can 
let each other know what they are doing – and 
precisely where they are and how fast they are 
moving – at any given moment. For example 
a car in which the driver had failed to brake 
could alert oncoming traffic not to enter an 
intersection.

Parents will be able to monitor and restrict 
their offspring's car use, setting speed limits, 
curfews and/or geographic limits.

Cars will become Wi-Fi hotspots, allowing 
users to access email and search the internet 
via voice command. It will change the road 
trip experience forever!

Insurance companies have already begun 
partnering with OEMs and tech companies 
to develop the means to identify risky drivers. 
Near-misses, driver alertness and unsafe 
driving habits will be monitored and reported 
on, allowing insurance companies to adjust 
premiums appropriately.

Allianz is working in partnership with BMW 
i Ventures, Toyota Research and technology 
developer, Nauto, to develop AI products to 
assist with driver safety, fleet management and 
logistics.

Who's ready? 

The Infosys report ranked countries and 
certain sectors of the economy based on an AI 
‘maturity index’ based on survey answers and 
converted to a total score of up to 100 per cent.

The report said the small number of 
organisations ranking in the highest maturity 
level of 80 to 100 per cent had “already 
successfully deployed AI throughout their 
businesses and are reaping the benefits”.

In contrast, a “small but significant” group of 
organisations scored between zero and 20 per 
cent, having “no current deployment of such 
technologies and no plans to do so in the near 
future”. 

As you would expect with statistics, most 
respondents scored in the middle group (40 
to 59 per cent), which the report labelled the 
“explorers”, with “partial deployments of AI” 
that were “proving their value.” The explorers 
expressed the desire to introduce more AI 
initiatives.

China, India, lead the pack

According to the report, China and India are 

the two countries most prepared for the AI 
age, with maturity index scores of 56 per cent 
and 55 per cent respectively. The report said 
both countries had “fewer legacy systems and 
business processes” delaying or obstructing the 
adoption of AI technologies.

Among the participating countries, they were 
followed by Germany (53 per cent), the US (46 
per cent), UK and France (both 44 per cent). 
Australia bought up the rear with what was 
described as “a respectable average score” of 40 
per cent.

Auto industry at the forefront

The pharmaceutical and life sciences industry 
ranked the highest at 58 per cent, followed 
by automotive and aerospace (54 per cent), 
telecommunications companies (52 per cent), 
energy, oil/gas and utilities (51 per cent), 
manufacturing (50 per cent), fast moving 
consumer goods (50 per cent), healthcare (50 
per cent), financial services (47 per cent) and 
retail (44 per cent).

The only sector that scored relatively low by 
comparison was the public sector at 32 per 
cent. That suggests government organisations 
probably have the longest way to go in terms of 
adapting AI technologies.

Early adopters to profit

Business leaders surveyed said they expect a 
39 per cent boost to revenues on average and a 
37 per cent reduction in costs by the year 2020. 
Three-quarters said they expect AI to bring 

about positive economic and societal change.

However, 90 per cent of the leaders believe 
that their employees have concerns about AI 
regarding data safety (43 per cent) and privacy 
(34 per cent).

Likewise, 88 per cent said they thought that 
customers had concerns about AI – first 
and foremost a lack of understanding about 
AI’s use (41 per cent) as well as a mistrust of 
technology (38 per cent).

Adapting 

Businesses and workforces will have to adapt 
to the introduction of AI. Some jobs will 
become redundant, however 80 per cent 
of respondents said they would retrain or 
redeploy human employees whose jobs are 
impacted by AI technologies.

More than half (53 per cent) said they were 
investing in skills development for their 
human workers. A massive 95 per cent of 
Chinese organisations said AI would result in 
greater investment in their workforces. France 
(90 per cent) and Germany (89 per cent) 
followed, with the UK and US organisations at 
82 per cent and 76 per cent, respectively.

“This is an optimistic sign that fears may be 
misplaced and that AI deployment and worker 
redundancy do not necessarily go hand-in-
hand,” the Infosys report concluded.
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TOWN HALL MEETINGS
Throughout March, AADA held a 

series of 'town hall meetings' with 
Dealers around Australia in order 

to communicate the Association's current 
position, priorities and needs. We were pleased 
with the reception we received and believe 
Dealers who attended had much to take away.

Chairman, Terry Keating, and CEO, David 
Blackhall, conducted the meetings, conveying 
to attendees the scope of the work AADA had 
done on their behalf since AADA reformed 
three years ago. These things include:

• attending more than 30 government and 
regulatory hearings and working groups

• developing more than 25 submissions to 
regulators and government

• forging effective working relationships 
with politicians and bureaucrats

• briefing cabinet ministers, backbenchers 
and opposition members 

• making, where possible, a common cause 
with the MTA's and FCAI

• hiring the first-ever Canberra political 
and policy advisors, and

• Dealer communications – magazine, 
website, Convention, newsletters.

Our two leaders highlighted some of AADA's 

achievements, such as 
turning back the 'New 
Zealand model' of open 
slather on used imports, 
as well as those things 
yet to be done, including 
private imports and the 
next stage of insurance 
commissions.

Mr Blackhall stressed 
that in order to achieve 
its full potential as an 
advocacy body for 
Dealers, AADA needs 
more buy-in from 
Dealers. If we could 

5. Expanded lobbying and political advisory 
services, particularly at state level

6. Modern, relevant social media 
deployment

7. Updated communications and marketing 
strategies and assets 

8. Dealer interactive tools and presentation 
packs

9. Robust database

10. Dealer pulse surveys.

We urge all Dealers to ensure they are paid-up 
members of AADA. Being united together 
is the only way we can take the fight to the 
powers that be.

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
• Cost Saving Pay Per Wash Systems
• National Service & Support

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

e: sales@goodsight.com.au
Distributors of:
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collect just one extra dollar from every car 
sold, our resources would grow by $1 million 
and we could afford the proper infrastructure 
required to achieve our goals. 

Additional investment required to build 
capability of secretariat:

1. Senior communications and policy 
director

2. Strategic analyst 

3. Revenue and membership manager/
analyst

4. Canberra, Sydney or Melbourne 
representative office



WARRANTY CLAIMS, MANUFACTURER 
LIST PRICES, WARRANTY AUDITS, 
CLAWBACKS AND EXTRAPOLATION – 
WHERE DOES IT END?

In recent months, in talking to Dealers across 
different brands, it has come to my attention 
that there is some concern about certain 

factory behaviours in the areas of warranty, 
Australian Consumer Law (ACL) compliance 
and lack of good faith.

Those issues have complex factual and legal 
backgrounds but, in the table below, I have 
attempted to summarise the issues, the impact 
on Dealers, the impact on consumers and the 
legal position.

Issue and Impacts

 
Consumer Guarantee as to Acceptable 
Quality – Factory and Dealer disagree 
about whether to repair or replace or 
refund a customer. 

Impacts commercial relationship 
between Dealer and factory.

Impacts CSI scores and bonuses.

Impacts customer service through delay 
in repairs.

Summary of Legal Position

Both the Dealer and the factory are legally responsible to a consumer if a part of a motor 
vehicle is not of acceptable quality. 

The legal responsibility comes from both the express manufacturer’s warranty and, 
separately, the statutory warranty/consumer guarantee under the ACL. In many cases the 
rights overlap.

On some occasions, express manufacturer’s warranties may exclude or limit liability for 
some parts and a manufacturer may consider that it can deny a warranty claim because 
of the terms of its warranty. There are, however, no exclusions in the statutory warranty/
consumer guarantee under the ACL and so the ‘excluded part’ may be covered under the 
ACL. In these circumstances, denying the warranty claim is wrong, and advising customers 
that they have no legal rights could also be misleading and deceptive conduct. 

The ACL puts the onus on the factory by providing Dealers with a statutory indemnity 
from the factory/manufacturer/importer in relation to any loss or damage incurred by the 
Dealer in meeting the consumer’s rights. 

Possible Solution: Warranty policy processes should provide for quick resolution of 
issues. Given, however, that decisions are sometimes made by overseas OEMs, this may 
not be feasible. Overseas warranty policies need to fall into line with local laws and local 
jurisdictions. Relying on a warranty policy drafted by lawyers in the US or Europe for their 
laws, may not be enforceable in Australia if the laws conflict.  
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Consumer Guarantee as to Acceptable 
Quality – Where a customer purchases 
a vehicle from a Dealer in a PMA other 
than their home PMA but then asks the 
Dealer in the customer’s home PMA 
(who is not the supplier or selling Dealer) 
to manage ACL responsibilities. 

Customer expects all Dealers in the 
Dealer network to deal with warranty 
claims.

 
Factory Warranty and Policy Manuals 
– Onerous terms, e.g. clawback and 
extrapolation.

An example of an onerous condition 
is where minor technical failures 
to comply with warranty policy 
documents (such as not correctly 
documenting an engine repair) can 
result in clawback of the warranty 
payment and then extrapolation of that 
clawback.

 
Factory Warranty and Policy Manuals 
– Selling used cars that are still under a 
factory warranty but sold by a non-
franchise Dealer.

For example, a Ford Dealer accepts 
a two-year-old Holden as a trade-in. 
The Ford Dealer then sells the used 
Holden to another customer either 
from the Ford dealership or the used car 
dealership that is part of the group.

 
Only the selling Dealer and the factory/manufacturer/importer are responsible for ACL 
obligations. 

The local Dealer is not responsible for repair, replacement or refund of the vehicle.

Possible Solution: All stakeholders in the brand network need to work together to achieve 
a customer-orientated solution. The selling Dealer may be content for the local Dealer to 
carry out the warranty work if it is covered by warranty. If there is a genuine reason to reject 
the warranty claim, the customer should be advised to contact either the selling Dealer or 
factory to take matters further.

 
Documents forming part of or referred to in a Dealer Agreement fall under the NSW 
legislation that protects Dealers from unfair contract terms and unfair conduct. 

An unfair contract term is one that:
• Causes a significant imbalance in the parties’ rights and obligations; and
• Is not reasonably necessary to protect the legitimate interests of the party seeking 

to rely on it; and
• Causes detriment to a party if relied on. 

 
Unfair conduct is conduct that is:

• Dishonest;
• Unfair; or
• Authorised by an unfair contract term. 

I have seen anecdotal reports relating to minor indiscretions of warranty processes that lead 
to thousands of dollars’ worth of clawbacks. Those minor indiscretions may be deemed 
unfair conduct and, under the NSW legislation, the terms of the warranty documents on 
which the factory rely may be deemed unfair contract terms.

Unfair Conduct claims can also raise issues of good faith and whether the actions of the 
factory are reasonable. We look at this issue in more depth below, on the topic of MLP vs 
Transactional Pricing.

Possible Solution: Disputes are a no win option for all parties and, consequently, National 
Dealer Councils and the factory should discuss fair and reasonable warranty terms and 
processes and corresponding fair conduct. 

 
In this situation you must separate the different warranties that may apply:

• First, given the Holden is only two years old, it is still covered under its express 
manufacturer’s warranty. The customer can take the vehicle to any Holden Dealer 
and request the repair under the express warranty.

• Additionally, if Holden and the Holden Dealer do not, for whatever reason, 
repair or replace the part under the express manufacturer’s warranty, then the 
customer may have the benefit of its statutory consumer guarantee. Those rights 
can be enforced against the Dealer and the manufacturer. As mentioned above, 
Dealers have the benefit of a manufacturer’s indemnity. There is no mention that 
this indemnity only applies to Dealers of the same network. Accordingly, a Ford 
Dealer may technically benefit from the indemnity from the manufacturer. 
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Factory Warranty and Policy Manuals 
–Does warranty conclude at the end of 
the factory warranty?

It is important that generic positions 
and statements are not taken by the 
factory and Dealer alike. It is misleading 
to suggest that ACL rights after a 
factory warranty would not apply in any 
circumstances. Each specific situation 
ought to be considered on its own 
merits.

Consumers should not be misled 
as to their legal rights and ought 
to be encouraged to seek their 
own independent legal advice, if 
circumstances permit. Both Dealers 
and factories are at risk of claims of 
misleading and deceptive conduct if 
either misleads consumers as to their 
legal rights.

 
Manufacturer List Price vs 
Transactional Price/Drive-Away Price 
– There appears to have been a trend in 
recent years whereby Dealers are paying 
wholesale prices based on a high MLP 
that is not competitive in the market. 
Subsequently, the distributor introduces 
a claims regime for Dealers to claim back 
money when the vehicle is sold for a price 
substantially lower than the MLP. 

On occasion this may have occurred 
as an anomaly, but it appears to be an 
increasing trend and the benefit to the 
factory is that it is extremely beneficial 
to them from a cash flow perspective. 

 
This is a vexed question comprising many competing issues, often with a complex factual 
background, and the best answer is: “it depends”.

Motor vehicles are complex products made up of thousands of component parts. 

The component parts have to be of “acceptable quality” and they achieve this if they are: 
a.  Fit for all the purposes for which goods of that kind are commonly supplied; and 
b.  Acceptable in appearance and finish; and 
c.  Free from defects; and 
d.  Safe; and 
e.  Durable

As a reasonable consumer fully acquainted with the state and condition of the goods (including 
any hidden defects of the goods) would regard as acceptable having regard to matters such 
as the nature of the goods, the price of the goods, any statements made about the goods, any 
representations about the goods and any other relevant circumstances. 

Components have to be “durable”, but they do not come with a consumer guarantee to be of 
acceptable quality for life, or a guarantee of perfection. 

Durability is a context and a product-specific concept. How long should an engine last in 
the absence of driver abuse and in circumstances of regular servicing? How long should a 
transmission last? How long should a piston last?

Perhaps the answer is several years, possibly six or seven, depending on the component. 
Express manufacturers’ warranties generally range from three to seven years. The ACL is 
unlikely to apply the longer the warranty runs. 

However, due to the complexity of the motor vehicle, it is very difficult to provide any 
real certainty for consumers in relation to their ACL rights beyond the term of the 
manufacturer’s warranty, particularly given the number of variables, driving style, driver 
abuse, modifications, regular servicing, etc.

If most products, such as a television or computer, last three to five years, most consumers 
would accept that they would not have any claims for free repairs, free replacement or a full 
refund. However, given the large expense and the emotion associated with the purchase of a 
car, consumers expect more. That said, this expectation is not necessarily supported by the 
ACL because consumer use and maintenance affects the warranty on a vehicle to a much 
greater degree than for other products, such as the television and computer mentioned.

 
This business practice again goes to issues of unfairness, good faith and reasonableness. 

We discussed above how the NSW legislation may assist Dealers when it comes to unfair 
conduct. The conduct described in this section may also warrant scrutiny under the NSW 
legislation. However, for the purposes of this section, we will concentrate more on the issue 
of acting in good faith. 

The Franchising Code of Conduct expressly sets out that each party to a franchise 
agreement must act towards another party with good faith, within the meaning of the 
unwritten law. The obligation to act in good faith cannot be limited or excluded, so there is 
no doubt that the parties to a Dealer Agreement must act in good faith toward each other.

The unwritten law states that acting in good faith requires loyalty to the contract, 
cooperation, honesty, not acting for an extraneous purpose and not acting capriciously 
(unpredictably or unreasonably). 

This conduct of setting high MLPs without any intention of the actual transactional price 
reflecting the MLP may be considered to be acting without good faith, especially in cases 
where there is a trend of it occurring. It is difficult to see the legitimate commercial interest 
that the factory/importer has for setting unrealistic MLPs that it would have to show to 
defend such actions. 
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UK DEALER SATISFACTION  
DROPS SLIGHTLY: SURVEY
The latest survey of UK Dealers, 

conducted by the National Franchised 
Dealers Association (NFDA), has found 

a slight drop in the satisfaction of franchised 
car Dealers regarding their relationship with 
manufacturers.

Dealers recorded an average satisfaction 
score of 6.1 in the NFDA Winter 2017 Dealer 
Attitude Survey conducted in January. The 
score was unchanged from the same time 
last year, but 0.1 lower than in the summer 
2016 survey. Responses were scored from 
1 (extremely dissatisfied) to 10 (extremely 
satisfied).

Sue Robinson, Director of the NFDA, said 
the winter 2017 survey had 1,704 respondents 
from a total of 29 participating franchise 
networks, a response rate of 41 per cent. 

Mercedes-Benz was once again the highest 
scoring franchise with a score of 9.6, up 0.1 
points compared to the summer and 0.3 points 
higher than in the same period last year.

Kia consolidated its second position with a 
further improvement of 0.1 points to a total of 
9.3. Lexus was the third placed franchise with 
a total of 9.0 points, which was unchanged 
from last summer.

Suzuki and BMW closed out the top five with 
8.6 and 8.2 points respectively.

The franchises least valued by respondents 

were Citroen (3.8), Mitsubishi (3.9), 
Volkswagen (3.9) and Nissan (4.0). Apart from 
Citroen, which saw its score improve by 0.2 
points, the other three experienced significant 
declines.

“A number of manufacturers have clearly taken 
into consideration previous negative scores 
and now improved their position, showing 
that strengthening the Dealer-manufacturer 
relationship requires effort but is achievable,” 
Ms Robinson said.

“Dealer networks such as Mercedes-Benz and 
Kia have consistently performed well over the 
last few years, but it is also positive to see that 
other networks, such as Peugeot and Mazda, 
have shown enormous increases in score 
within the survey.

“However, average scores across the majority 
of the questions have generally worsened. 
In such a critical period it is fundamental 
that manufacturers and Dealers continue to 
constructively work together towards the same 
ultimate objective, which is ensuring that the 
automotive industry is well represented at all 
levels and continues to thrive.”

Profit return

Mercedes-Benz Dealers again topped 
satisfaction levels when asked about their 
current profit return, with a score of 9.6. 
Alfa Romeo Dealers were the least satisfied, 
with a score of just 2.8. Peugeot Dealers saw 

the biggest improvement in satisfaction, up 
1.9 points to 7.1, while Jeep Dealers had the 
biggest decline, down 1.8 points to 3.7. The 
average score was 5.4.

When it came to future profits, Dealers were 
a little more positive, with an average score 
of 5.6, although this was down 0.3 points 
from the previous survey. Mercedes-Benz 
once more came out on top, with a score of 
9.1, while Citroen brought up the rear with 
3.2. Seat and Skoda were the most improved, 
with gains of 1.1 points, while Nissan saw the 
greatest decline, down 1.9.

New vehicle margins

Kia was the best performer in this regard 
with a score of 8.4. The worst was Mitsubishi, 
scoring 3.1, while Mercedes-Benz saw the 
biggest drop, down 1.9 to 7.2. The biggest 
improvers were Peugeot and Skoda, both 
up 1.3 points to 7.4 and 5.2 respectively. The 
average score was 5.5.

Return on investment

Regarding the required level of capital 
investment, Mercedes-Benz again led the way, 
scoring 9.2 points, with Peugeot again the 
most improved, up 1.5. Jaguar was the bottom 
performer, on 3.0, while Jeep saw the biggest 
fall, down 1.4 points. The average score across 
all Dealers for the required levels of capital 
investment was 5.5. This was 0.1 down from 
the last survey, but 0.1 up on the previous 12 
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months. 

When asked about the return on capital for 
their dealerships, a majority of the Dealer 
network (15), experienced a decrease in 
satisfaction regarding their return on capital. 
Eleven experienced an increase and three were 
unchanged or new to the survey. The average 
Dealer gave a score of 5.2; 0.1 down from the 
last survey but the same as the winter 2016 
average response. Mercedes-Benz Dealers 
topped the list again, recording a satisfaction 
level of 9.1. Alfa Romeo Dealers were the 
least satisfied, with a score of 2.9. The biggest 
improver was again Peugeot, up 1.6 points, 
while at the other end of the spectrum, Nissan 
and Land Rover saw a 1.7 point decline.

Targets

Regarding their satisfaction that the volume 
target aspirations of their manufacturers were 
realistic, the average score of 5.0 was a decrease 
of 0.2 points from the last survey, but up 0.1 
from the previous winter’s result. Kia Dealers 
were the most satisfied, returning a score of 
8.8, while Jeep Dealers were the least satisfied, 
rating 2.5. Skoda was the most improved, up 
1.0, while Nissan satisfaction plummeted 2.2 
points. 

Incentives

The average Dealer’s satisfaction with bonus 
and rebate rates for new car sales decreased 
by 0.2 since the last survey. This is now 5.5. 
Likewise, a majority of Dealer networks (17) 
saw a decrease in their levels of satisfaction. 
Ten reported an increase. Mercedes-Benz was 
the top performer at 8.8, while Mitsubishi was 
the worst at 3.5. Mazda was the big riser, up 1.2 
points, while Jeep and Nissan both suffered a 
fall of 1.5.

Day-to-day working relationship

The average score here was 6.5, down 0.1. 
Mercedes-Benz Dealers reported a score of 9.7, 
while Nissan Dealers scored just 3.7. Peugeot 
was up 1.0, while Nissan was down 2.4 points.

On whether they were satisfied, their 
manufacturer took their views into account. 
Dealers returned an average score of 5.9, down 
from 6.1. The top was Mercedes-Benz at 9.7, 
the bottom Nissan at 3.2. Mazda was up 1.1 
points and Nissan down 2.1.

Manufacturer Dealer standards  

Top:  Mercedes-Benz  (9.4) 

Bottom:  Jaguar  (4.1) 
Most improved:  Peugeot  (+1.2) 
Biggest decline:  Vauxhall  (-1.5) 
Average:   6.3

Performance measures

Top:  Mercedes  (9.5) 
Bottom:  Jaguar, Citroen, Nissan  (4.4) 
Most improved:  Peugeot, Subaru  (+1.0)
Biggest decline:  Nissan  (-1.6) 
Average:   6.2

Overall manufacturer scores

Asked to rate their overall satisfaction levels 
with their manufacturers, Dealers responded 
as shown below:

Mercedes-Benz   9.6 
Kia   9.3 
Lexus   9.0 
Suzuki   8.6 
BMW   8.2 
Mazda   8.0 
Peugeot   7.7 
Mini   7.5 
Ford   7.2 
Subaru   7.1 
Seat   7.0 
Toyota   6.7 
Honda   6.7 
Abarth   6.7 
Skoda   6.6 
Volvo   6.5 
Renault   6.4 
Land Rover   6.3 
Vauxhall   6.0 

Audi   5.3 
Jeep   4.7 
Jaguar   4.6 
Hyundai   4.6 
Fiat   4.5 
Alfa Romeo   4.5 
Nissan   4.0 
Volkswagen   3.9 
Mitsubishi   3.9 
Citroen   3.8 
Most improved:  Peugeot  +1.3 
Biggest decline:  Nissan, Jeep  -1.3 
Average score:   6.1

To see how satisfied the different Dealer 
networks were with their manufacturers 
across all elements of the survey, a different 
measured was used, i.e. the average score they 
gave to all questions. Across all questions, the 
average score given by Dealers was 6.2 points, 
0.2 below the average score of the last survey. 
Since the last survey the average level of 
satisfaction decreased for the majority (18) and 
increased for just 10, with one network new to 
the survey. 

The third way to evaluate overall performance 
of the various manufacturers was to look at the 
total movement in all questions of the survey 
for each Dealer network. Only 10 saw a net 
positive movement in the survey, while 18 saw 
a negative movement overall and one was new 
to the survey. The average Dealer saw a total 
negative movement of 7.6 points across the 
entire survey. Peugeot was the best performer 
with a total increase of 67.9 points across all 
questions. Jeep saw the largest decline, losing a 
total of 51.96 points. 

NFDA DEALER ATTITUDE SURVEY - RESULTS OF THE WINTER 2017 SURVEY 
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Q4b. How satisfied are you with the future profit return from representing your business?

 
PREVIOUS SURVEY RESULTS – SUMMER 2016 

 
Abarth new Ford 6.0 Land Rover 7.6 Nissan 5.5 Suzuki 8.3   
Alfa Romeo 5.1 Honda 6.2 Lexus 8.2 Peugeot 6.3 Toyota 6.7   
Audi 4.8 Hyundai 5.0 Mazda 6.9 Renault 6.4 Vauxhall 5.4   
BMW 7.0 Jaguar 4.6 Mercedes 9.0 Seat 5.8 Volkswagen 4.4   
Citroen 3.5 Jeep 5.8 Mini 6.9 Skoda 5.3 Volvo 7.4   
Fiat 5.3 Kia 8.6 Mitsubishi 4.8 Subaru 5.8   AVERAGE 5.9 

 
 Source: NFDA



REPORT A COUNTERFEIT
The ‘Genuine Is Best’ campaign has 

introduced a new feature that allows 
consumers to make an online report if they 

believe they have been sold a counterfeit part. 

The Department of Immigration and Border 
Protection supports the new reporting hub, 
which will help investigators detect and seize 
fake car components.

The online form, located at www.
genuineisbest.com.au/report-a-counterfeit, 
enables consumers to submit details of parts 
they suspect may not be the genuine article. 

This information will be provided to the Original 
Equipment Manufacturer (OEM) so that it 
may investigate any breaches of its intellectual 
property rights. The OEM will then submit a 
formal notification to the Australian Department 
of Immigration and Border Protection. 

The Department is empowered under Federal 
legislation, specifically the Trade Marks Act 
1995 or the Copyright Act 1968, to take action 
in respect of the alleged breach, which could 
include the seizure of the property. Erin 
Dale, Commander Customs Compliance in 
the Department of Immigration and Border 
Protection, said more information would assist 
in curtailing the counterfeit issue. 

"The Department works in partnership with 
the automotive industry to prevent counterfeit 
car parts from crossing the Australian border," 
Commander Dale said. 

"It enforces intellectual property rights through 
Australia's Notice of Objection Scheme, which 
enables it to seize at the border importations 
of counterfeit and pirated goods. Each year 
we enforce over 600 Notices of Objection on 
behalf of brand owners. 

During the 2015-16 financial year the 
Department seized more than 190,000 
individual items of counterfeit and pirated 
goods worth about $17 million. 

"Programs that allow the Australian public 
to report counterfeit goods to brand owners 
may draw attention to counterfeit goods, 
so brand owners are in a position to advise 
the Department of suspected imports of 
counterfeit goods," Commander Dale said. 

Recent international seizures have indicated 

the scope of the counterfeit parts problem, 
with raids in China and the Middle East 
unearthing massive volumes of sub-standard 
and often dangerous parts potentially headed 
for Australian shores. 

"The more information the Department has 
on suspected counterfeit goods, the greater its 
ability to identify and intercept these goods," 
Commander Dale said.  

"With a Notice of Objection Scheme in place, 
the industry's expertise will assist us to detect 
infringing goods at the border. We encourage 
the industry to refer to the Department 
of Immigration and Border Protection, 
information such as details of known 
importers or shipments of goods." 

Federal Chamber of Automotive Industries 
(FCAI) Chief Executive, Tony Weber, said 
he was pleased the new reporting function 
would place greater attention on dangerous 
automotive components. 

"With the striker wire test outcome, we have 
seen just one more demonstration of how a 
non-genuine part presents a serious safety risk 
to consumers,” he said. 

“By developing this online reporting capability,  
we are empowering consumers and asking 
them to join us in our fight against the 
counterfeiters.

"Millions of dollars’ worth of counterfeit 
car parts seized over the past 12 months in 
warehouses from China to the Middle East 
have demonstrated the scale of this issue. It's 
an international trade that has been estimated 
to be worth US$20 billion a year.”

Mr Weber said that component testing 
undertaken by the FCAI had shown that the 
manufacturing processes counterfeiters are 
using are capable of creating parts that look up 
to the job. However, in circumstances where 
they need to perform and protect vehicle 
occupants, they are not fit for purpose and in 
many cases are downright dangerous. 

"This is where we need the help of Australian 
vehicle owners. By taking an active role in 
uncovering these counterfeit components, 
panels and parts, consumers are not just 
protecting themselves and their fellow 
road users, but also working to assist the 
Australian Government in curbing their illegal 
importation and distribution," he said.

Consumers who believe they have been sold 
a counterfeit car part can submit the details 
at www.genuineisbest.com.au/report-a-
counterfeit. 
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LAW CENTRE LAUNCHES MEDIA CAMPAIGN 
AGAINST ADD-ON INSURANCE
Despite the win Dealers recently achieved 

regarding commissions for add-on 
insurance, AADA wants members to be 

aware that the Consumer Action Law Centre 
(CALC) has begun a media campaign warning 
of ‘shonky selling’ of add-on insurance and 
extended warranties.

The campaign follows an enforceable 
undertaking to ASIC by Sydney firm Inhouse 
Finance Group, which has agreed to refund 
more than $400,000 to 177 consumers. ASIC 
surveillance found that the car financier 
charged consumers an interest rate higher than 
the maximum allowable under the National 
Credit Act.

Inhouse Finance Group provides loans for cars 
purchased from Best Buy Autos in Sydney. It 
required consumers to purchase a warranty 
product if they were unable to pay an 80 per 
cent deposit. The cost of the warranty was 
included in the amount borrowed under the 
loan contract and this cost should have been 
included in the calculation of the annual 
percentage interest rate. The miscalculation led 
to some consumers being charged an annual 
interest rate of up to 90 per cent on their car 
loans when the maximum allowed by law is 48 
per cent.

“Car yards should be ashamed by the sales 
tactics we’ve seen,” said Susan Quinn, Senior 
Policy Officer at CALC.

“We estimate that over $70 million in junk 
insurance and rubbish warranties is sold 
to Australians every year. High pressure 
sales, inappropriate products and ridiculous 
commissions seem to have been normalised in 
Australia’s car yards. 

“This ASIC action barely scratches the surface 
of the behaviour we’ve seen in car yards. Cars 
are a really important purchase, but Dealers 
shouldn't be relying on commissions from 
junk products to make a profit.”

Ms Quinn said that since launching 
DemandARefund.com in early 2016, CALC 
has helped Australians demand refunds for 
over $500,000 worth of “junk” insurance and 
“rubbish” warranties.

This is what they are saying about us

Consumer Action’s three tips for avoiding car 
yard shonks:

1. Insurance and warranties sold in car 
yards are bad news. 

Our experience shows that the 
insurance products and warranties 
sold at car yards is often poor value. 
The salesperson is more focused on 
their commission than getting the right 
insurance for you. Research your own 
options.

2. Car yards are bad places for financial 
decisions. 

It might seem convenient to buy your car 
and arrange a loan in the same place, 
but you could be stung with an expensive 
loan you can’t afford. Compare rates in 
the market and speak to a lender who 
cares about giving you the right loan for 
your circumstances.

3. Prepare before entering the car yard. 

Walk in prepared. Set your budget, know 
what car features are important for you 
and be prepared to sleep on it. Cars are a 
major financial decision – so don’t rush!

We are publishing this article in order to 
inform Dealers of what is being said about our 
industry so they can arm themselves against 
uninformed critics and ensure they themselves 
do not become the target of CALC. 

Your Proven Vehicle Disposal Partner  
Unlocking Value for over 25 years

• 3000 vehicles sold every month
•  National online marketplace to sell your vehicles
• 24 hours, 7 days a week exposure
• 80% clearance rate
•   National commercial &   

luxury sale calendar
•  200,000+ visitors each month  

to auto sales 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
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LEMON LAWS BATTLE RAGES ON
Australian Competition and Consumer 

Commission (ACCC) Chairman, 
Rod Sims, has accused the Australian 

automobile industry of being out of touch for 
wanting to remove 'lemon laws', of which the 
industry believes some consumers are taking 
advantage of.

Automakers argue that full refunds on lemon 
cars are an “unfair windfall gain” for motorists 
and want gone the money back guarantee 
drivers claim when they show a car would not 
“have been acquired by a reasonable consumer 
fully acquainted with the nature and extent” of 
a failure that emerged later.

The Federal Chamber of Automotive 
Industries (FCAI) has even suggested that 
some refund claims are made up. In its 
submission to the ACCC’s inquiry into new 
car retailing, the FCAI said Dealers noticed 
a “spike in the number of consumers seeking 
a refund” when the final finance payment – 
often a large lump sum – falls due.

In its submission to another review, that 
of Consumer Affairs ANZ into Australian 
Consumer Law, the FCAI argues that a full 
refund for a consumer who “might have 
had the use of the vehicle, sometimes for an 
extended period of time” is a major failure and 
“an unfair windfall gain”.

“If the consumer is entitled to a ‘refund’, an 
appropriate allowance should be made to take 
into account the consumer’s use of the vehicle,” 
the FCAI submission said.

Mr Rod Sims retorted that such an argument 
has not been made for a defective fridge or TV. 

“I think it just reflects this industry is not 
much attuned to the consumer guarantees in 
Australian consumer law,” he said.

Other consumer advocacy organisations, 
including the Consumer Action Law Centre, 
support specific protection against 'lemons', 
while Choice says ongoing minor defects – if 
unresolved within a reasonable time – can 
amount to a major failure, hence consumers 
deserve a refund.

The FCAI, however, says consumers 
should not be able to reject a car in those 
circumstances provided they are given the use 
of a loan car and do not “suffer any significant 
loss while their vehicle is being repaired”.

After little activity for several years, 
industry insiders now believe the time is 
ripe for further consolidation of the fleet 

management industry.

Favourable conditions, including steady 
markets and ready availability of money, 
mean the time could be right for mergers and 
acquisitions to pick up where they left off after 
the global financial crisis in 2008.

Big players in the fleet and salary-packaging 
industry are said to be investigating 
consolidation by looking to acquire smaller 
competitors.

FLEET MANAGEMENT CONSOLIDATION 
SET TO RESUME

With no new entrants to the sector, the road 
is clear for the rich to get richer and the big to 
get bigger. Larger organisations that have not 
grown as much as they desired are seeking to 
take advantage of affordable capital and grow 
via acquisition.

Affordability of scale is another motivating 
factor for businesses seeking to lower costs and 
increase efficiencies. The lease market is seen 
as having limited potential for growth.

Smaller operations are seen to have given 
customers a higher level of service and thus 
have thrived over recent years, making them 
attractive targets as bolt-on acquisitions. 
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WILL THE END OF MANUFACTURING 
DAMAGE USED CAR VALUES?
With Australian-based automobile 

manufacturing to cease in October, 
the local automotive industry is 

braced for change. One area in which the 
impact is as yet uncertain is in the used car 
market.

Dealers and fleet managers know that when 
a new model is approaching release they have 
two options: discount the old model in a run-
out sale or hold onto inventory and hope used 
car values will hold up.

Complicating things now and into the 
future is that, with vehicles no longer to 
be manufactured in this country, not all 
models will be continued. Used versions of 
discontinued models tend to have less residual 
value. 

Nick Adamidis, Marketing and Sales Manager 
at Glass's Information Services, recently told 
the Australian Financial Review that fleet 
managers should consider both the short and 
long term.

"When a vehicle update occurs, if the change 
in appearance of the new model is minor, then 
there isn't a large impact on the resale values of 
the discontinued models,” he said. 

“If there is a major update to the new model – 
for example a completely new re-skin – then 
this may have a further negative impact on 
used prices for the discontinued model.

"Whether fleet managers buy the current 
model or wait for the new model depends on 
the level of discount they are offered. As such, 
this decision is highly dependent upon each 
individual fleet’s circumstances with regards 
to their vehicle changeover policies, the age 
of their current vehicle fleet and the level of 
discounting."

According to Chetan Varsani, Commercial 
Manager at Pickles Auctions, the secret to 
profiting from major model changes is for 
fleet managers to be smart about setting future 
values.

"In terms of senior series change, our data 
suggests FMOs can generally set a residual 
value 15 per cent higher when comparing to a 
seven-year-old model,” he said. 

“We call this the honeymoon period. We find 
this increase comes down in an exponential 
fashion as the model gets old. 

"This increase allows smart FMOs to really 
gain advantages on newly released model, 
however they do need to be prudent and bring 
that number down quickly as the honeymoon 
period fades away."

Learning from the past

When Mitsubishi wound up production of the 
Magna and 380 it also stopped new vehicle 
advertising. What followed was a fall in the 
demand for used models and then a decline 
in prices.

Similarly for Ford, the discontinuation of 
model nameplates for non-performance 
Falcons (non XR8 and XR6 Turbo models) 
post Ford's exit late last year has seen a recent 
drop in residual values.

Toyota and Holden both appear to be 
managing their exit more thoughtfully, 
confirming that they will continue with the 
model names Camry and Commodore, which 
should limit the impact on future values.

"This will help support residual values going 

forward, as opposed to ceasing the model 
name when local production ceases," Mr 
Adamidis said.

"It is the new car advertising and marketing 
for a specific model that maintains awareness 
for the same model in the used car market. 
Seeing these new cars driven on the roads, 
coupled with online, TV, billboard and 
print advertising, provides constant market 
awareness in used car buyers' minds when 
deciding on buying a second-hand car.

"If awareness remains healthy via advertising 
of the new model nameplate, demand 
remains strong in the used car market, then 
Dealers will see continued demand from 
the private market and they will, in turn, 
actively participate in taking in trade-ins and 
purchases of these second-hand models at 
auctions, further adding support to the resale 
value."

It's all in the timing

The other main factor influencing used car 
values is the timing of sales. Demand for used 
vehicles fluctuates seasonally, with the early 
part of the year through to April generally the 
best time to sell.

Prices tend to drop from April through to the 
'winter dip' in July, at which time car prices 
are usually at their lowest. They begin to climb 
again through to November before another 
drop in low-demand December.
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TARGET MILLENNIALS: BDO'S TAKE-OUT 
FROM NADA CONVENTION
With 24 per cent of millennials 

planning to buy a car within the next 
12 months and the demographic 

expected to make up 46 per cent of the 
workforce by 2020, they are the group to 
target.

That's one of the key takeaways automotive 
accountancy firm, BDO, took from its visit to 
the 100th annual NADA Convention in New 
Orleans in February.

A review of the convention, compiled by 
head of motor retail, Malcolm Thixton, and 
partner, Steve Le Bas, said it was important to 
give millennials 'immediate and personalised' 
attention.

“When they visit your dealership they are 
ready to buy, having done their research 
online. A hard sell will not work with them so 
you have to adopt a thorough and professional 
sales approach,” the BDO review said.

Other important lessons regarding millennials 
were to answer any questions they have, and 
always come back with another question to 
help keep the engagement going. It is crucial to 
be unique: “Try to stand out and communicate 
through the channels they use, i.e. have a 
30-second video to text them”.

“Get them on the phone as soon as possible. 
Be more than ‘words on a screen’ so your 
personality can shine through. Persevere and 
always do your after-contact follow-up.”

Research shows that customer satisfaction 
reduces once they have spent more than 90 
minutes in the business at any one time, so 
BDO encourages Dealers to adopt the 'One-
Hour Sale' model:

First 15 minutes

Capture 'Like': 71 per cent of millennials buy 
because they like their salesperson.

• Look, act and sound like a professional to 
make a great first impression.

• Get your first 10 words right; make it a 
warm and friendly greeting.

• Ask the right questions to establish trust 
as you discover their hot buttons.

• Show off your service department as part 
of your ‘VIP’ treatment.

• Properly handle price questions so they 
don’t become hurdles later on.

• Get management involved early with a 
quick ‘fly by’ to say ‘hi’.

Next 30 minutes

• Engage: Build value in your product.

• Take the lead and display, operate and 
show how the product works.

• Make your car ‘the star’ – ‘sell the 
sizzle’ and focus on their hot buttons.

• Be quiet when the customer drives – 
the ‘feel of the wheel seals the deal’.

Last 15 minutes

Convert: Create a 'now mindset'.

• Start to summarise two minutes out 
with ‘yes’ questions.

• Convert into a sale today with a 
positive statement and action.

• Create massive mental ownership with 
physical involvement.

• Set your deal up right with a proper 
four-step ‘wrap up’.

• Set up and handle the write-up 
professionally.

The BDO review also emphasises that rather 
than being seen as the last step of the sale, the 
delivery phase should be seen as the first step 
of the next sale. Build an ongoing relationship 
– follow up, ask for referrals and 'marry them' 
to your service department.

Key learning points

• Ensure you react to the changing 
customer base.

• Interact initially with the customer 
in the manner they want to 
communicate.

• Create a sales process for the 
millennial customer.

• Ensure customers who are time poor 
are not made to stay in the dealership 
longer than necessary.
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The 2017 AADA National Dealer 
Convention returns to Sydney in 
September. AADA is expecting record 

numbers to attend at the brand new, billion 
dollar ICC Sydney on Darling Harbour.

Under the theme 'Advancing Innovation, 
Technology and Engagement', we have 
compiled a program of workshops and guest 
speakers designed to help Dealers and key 
staff adapt to the rapidly changing pace of 
technological advancement and its impact on 
our industry.

We're thrilled to be hosting this year's event 
at the ICC Sydney, a world-class business and 
function facility right in the heart of Sydney's 
gorgeous Darling Harbour precinct. 

We encourage all Dealers to attend and 
bring along key members of staff in their 
Sales, Service, Aftermarket and Marketing 
departments.

The 2017 AADA Convention will feature 
ACCC Chairman Mr. Rod Sims at the AADA 
Auto-IT Opening Breakfast. This significant 
address will enlighten and educate delegates 
about the roles of advocacy and the regulator. 
Following the Opening Breakfast the AADA 
General Session will feature an important 
keynote address by The Hon. Paul Fletcher 
MP, Minister for Urban Infrastructure. These 
two addresses will outline the importance 
of the work that AADA does on behalf of 
Australian automotive dealers.

AADA EXPECTS RECORD CONVENTION 
NUMBERS AT NEW SYDNEY VENUE

As usual we have put together an outstanding 
program of compelling and inspiring 
speakers – experts in all aspects of dealership 
operations, marketing, new technology and 
media, business and the world at large. The 
AADA Keynote Address will be delivered by 
The Hon. Peter Costello AC. Mr. Costello will 
give his take on how the world is changing. 
The AADA Convention program also includes 
an address on innovation by former Telstra 
CEO Mr. David Thodey AO. Our social 
program is always a highlight, and this year 
we welcome Ella Hooper as the latest in a long 
line of Australian and international stars to 
entertain delegates.

The 2017 Expo is the largest yet, showcasing 
the latest and greatest products and services 
designed to give your dealership the cutting 
edge. The pace of technological change is 
so rapid these days, the Expo is a one-stop 

INNOVATION, TECHNOLOGY  
& ENGAGEMENT

www.aadaconvention.com.au

The 2017 AADA National 
Dealer Convention
Tuesday 19 September & Wednesday 20 September 2017

The Hon. Peter Costello AC

shop to ensure you are fully abreast of all the 
challenges and opportunities in this area.

As your industry association, AADA does a 
power of work behind the scenes advocating 
for Dealers' interests with governments and 
regulators. Having a strong association is 
crucial to the future success of our industry, 
and a well-attended Convention is a major 
component of that.

AADA does its best to keep Dealers informed 
of our projects and priorities, but the 
Convention represents the best means of 
coming face-to-face and engaging in a two-
way dialogue that conveys our message while 
listening to your needs.

It’s a wonderful opportunity to come together 
with your peers to inform yourself and 
your staff about everything going on in our 
industry.

The challenges for the retail automotive 
industry are significant. Whether it be 
autonomous vehicles, electric cars, ride-
sharing or social media, there is no escaping 
the fact that we are well into the transition 
to the digital age. The old ways won't work 
anymore and those who cling to them will fall 
behind. On the other hand, those who arm 
themselves with the knowledge and aptitude to 
grow with this new world should continue to 
thrive. That's what we aim to provide with this 
year's convention, through every department 
of the modern dealership.
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Dealers who actively engage with both 
technological progress and the consumer 
desires that drive it are the ones who will 
profit. They must engage on all sides: with 
manufacturers experimenting with new 
technology; with customers, to ensure we are 
helping them get what they want from this 
brave new world, and with governments, so 
they are abreast of planning and legislative 
developments likely to impact their business 
models.

The next decade is likely to see more change 
in the retail automotive industry than in any 
before. It is an exciting time to be involved 
in our industry, but also a challenging one. 
The aim of the 2017 AADA National Dealer 
Convention and Expo is to inform and equip 
our members to best cope with that change.

To this end we are developing a three-track 
program of workshops, featured guests, keynote 
speakers and policy sessions to comprehensively 
cover the myriad issues and challenges facing 
Dealers now and into the future.

The AADA Super Session

Jared Hamilton, the award-winning 
entrepreneur and technology leader, was such 
a hot ticket at the 2015 AADA National Dealer 
Convention that we have invited him back to 
conduct this must-see session.

This presentation is the glue that binds 
together the rest of the 2017 AADA National 
Dealer Convention program. Do not leave 
without seeing it!

Mr Hamilton will detail how a customer's 
choice of dealership is influenced by social 

media such as Facebook and Google reviews. 
He will explain why it is crucial for Dealers 
to invest in maintaining and promoting their 
online presence, and how powerful positive 
and negative reviews are in influencing how 
potential customers feel about buying from a 
dealership. 

The AADA General Session and AGM 

Following the Opening Breakfast, the AADA 
General Session brings you a variety of 
speakers covering a range of issues pertinent 
to all aspects of the modern dealership. The 
General Session also features the Annual 
General Meeting of AADA, so it is important 
you attend to have your say in the running of 
your association.

This session is designed for not just Dealer 
Principals (although we strongly recommend 
they attend!) but also leaders and managers 
in the Sales, Finance, Marketing and Service 
departments. Basically, if they are an 
important leader in your business, they should 
see this session!
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Jared Hamilton

Tom Stuker David Martin George Dans Tully Williams

The address by Federal Minister for Urban 
Infrastructure, Paul Fletcher, comprises part of 
this session, with the balance made up of talks 
from some of AADA's leaders and key policy 
and advocacy thinkers.

Tuesday Team Events: 'Engine'

Designed for middle managers, service 
personnel, sales personnel and support 
staff inside dealerships, this program will 
feature workshop subjects such as Business 
Development Centres, Customer Loyalty in 
Sales & Service, Relationship Management, 
Service Department Competition, Sales Skills, 
Team Leadership and more. 

Some of AADA's favourite visiting speakers 
will lead your team through these invaluable 
and educational sessions. International 
speakers Tom Stuker and George Dans will 
give your sales teams an invigorating session 
on vehicle sales. Markee Group’s David Martin 
and leading USA dealer Tully Williams will 
give service teams real valuable take-back 
to the dealership with information that will 
benefit all who attend. We can't emphasise 
enough just how important it is that not just 
your managers, but entire teams are on hand 
to gain first-hand the benefits of the wisdom of 
some of the retail automotive industry's most 
successful trainers and leaders.

The AADA Expo 

Our biggest Expo ever! Now open day 
and night to ensure you have time to see 
everything on display.

The AADA Expo has always been a popular 
destination for delegates between sessions, 
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but this year we’re taking it to another level 
with the news that you will now also be able to 
explore the vast array of innovative products, 
services and new technologies after the sun 
goes down. 

The AADA Expo will be reinvigorated for 
2017, with more exhibitors than ever before 
and a new exhibitor-friendly layout. The 
AADA Expo will be open between 6:30am 
through to 10pm on the Tuesday, and 6:30am 
to 5pm on Wednesday. 

As always, the AADA Expo will showcase new 
products and services designed to improve 
your bottom line. Whether it be after-market, 
insurance, finance, marketing, software, 
customer retention or any other aspect of 
dealership operations, you can bet there will be 
something for you. 

AADA Central

AADA Central is the hub of all catered 
functions and plenary sessions for the 2017 
AADA National Dealer Convention. Located 
inside the Expo this will create a focused 
energy, and having everything centrally 
located is great for convenience.

The Venue: ICC Sydney 

The venue for the 2017 AADA National 
Dealer Convention takes us to another level. 
The brand-new, outstanding ICC Sydney is 
Asia Pacific's premier integrated convention, 
exhibition and entertainment precinct. 

Featuring a striking contemporary design, 
leading technology and multi-purpose spaces, 
the $1.5 billion ICC Sydney is located in the 
heart of the active, prime waterfront precinct 
of Darling Harbour on Cockle Bay.

The venue boasts sweeping views from 
an external event deck, a spectacular new 
ballroom and a red carpet entertainment 
complex.

ICC Sydney incorporates world’s best practice 
technology throughout, including wireless 
connectivity across the precinct.

The external event deck of 5,000 square metres 
includes a bar and lounge featuring spectacular 
city views. The exhibition halls link seamlessly 
with the rest of the venue. Over two floors, 
they provide a massive total of 32,600 sqm, 
making it Australia’s largest exhibition space. 
Added to the 2,400 sqm of multi-purpose 
event space in the convention area, this makes 
for a total of 35,000 sqm internal exhibition 
space. 

ICC Sydney is the centrepiece of its very 
own Sydney Harbour waterfront precinct, 
set amongst restaurants, retail and a vibrant 
public domain on Darling Harbour yet only a 
moment's walk to Australia's largest CBD and 
surrounding university and cultural quarters. 
It is the fulcrum of a broader AU$3.4 billion 
revitalisation of Darling Harbour.

Don’t miss the 2017 AADA National Dealer 
Convention & Expo. You're going to love it! 
See you there!



HAVE WE REACHED PEAK AUTO?

Although the Australian retail automotive 
sales market continued to experience 
strong growth in 2016, a research 

company has posed the question of whether 
we have reached, or are approaching, peak 
levels of automotive ownership.

ACA Research reviewed 2016’s automotive 
sales, as reported by VFACTS, and the impact 
of ongoing changes in the Australian car 
industry.

Year-on-year car sales increased by 2% 
following 3.8% growth in 2015. 

CAR AFFORDABILITY BEST  
SINCE THE 1970'S

Dealers have reason to rejoice, knowing car 
affordability is running at the best levels 
on record.

Latest VFACTS figures indicate the market 
– buoyed by low interest rates, a strong share 
market, rising employment and high personal 
wealth levels – is on track to register a tad more 
than 1.2 million new vehicles this year.

ComSec’s ‘Economic Insights’ reports that for 
the first time in nearly four decades it would take 
an average wage earner 21.7 weeks to purchase 

a new Holden Commodore Evoke – a huge 
improvement over the last decade, when the car 
affordability measure stood at 31.5 weeks.

The biggest growth continues to come from 
tradie ute sales and medium SUVs, with Toyota 
taking the honours.

Toyota is the clear market leader YTD, followed 
by Mazda, Hyundai, Mitsubishi, Holden and 
Ford.

AADA CEO, David Blackhall, said the current 
economic climate presents unprecedented 
opportunities for Dealers to exceed their targets 
with good, creative marketing.

He said stable petrol prices, a strong Australian 
dollar and upbeat household confidence are 
other key factors that will contribute to continued 
growth.

Mr Blackhall said consumers are also in a win/
win situation, having the option to select a car of 
their choice from the 67 different makes and a 
huge proliferation of models.

“The Australian automotive industry is the most 
competitive market in the world. That makes it a 
genuine buyer’s market.

“With such a big product offering, I find it 
difficult to comprehend why the powers that 
be in Canberra are talking about allowing 
individuals to import new vehicles here.

“This kind of talk only puts stars in consumers’ 
eyes, giving them a false set of expectations that 
they can bring in a new car and be afforded 
factory-authorised service providers and long-
term warranties, when nothing can be further 
from the truth,” he said.

“The most notable growth has been 
in commercial fleet sales recording an 
astonishing 13% increase year-on-year while, 
in contrast, private sales have declined by 
5.8%,” the ACA Research report said. 

“While passenger vehicle sales volumes have 
declined year-on-year, they continue to be the 
category leader, accounting for 41.3% of all 
new car sales in Australia. However, as SUVs 
continue their upward surge, we can expect 
to see this segment of the market overtaking 
passenger vehicle sales at some point during 
2017-18.”

The report noted that while sales of light 
commercial vehicles increased by 9.4% in 
2015, driven by strong demand from business 
buyers for utes, ute sales to private buyers 
declined in 2016.

“At a model level the big story is the rapid 
ascendance of the Toyota Hilux to top spot 
in the pecking order for Australia’s top selling 
vehicle, with the Ford Ranger moving into 
fourth place,” the report said. 

“Competition at the higher end of the 
ute market is only going to intensify with 
Mercedes and Renault launching models 
into the market in 2017. Hyundai bucked the 
downward trend in the passenger car market, 
with sales of the i30 increasing by 16.9%.”

In terms of overall car sales Toyota led the way 
with a 17.8% market share. Holden has fallen 
to fourth place, overtaken by Hyundai. 

“Holden’s future model lineup of overseas 
manufactured vehicles may ultimately prove to 
be an opportunity to regain lost ground,” the 
report said. 

Kia made big strides, enjoying a 20% increase 
in passenger car sales and a 40% increase in 
SUV sales.

“With a strong technology play backed by 
a seven-year unlimited km warranty, seven 
years capped price servicing and seven years 
roadside assistance, we expect Kia to grow its 
share of new vehicle sales,” the report said.

“We are also seeing a blurring of the lines 

Ray Kennedy
Automotive Industry 
Observer and Advisor 
to the AADA 
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KPMG EXECUTIVE SUMMARY

KPMG has published the results of 
its 18th annual Global Automotive 
Executive Survey, based on responses 
from almost 1,000 senior automotive 

executives and more than 2,400 consumers 
around the world.

The resultant report focused on three main 
areas: the conflict between evolutionary and 
revolutionary drivetrain technologies; the 
move from offline to online, and geopolitical 
and economic changes.

Lost in translation

“The auto industry is lost in translation 
between evolutionary, revolutionary and 
disruptive key trends that all need to be 

between luxury and mass vehicle brands. 
For example, Mercedes Benz (with the 
GLA and GLC) and BMW (with the X1 
and X3) are both  pushing aggressively into 
the mainstream SUV market. Conversely, 
Hyundai is making a play for the luxury 
segment of the market by spinning off Genesis 
Motors as a separate division, with the new 
G80 set to be unveiled in Australia in 2017.”

Autonomous vehicles and the peak auto 
question

“Looking further ahead, the broader questions 
are: when will we reach peak automotive in the 
Australian market and when might we see the 
first sale of a fully autonomous vehicle?” the 
report asked.

“With the Australian national vehicle fleet 
growing 2.1% from 2015 to 2016 to a total of 

18.4 million registered vehicles at 31 January 
2016, the signs are that the automotive market 
in Australia has not yet reached saturation 
point. The main drivers of demand, population 
growth (currently at 1.6% pa) and business 
formation rates, are on an upward trend.

“However other factors, such as the growth 
of car sharing and pooling, increasing 
urbanisation and a shift away from car 
ownership among younger demographic 
segments, may dampen future demand. 
Looking overseas, both Toyota and Nissan 
expect a decline in future sales in the United 
States but anticipate growth in key Asian 
markets.

“Our view is that Australia will continue to 
be a competitive, dynamic and expanding 
automotive market in the near term. However 
looking at how leading OEM’s envision the 

future (for example Ford’s Smart Mobility 
plan), the inescapable conclusion is that we are 
on the cusp of a transformation change in the 
automotive industry.”

The researchers concluded that the 
introduction of fully autonomous vehicles 
will have a major impact on how users think 
about their mobility needs as well as how car 
ownership and usage fits into this. 

“The question about ‘when’ is likely to be 
determined by how quickly our regulators get 
to grips with the impact of this technology, but 
most leading OEMs are expecting to introduce 
a fully driverless car into the market by 2025 
at the latest, and have plans to retrofit existing 
vehicles within a similar timeframe,” the report 
concluded.

So we're not at peak auto yet but we might well 
be within a decade. Times, they are a-changin’.

managed at the same time,” the report says.

The survey found that executives are torn 
between evolutionary and revolutionary 
drivetrain technologies, with 76 per cent 
believing the internal combustion engine 
will remain more important than electric 
drivetrains for a very long time. However, 53 
per cent of respondents declared that diesel is 
dead.

Sixty-two per cent believed Battery 
Electric Vehicles (BEVs) would fail due to 
infrastructure, while 78 per cent said fuel cells 
would be the real breakthrough for electric 
vehicles. 

“Execs are hesitant regarding cooperation 

and unsolved infrastructure challenges. The 
reason for execs to believe in fuel cells may 
be their strong attachment to the existing 
infrastructure and traditional vehicle 
applications,” the report says.

“Success of BEVs depends on infrastructure 
and application. Coordinated actions for 
infrastructure set-up and a clear distinction of 
reasonable application areas (e.g. urban, long-
distance) needs to be established.”

Autonomous driving

“Autonomous driving will redefine the utility 
of vehicles and is the enabler for service and 
data-driven business models,” the report states.

Sixty-eight per cent of execs agreed that 
traditional purchasing criteria would become 
irrelevant, while 89 per cent said vehicle 
independent features would become key 
purchasing criteria. 

“Strategic alliances and cooperations with 
players from converging industries will be the 
fundamental driving force,” KPMG stated.

“The full potential of technologies enabling 
autonomous driving can only be realised with 
the support of standards and the full power of 
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swarm intelligence. Neither the auto nor the 
digital system will succeed on its own.”

From offline to online

A vast majority (85 per cent) of executives 
surveyed agreed that the digital ecosystem 
would generate greater revenue than the 
hardware of the car itself, while 83 per cent 
said they anticipated a major business model 
disruption within the next five years.

“OEMs have to decide whether they want to be 
a contract manufacturer or a customer-centric 
service provider (Grid Master),” the report 
says.

The German upper house of parliament, 
the Bundesrat, has passed a resolution 
calling for a ban on internal combustion 

engines by 2030. 

The cross-party resolution wants the EU 
Commission in Brussels to implement a ban 
that would ensure only zero-emission vehicles 
were being sold by 2030.

The resolution also aims to lower the tax 
subsidies enjoyed by diesel auto-makers, 
asking for a review of “the current practices of 

Thirty-five per cent of executives believed that 
OEMs would become the Grid Master, while 
just 15 per cent said OEMs would become 
contract manufacturers.

More than half (55 per cent) said OEMs would 
rather compete with players from Silicon 
Valley, and 82 per cent agreed that a Silicon 
Valley company would launch a car in the next 
four years.

Forty-nine per cent said OEMs were the 
most trustworthy when it came to zero-
error tolerance, which will be one of the key 
factors in the mass adoption of autonomous 
vehicles, while just 25 per cent of consumers 

thought Silicon Valley newcomers were more 
trustworthy in this regard.

More than half (59 per cent) predicted that 
by 2025 less than half of today's car owners 
would want to own a car, and 71 per cent said 
measuring market share based on unit sales 
was outdated.

“Management according to product 
profitability is over – customer value will 
become the core focus,” the report says.

Forty-one per cent of executives agreed that 
the OEM will take over the direct customer 
relationship.

GERMAN PARLIAMENT WANTS TO BAN 
INTERNAL COMBUSTION ENGINE BY 2030

taxation and dues with regard to a stimulation 
of emission-free mobility”.

While the resolution is not binding, Germany 
and its regulations do have a powerful 
influence on EU and UNECE policies and 
directives.

Germany has the fourth-largest auto-making 
industry in the world, so a ban on internal 
combustion engines would definitely impact 
the direction of the auto industry. It would 
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likely mean fewer auto manufacturing jobs, 
since EV powertrains require less work than 
those of combustion engines, however the 
party behind the resolution says it is the price 
required to reduce the impact of climate 
change.

“If the Paris agreement to curb climate-
warming emissions is to be taken seriously, 
no new combustion engine cars should be 
allowed on roads after 2030,” Greens party 
lawmaker, Oliver Krischer, told Der Spiegel.

LEXUS DRIVERS MOST SATISFIED: POLL
More Australian Lexus drivers are 

satisfied with their vehicle than owners 
of any other make, according to a Roy 

Morgan Research poll.

The poll found that 96 per cent of Australian 
Lexus owners were satisfied with their cars, 
compared to an average of 92 per cent across 
all vehicles.

A 92 per cent satisfaction rate is still incredibly 
high – well above the norms for industries 
such as banking, telecommunications, 
supermarkets, utilities, airlines, hotels and 
other retailers.

In presenting the award to Lexus Australia 

Chief Executive, Peter McGregor, Roy Morgan 
Chief Executive, Michele Levine, congratulated 
Lexus for consistently outperforming industry 
peers and an unwavering dedication to 
satisfying its customers.

Mr McGregor said the award was testament to 
Lexus' “uncompromising focus on quality”.

“Just as importantly, we remain committed to 
building on the foundation of our business, 
which is to deliver an exceptional ownership 
experience,” he said.

Last year, Lexus Australia enjoyed the most 
successful sales year in its history.

According to VFACTS, Lexus sold 9,027 
vehicles in Australia in 2016, which was an 
increase of 3.9 per cent on its 2015 result.
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LAUNCHING A NEW MODEL:  
THE GOOD, THE BAD AND THE UGLY

In the words of the late-Bill Tuckey, Australia’s 
finest motoring writer, “When anything can 
go wrong with a new model press launch, 

it will.” Perhaps, most famously, even for 
supposedly bullet-proof Toyota. 

Convinced the quality of the Coronas from the 
Melbourne plant was so good they didn’t need 
any extra pre-delivery checks, Toyota decided 
the motor-noters should drive Coronas 
straight off the production line and not stop 
until they reach Uluru (Ayers Rock). So it 
came about that in 1984 eight Coronas set off, 
with planned overnight stops at Port Augusta 
and Coober Pedy. 

About 300kms out, a smell like rotten egg gas 
gradually filled the cabin of at least three cars. 
Ignored at first, by Port Wakefield, north of 
Adelaide, the Coronas fronted a hoist. The diff 
was glowing red-hot and reeking. We drove on 
to Port Augusta but a visit to the local Toyota 
Dealer proved worthless. 

At Coober Pedy the burnt diff oil was replaced 
on all the cars. 

Two engineers arrived from Borg Warner, 
suppliers of the diff. They claimed that new 
cars would normally come off the line and be 
driven to a holding area, where they’d cool 
down before being moved to a transporter, 
then driven off at the Dealer, allowing the 
diff metal to temper. In truth, BW failed to 
update its pre-load settings, which caused 
spalling (flakes of metal) of the gear facings. To 
compound the problem, Toyota had changed 
the oil specifications to a lower grade without 
telling BW – embarrassing for both BW and 
Toyota, who today prefer to forget the whole 
incident.

The drive route for the 1981 VH Commodore 
launch included the Great Ocean Road. 
Predictably, the last 30kms into Apollo Bay 
became a creation of the opening laps of the 
Bathurst 1000. 

During lunch the local constabulary arrived at 
the behest of the new PR boss, recruited from 
the HR department and on his first press drive, 
convinced that we were quite mad. Truthfully, 
we claimed not to know who was driving 
which car and the police had no alternative but 
to depart. From that time Holden kept driver 
records at every press launch. 

Four years later, on GM’s vast Warren (USA) 
proving ground, we discovered the posted 
40mph (64km/h) was serious, even on the 
twisty, supposedly handling, section of the 
track. One by one, as we extended the dynamic 
limits of the GM cars, we were pulled over 
and banned from driving. “Sir, you were 
broadsiding,” we were universally told. No 
wonder GM’s yank iron was then so vastly 
inferior to a local Commodore.

The car makers still compete to create the best 
launch. Decades ago, when launches were far 
less frequent, they often became major events. 
For the new Morris 1100, BMC (remember, 
the once giant British Motor Corporation?) 
hired a fleet of luxury cabin cruisers on 
Pittwater, just north of Sydney, for a three-day 
extravaganza. With full police assistance, a 
13km section of Coal and Candle Creek Road 
in the Kuringai National Park, was closed off. 
The event became a kind of mini Mille Miglia 
road race. Over dinner that evening F1 world 
champion racing driver and BMC guest, Brit 

Graham Hill, told the assembled hacks, “You 
bastards are all quite fucking mad.” Nobody 
crashed, so what was he worried about? 

Audi used the same roads for the local launch 
of the TT – except  they weren’t closed. 
Instead, at every turn Audi positioned a 
Marshall to point the drivers in the right 
direction. At the top of Coal and Candle a 
bloke dressed as a road worker waved each 
car down and told us some other cars just like 
this had just gone through and, “they look 
terrific.” Further on, after scones and tea, they 
were waved down by an attractive blonde 
in a tiny jumpsuit. Parked next to her was a 
Mercedes-Benz SLK, the TT’s closest rival. 
“Oh,” she cried out, “My car won’t start – can 
you help?” One by one the journos showed her 
how to turn the key in the ignition to start the 
car. “Thank you ever so much,” she cooed, “I’m 
going to buy one of these cars you are driving’ 
they’re much better.” The local Audi people 
always claimed the Germans organised the 
heavy-handed TT launch. 

In 1966 Holden was among the first car 
makers to fit seat belts as standard (at least 
for the driver and front passenger). Holden 
decided to prove the strength of the belts, 
so the PR-people arranged to suspend an 
HR Holden by one belt, with a smaller Viva 
suspended by a second belt below the HR. In 
front of TV cameras the crane driver holding 

Peter Robinson
Australian Motoring 
Writer
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Veteran motoring writer and editor Peter Robinson, who spent 54-years working as a motoring 
writer, recalls some of the memorable new car launches he has attended and laments the good old 
days when European makers turned new  model launches into one big junket.
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both cars jerked a movement which split the 
top-belt plate. The HR dropped onto the Viva, 
flattening it. The story made the TV news and 
front pages of the papers across the country. 
The following day Holden repeated the 
exercise without a hitch.

Today Australia’s motoring journalists travel 
the world, virtually on a weekly basis. So 
frequent are the overseas launches that a 
couple of the more travel weary hacks now 
enjoy the privileges of Qantas’ Platinum One 
status, reserved for those unfortunate people 
who are almost constantly flying. Sounds 
glamorous until you realise that they spend 
more time in the air than on the ground. 

Most overseas launches involved one, perhaps 
two, nights on the ground in Europe for a 
few hours of wheel time. On one occasion 
the editor of Wheels magazine flew in to Italy 
early one morning and spent 20 minutes in 
the new Lamborghini Aventador on Rome’s 
Vallelunga circuit before catching the evening 
flight home. Worth it? Yes, for 12 pages in the 
magazine.

During the 70s and 80s, Alfa Romeo Australia 
seemed to us motoring writers to also be an 
unofficial branch of Italy’s tourist office. Alfa 
trips to Italy – always as much a cultural event 
as an opportunity to drive the latest models – 
achieved legendary status. 

The 1976 Ciao Tour, seven days in duration, 
included a ‘typical’ Italian 12-course lunch 
with wine in a celebrated Orvieto restaurant. 
Famously, at around 4.00pm, the happy 
journalists were advised by their Italian PR-
host, “Hurry, hurry, get on the bus or we’ll be 
late for dinner.”

Alfa’s new model launches were always 
spectacular affairs. Only Alfa Romeo would 
launch a new car in Venice….and include 
partners in the invitation. The 33 wasn’t a great 
car, but the press launch was memorable.

Volvo’s best laid plans for the crucial S40/
V40 twins launch fell apart, even though 
the engineers knew there were issues. The 
pre-production engine’s crankshaft damper 
wasn’t to spec, resulting in an obvious 
resonant harshness at mid-revs. Volvo flew 
dozens of the correct dampers to the launch 
in Spain and slowly began fitting them to the 
engines. Except, due to Sweden’s stringently 
applied work hour regulations, the mechanics 
couldn’t/wouldn’t work more than eight hours 
a day. No overtime, so most of the inkies drove 

the flawed cars. The resulting unfavourable 
press coverage did the new model huge harm 
from which it never really recovered. 

Early on in the 70s and 80s we learned the 
Japanese manufacturers hate discovering that 
any journalist understood their language. 
Press conferences involved translating 
the English question into Japanese. Then 
there’d be an often-long discussion before a 
consensus answer was reached and the answer 
translated back into English. This – despite 
many executives understanding and speaking 
English. The translation process is slow 
and laborious and designed to prevent any 
embarrassing or revealing answers. Mostly 
they came across as simply, “Yes” or “No”, 
although the question required a far more 
detailed answer. 

American, Bob Hall, who worked for a US car 
magazine before becoming the first generation 
Mazda MX-5 product planner, returned to 
journalism at Wheels in the mid-90s. Hall, 
married to a Japanese woman, spoke Japanese 
fluently, but he didn’t like to let on until the 
inevitable Q&A session, normally at the 
end of a few days in Japan. At the end of the 
session, Hall, in fluent Japanese, would thank 
the executives for their hospitability and then 
translate the real answers. Genuinely shocked, 

one of the PR-minders always asked Bob, 
“So you understood everything on every 
day?” Smiling broadly, Hall nodded in the 
affirmative, to the horror of his hosts. Once 
word passed around, Hall’s journalistic CV 
– always demanded by the Asian car makers 
before any trip to HQ – was marked “Speaks 
Japanese” in bold letters. 

For the facelifted XL Falcon, Ford created 
the slogan, “Trim, Taut, Terrific” – except it 
wasn’t really much of an improvement over 
the original XK in terms of durability. For the 
press drive, Ford set up a drive program that 
mirrored a rally stage, with the prize of a silver 
tray or rally jacket for the winners. On a route 
from the Melbourne zoo they had to average 
nearly 80km/h on a course that headed north-
west. Four cars crashed and none returned 
with their hub caps intact.  

And I haven’t mentioned the time, late one 
night, when the motoring press threw a 
fully-clothed Edsel Ford II, Deputy MD 
of Ford Australia, into a Wilpena Pound 
motel swimming pool during the Falcon XD 
launch. Edsel’s mistake was trying to play the 
saxophone. Badly. 

Peter Robinson is a doyen among motoring writers and has attended hundreds of new 
car launches over a 50 year-plus career. 

In the early days, when manufacturers wooed and wined journalists from around the 
world on lavish junkets, the attention was given more to the entertainment and pizzazz, 
with the new car literally becoming a prop. Reviewers never wrote a bad review of new 
cars in those early days because it would mean being dropped off the invitation list to the 
next launch, which could potentially be a week in Paris. 

But in those days, when manufacturers liked to outdo each other with all kinds of stunts 
and surprises for the writers, not all went as planned.

It is a totally different scene today – very much a business meeting rather than a party. 
Manufacturers are totally professional about their marketing and public relations, and 
ensure the features, specifications and handling of a new car will attract little or no 
criticism. They are conscious of the speed and impact of social media and the potential 
damage that can be done to their product in a fiercely competitive market. Everything 
has to be right!

Peter's anecdotes are in no way intended to reflect on the professionalism or reputations 
of individual brands. His recollections merely reflect on just how far we have come as an 
industry, with world-class players now delivering exceptional product and outstanding 
marketing executions. The bad old days are long gone.

We hope you enjoyed his drive down memory lane.

PETER ROBINSON
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TELEMATICS BECOMING  
COMMON IN FLEETS

New research shows that nearly half of 
Australia’s road transport fleets now 
use telematics systems. 

The survey, conducted by ACA 
Research for fleet management company 
Teletrac Navman, found that 46 per cent of 
Australian transport companies use telematics 
to manage their fleets more efficiently.

“It’s no surprise that vehicle tracking is easily 
the most commonly used feature,” the report 
said. 

“And yet although the ability to plot and 
visualise exact locations in real time is 
undoubtedly helpful, it’s not a game changer.”

The study found that the value of telematics 
increases the more embedded into operations 
it is. At Level 4, when systems are used to 
streamline business processes, we see a 
significant improvement in productivity and 
operational efficiency in every link of the 
supply chain. 

“Our assessment of the Australian telematics 
market is that it’s transitioning towards Level 
3. So how can you move your fleet up the 
maturity curve to Level 4 and beyond?” the 
report says. 

ACA recommends following these tips to put 
in place the necessary foundations to achieve 
Level 4 status:

1. Integrate systems into a single insights 
platform: Many operators have invested 
in telematics as standalone systems, 
rather than integrating with fuel card 
data, enterprise resource planning 
(ERP) systems and accounting software. 
Consequently, the ability to address 
strategic business questions is limited.

2. Ensure data is simple to understand 
and actionable: Telematics generates 
astonishingly large volumes of data so 
it’s easy to get lost in the detail. To avoid 
getting bogged down, ensure data delivers 

clear and actionable reports, with alerts 
set up to flag exceptions.

3. Leverage data to inform the future: Data 
science is the new frontier for telematics. 
As global subscriber numbers increase, 
so does the volume of data collected. 
This can be used in numerous ways 
to improve fleet performance, such as 
building predictive models for equipment 
maintenance.

4. Use data to gamify driver behaviour: 
Rather than adopting a punitive approach 
to non-compliance, use performance 
data to build a game-like incentive into 
driver safety programs. This will help 
meet your safety goals but modifications 
in driver behaviour will also reduce fuel 
consumption and maintenance bills.

5. Employ a telematics specialist: This 
person needs a blend of technical, 
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equipment, operation and fleet skills. 
Businesses often place great emphasis on 
technology but not enough on the skills 
required to extract full value from the 
investment. If you can’t justify a full-time 
role, consider upskilling an existing 
employee.

6. Telematics investment is part of a 
broader, ongoing digital transformation 
that’s helping to significantly streamline 
business operations and improve 
customer experience:

• Increased automation helps to drive 
down expenses while increasing 
productivity and performance.

• Managing vehicle dispatch, job 
allocations and route management 
more effectively has a positive impact 
on customer satisfaction.

• Real-time operations feedback, 
actionable reporting and predictive 
analytics are being used to generate 

better business decisions and inform 
future strategy.

“Transport operators with a leadership that 
embraces this transformation are more likely 
to be leading change and to succeed in the 
long run,” says ACA. 

“Those that adopt a more incremental 
approach risk being left behind while those 
who ignore digital technology do so at 
their peril. The future is unpredictable, but 
telematics has an important role to play in 
the road freight transport industry. Only a 
fool would bet against an accelerating rate of 
change.”

Call Ann on 1300 807 177 or visit op2ma.com.au
Maximising Performance

Op2ma’s
F&I Cloud
DIGITAL SOLUTIONS FOR
FINANCE AND INSURANCE
Sales - Menu - e-Contracts - Compliance
- Equity Mining - Analytics
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A US used car retailer that allows 
customers to buy cars online and pick 
them up from towers resembling giant 

vending machines has, according to reports, 
approached investment banks for an initial 
public offering.

The company, Carvana, has supposedly hired 
Wells Fargo & Co and Bank of America 
Corp to lead its IPO, with a view to going 
public before the end of the financial year at a 
valuation of more than US$2 billion.

Consumers are growing more comfortable 
buying vehicles via the internet. The share 
price of TrueCar, which matches buyers with 
Dealers online, has risen 150 per cent in the 
last year.

Carvana sells cars through its website and 
operates automated towers that store cars in 

'VENDING MACHINE' 
CAR RETAILER  
TO GO PUBLIC

US cities, including Austin and Dallas in Texas 
and Nashville, Tennessee.

Customers buy cars online and either have 
them delivered or pick them up from the 
'vending machine' towers using a special coin. 
Carvana also provides auto financing.

The company reported revenue of US$140 
million in 2015 and projected revenue of more 
than US$350 million in 2016. It has raised 
almost US$500 million; however the unnamed 
sources say it is not yet profitable.

Carvana is one of several US companies 
attempting to disrupt the traditional dealership 
model of used car retailing. Another such 
company, the online car marketplace Beepi, 
went out of business earlier this year.

In January, Ally Financial Inc announced 
it would finance up to US$600 million of 
Carvana's customers' loans. One of Carvana's 
backers is DriveTime Automotive Group, 
a network of used-car dealerships and car 
refurbishment centres.

The United Kingdom's electric vehicle 
charging infrastructure is struggling to 
keep pace with the public's increased 

uptake of electric vehicles (EVs).

According to data obtained from charge point 
database Zap-Map by UK online publication 
Auto Express, by the end of 2016 there were 
85,893 electric and plug-in vehicles on Britain's 
roads, up from 2,254 just four years earlier.

However the number of charging points only 
increased from 2,883 in 1,287 locations to 

UK'S EV UPTAKE OUTSTRIPS CHARGING 
INFRASTRUCTURE

11,736 in 4,243 locations during the same 
period. That's an increase in the ratio of EVs to 
chargers from 0.78 to 7.32.

That ratio is in danger of falling below 
European Union targets, with the European 
Parliament stating that at least one charger is 
required for every 10 cars on the road for EVs 
to be commercially viable.

With the Committee on Climate Change 
report predicting 700,000 EVs on UK roads 
by 2020, the UK would need to add 60,000 

chargers in the next three years.

The UK Government has announced a £600 
million (about A$970 million) boost to 
encourage consumers to buy electric and plug-
in vehicles; however Zap-Map estimates the 
number of chargers will rise to just 30,000 in 
12,000 locations by 2022.

On the other hand, the Government’s Go Ultra 
Low campaign has found that over 90 per cent 
of EV charging takes place in the home. 
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One of our nation's most referenced 
expressions is that Australians are 
obsessed with sport.

In considering such a theory there is no ‘one 
size fits all’ when it comes to Australia's top 
sports. The categories vary somewhat in 
popularity, depending on which criteria you 
use to evaluate your sport – like, for example, 
which sport is:

• most watched on television most attended
• most participated in
• most searched, and;
• the strongest in fan avidity.

Interestingly, if we examine some recent 
research that covered the most popular sports 
by 'participation' for all Australians over six 
years, the top 20 went like this:

• Swimming 14.4%
• Cycling  10.8%
• Soccer  8.2%
• Dancing  6.0%
• Basketball  5.0%
• Bush-walking  5.0%
• Tennis  4.4%

10 QUESTIONS FOR 
SUPERCARS CEO, 

JAMES WARBURTON

John Crennan
Motorsport Contributor

• Cricket  4.4%
• Athletics  4.0%
• Netball  3.9%
• Aerobics  3.2%
• AFL   2.9%
• Gymnastics  2.6%
• Martial Arts  2.1%
• NRL   1.6%
• Body Surfing  1.5%
• Surfing  1.5%
• Volleyball  1.5%
• Softball  1.2%
• Field Hockey  1.1%

At the big end of town, where the financial 
stakes are highest in the Australian sports 
industry, there are basically six sports that 
go head-to-head when competing for the 
corporate sponsor dollar. The differentiation 
point of these six sports compared to the 
others is the magnitude of sponsorship 
amounts, as well as the serious payments to 
their athletes, the full season national calendar 
of events, strong gate receipts, club/team 
memberships, significant television rights and 
mass media coverage.

These six sports are AFL, Cricket, Soccer, 
NRL, Rugby Union and Supercars. Whilst 
the athletes in these sports are the stars of 
the show and attract all the fan and media 
attention, the year-round 24/7 responsibility 
for the health and wellbeing of the sport falls 
to the behind-the-scenes administrators. They 

must painstakingly conduct these sports to 
the most professional business standards and 
structures.

The CEOs of these sporting bodies normally 
only flash into media prominence when 
some form of controversy erupts in the sport. 
Controversy will always be part of sport, both 
at the elite end and at junior level. Too often we 
sit in judgement of our sports administrators 
through their handling of the dramas 
versus the incredible hours of dedication, 
commitment and winning strategies they put 
in place away from the media glare. As I have 
noted in a previous article, the demands and 
responsibilities of running anything to do 
with the sports industry are far greater and 
more complex than running conventional 
commercial enterprises.

In Supercars, the man who sits in the big chair 
of the sport is Sydney-based James Warburton.

James was the former television superstar 
dealmaker executive who, on 1 June 2013, 
took over the reins of V8 Supercars from 
the flamboyant and opinion-polarising 
personality, Tony Cochrane.

MOTORSPORT       Australian Automotive Dealer Association 



automotivedealer.com.au  |  MAY 2017  |  39

James recently agreed to a Q&A interview for 
'Automotive Dealer' magazine, as he prepares 
to commence his fifth year at the helm of the 
Supercars organisation.

JC:  What do you rate the best three goals/
tries you have scored in your four 
years?

JW: 1) The richest media deal in the sport's 
history. It doesn't matter the sport, 
the media rights and, particularly, 
broadcast rights are fundamental to 
the health of the sport and the viability 
of the teams.

 2) Brokering the 'Team's Deal' between 
the equity shareholders (financial 
top-up) which, frankly, was an absolute 
necessity to underpin the sustainability 
and viability of the teams.

 3) Renewing our key races with every 
single state government. This 
management team has done close to 
half a billion dollars’ worth of deals for 
the sport in four years.

JC:  What do you rate the three biggest 
challenges the sport faces in the next 
two to three years?

JW:  1) Continued pressure on people’s leisure 
time as well as increased competition 
for sports, including new formats and 
variants from the large established 
sports.

 2) The changing global nature of 
automotive manufacturers and clarity 
around their product plans.

 3) Becoming a regional championship 
and the patience and focus required 
to deal with Asian promoters and 
governments.

JC:  What do you consider are Supercars' 
best assets compared to our major 
competitors, in particular the football 
codes?

JW: Without doubt the accessibility of our 
events to 'look in the changing room' 
with our Paddock and access to our 
superstar athletes/drivers is without 
peer. People who have never been to a 
race are continually blown away by this 
aspect.

 Ownership and control of our media 

platforms, from broadcast to digital and 
social, gives us complete control of our 
product. Our digital and social platforms 
are second only to the AFL and continue 
to grow at a staggering rate. This puts us 
in a hugely advantageous position when 
we consider the long-term direct-to-fan 
pathways.

JC:   With the big push by Supercars this 
year to install female driver, Simona 
de Silvestro, in one of the 26 available 
seats, what will be your evaluation 
success markers at season’s end?

JW:  Bathurst in 2015 showed from the outset 
that this initiative would be successful. 
The addition of the Super Girls Wildcard 
drove an additional $25 million of PR 
for an already mature event.

 We always said that the drive had to be 
on 'merit' and we are not surprised to 
see the early accolades that Simona has 
received from the experts. Ultimately, 
performance will dictate success, so it 
was crucial we received a three-year 
commitment for the initiative.

 Our sport is dominated 65:35 by male 
attendees, and initiatives like this will 
generate interest and usher in a new 
generation of fans, some of whom have 
lapsed or never considered following 
Supercars.

 At a grass roots level we have an 
important obligation as a sport to show 
young girls and ladies that it is possible 
to make it in the top tier of motorsport.

JC:  The most inspiring leader in my career 
was American John Rock who, on 
his first day, declared no interest in 
visiting and entertaining our 20 most 
successful and “noisy” GMH Dealers. 
Instead, he stated his focus would be 
with the bottom 20 Dealers to enable 
them the opportunity to overhaul the 
big Dealers and thereby generate a 
bigger sales pie. Can you find a way 
to change the regularity of the series' 
under-performing teams?

JW:  We've focused on making sure the rules 
stay consistent. Change tends to lend 
itself to the bigger and better-resourced 
teams getting on top of things much 
quicker.

 There is no silver bullet; all teams 
are governed by the REC and do an 
amazing job. Ultimately this competition 
is one of, if not the, toughest motorsport 
competitions in the world. Team Penske 
was beaten to pole position at Clipsal 
by 0.0001 of a second or 5mm across a 
3.22km circuit. Eighteen metres regularly 
separates the top 15 cars in qualifying, 
which is why the fans love our product.

JC:  In my last article I noted how Delta 
Goodrem's appointment as Supercars 
Ambassador was irrelevant to our 
audience and incapable of creating 
growth. You felt my commentary 
was erroneous. Please convince me 
otherwise.

JW: I sure did, in that you suggested Delta 
would do nothing for our existing fans. 
That is exactly the point. Delta became 
an Ambassador to further our appeal to 
new or non-fans.

 A case in point is my niece, who is 19. 
She has never been to, nor would ever 
have been likely to attend, a Supercars 
event. She, along with 10 of her 
girlfriends, have already booked to come 
to the Gold Coast to see Delta perform 
and take in some racing as well.

 Delta is one of our most successful 
female artists and has a huge TV 
presence, with The Voice, House 
Husbands and an upcoming mini-series, 
and to have her as an Ambassador is a 
huge asset for Supercars.

JC:  Can I get a brief comment on the three 
areas I have crusaded on to achieve 
improvements in our sport:

i. The Supercars Board of Governance 
should replace the self-interest 
team owners with independent 
commissioners.

JW:  The Supercars Board and Supercars 
Commission are in the shareholding 
agreement and unless this was a decree 
from the Shareholders (Archer and 
teams) and voted appropriately it will 
never change

ii. The sport should immediately trial 
a revolutionary non-championship 
20/20 equivalent at our four lesser 
lights events.
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JW:  Our formats have improved 
dramatically in the last four years. We 
have a 'Big Bash' style format on our 
agenda and, hopefully we will detail 
that in the not-too-distant future.

iii. The sport should take an anti-hoon 
community-minded initiative and ban 
the after-race burnout winner’s ritual.

JW:  Personally I am probably with you, 
but this is something etched in global 
motorsport.  However it’s certainly 
worth considering.

JC:  What are the key differences you 
have observed between the television 
industry and motorsport?

JW: The differences are too lengthy and 
detailed to mention. Both industries are 
driven by absolute passion and are all 
about entertainment. Television seems 
to have less of a glass jaw and moves 
on quicker – maybe that's because their 
races/results happen 365 days a year at 
9.35am, with ratings.

JC:  What are the toughest parts of 
your role heading up the Supercars 
business?

JW: A) Professionally, it is just the stakeholder 
management - too many opinions 
by too many people and the constant 
creation of drama, so you must just 
block out the noise and focus on at the 
job at hand. 

 B) Personally, being away from the family 
on the weekends and missing out on so 
much is tough.

JC:  If they were to do a movie on James 
Warburton, who would you like to 
portray your career/role?

JW:  Steve Waugh. A no-nonsense and tough 
guy I have unbelievable respect for.

TESLA TO TARGET UTE MARKET

Tesla founder Elon Musk's plan to 
diversify his electric vehicle stable 
beyond luxury vehicles to utes is 

gathering interest among Australian 
tradespeople.

The Toyota Hilux was Australia's biggest-
selling car in 2016 while, in the US, Ford's 
F-150 'pickup truck' is the number-one selling 
vehicle. Americans buy more than 2.5 million 
pickups per year, so it's a lucrative market.

In a blog titled 'Masterplan, part 2' on the Tesla 
website last year, Mr Musk wrote, “Today Tesla 
addresses two relatively small segments of 
premium sedans and SUVs. With the Model 
3, a future compact SUV and a new kind of 
pickup truck, we plan to address most of the 
consumer market”.

Tesla's electric drivetrain, which boasts 
considerable torque, would be well-suited to 
towing and other heavy-duty work.

Tesla Australia’s head of public relations, Heath 
Walker, recently told Wheels magazine that Mr 
Musk’s plans for a ute had attracted significant 
interest.

“It’s certainly exciting, because I think this 
market is very similar to the US and there’s a 
huge [ute] uptake,” Mr Walker said to Wheels.

“All you need to do is look at the number-one 

selling car of the last 12 months – that’s the 
model type. It’s certainly a segment we need to 
move into. 

“The nice thing is, looking at our social media 
commentary, we actually get that request 
quite a bit. There’s a lot of local tradies saying 
‘can you build a ute, because I can actually 
charge up on site while I’m doing work’, and 
the convenience factor for them, in addition 
to Australian’s taste for performance vehicles, 
means this car would have the crossover 
appeal to cater to that.” 

Tesla remains tight-lipped on actual details 
of its eventual utility, with its present priority 
being bringing the Tesla Model 3 medium 
sedan to market. The revenue generated by 
that car will be critical to Tesla’s success as a car 
maker – and to the viability of any future Tesla 
vehicles, ute included.

FEATURES       Australian Automotive Dealer Association 

DEALER PRINCIPALS!

 
 

Easy adaptable processes that we can 
implement straight into your dealership and 
have your staff buy into the changes made

Understand how to get the most from your 
Used Car Department & Workshop

“Real World” Leadership and Sales 
Management Coaching Programmes

 
 

WOULD YOU LIKE TO 
INCREASE YOUR PROFITS 
TWO OR THREE FOLD?

Ian Parker Management Group. Your On-Site Dealership Coaches 
 0418 635 120    www.ipmg.net.au    ian@ianparker.com.au

1

2

3We’ve helped other dealerships do that. 
Let us show you how easy it can be!
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HOW TO ATTRACT AND 
RETAIN MILLENNIALS  
IN SALES TEAM

Millennials – if you read too many 
articles about them online you will 
probably never want to hire one for 

your sales team. 

Often described as ‘entitled’, ‘lazy’, ‘distracted’, 
there are plenty of negative things being said 
about millennials.

The challenge with this, however, is that 
millennials now account for more than 25% 
of decision makers and more than 35% of new 
hires as the baby boomers retire and the baton 
is passed on.

So what should we do to ensure we are not 
just hiring and firing millennials, getting 
frustrated and angry in the process, rather 
than attracting, motivating and retaining them 
as integral parts of our sales teams?

By the way, paying them more is absolutely 
not on the list of options! While remuneration 
is important, it is not near the top of my to-
do list to attract and retain millennials. The 
reason I say this is because I know hundreds 
of millennials who work as digital nomads, 
baristas and bar staff, not because of the 
money but because of the love of what they do. 

1. Make the workplace fun

 You might not have the budget for a 

Google style office setup, with video 
games and table tennis, but make the 
workplace a WORK HARD / PLAY 
HARD ZONE. When people love coming 
to work it makes a massive difference!

2. Outlay multiple career paths

 We all like flexibility and the ability 
to change our minds. The younger 
generation are no different; in fact, they 
crave it more. 

3. Give flexibility in hours and work 
location 

 Gone are the days of people not working 
until they turned up at the office. The 
creation of the smart phone means, for 
most of us, that our office is wherever 
we are. It's easy to confuse hours in the 
cubicle for hours working. Rather, judge 
performance based on performance and 
be flexible with the rest. 

4. Think about perks

 Having lunch provided, gym 
memberships, work trips, conferences 
and freebies are great ways to appeal 
beyond the money and things millennials 
love. A friend of mine has continued 
working for an alcohol distributor, even 
though he hates the job, based purely on 
the freebies and Christmas parties! 

5. Get them involved and listen to their 
ideas

 The great asset many millennials have is 
they are entrepreneurial in their thinking. 

Additionally, they have experience with 
technologies and social media tools about 
which we, as older generations, really 
have no idea. Listen to them and get them 
involved. Everyone wants to be valued.

6. Outline the vision

 There is an ancient proverb that says 
"without vision the people perish", 
and I believe this to be very true when 
communicating to millennials. We must 
stop micro-managing them and forcing 
them to do their job correctly. Rather, be 
continually outlining the vision of your 
business or project and inspiring them to 
buy into it.

7. Throw away the stick

 If you manage with threatening, negative 
and beat-up techniques, expect every 
millennial in your company to RUN! 
This technique might have worked 30 
years ago, when you could start a sales 
meeting with all the things your team was 
doing wrong and tell them they better 
improve or they won't have a job, but 
that stuff doesn't work with millennials! 
For millennials, you need to encourage, 
empower and motivate them to lift when 
the results aren't there. As tempting as it 
is to reach for the stick, you must leave it 
alone.

8. Flatten the organisational structure 

 Titles, reporting structures, levels of 
authority, closed door managers’ offices 
are all things that will distance you from 

Dave Benson  
CEO/Sales Expert, 
Train Retail Sell 
System            
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your millennial team. Having open plan, 
open communication management 
styles, where there is respect for authority 
without fear, develops relationships and 
comfort.

9. Build relationships

 As discussed in the previous point, 
relationships are key to retaining star 
millennials. When you take an interest, 
a real interest, in others, they reciprocate 
in turn. This is true for all generations. 
Take an interest in your team's hobbies, 
interests, families and activities outside of 
the office.

10. Create teams

 As discussed in point 1 above, having 
fun is integral to millennial success. One 
great way to achieve this is by creating 
teams within your sales team. Use these 
for team building exercises, incentives, 
games, coaching and training. You should 
encourage the creation of team names, 
logos, and adding personalisation of and 
ownership to these teams. 

11. Be realistic 

 When I was growing up my father 
worked in sales for NCR computers for 

35 years. He only ever worked for them 
and one other company. Today that 
sort of tenure is not only less likely but 
less desirable. We often talk about staff 
turnover as being an issue and on the 
surface it is; however I do believe there 
is such thing as healthy staff turnover. 
Be realistic, understanding that most 
millennials like change; they like to 
explore the grass on the other side. This is 
not a bad thing when you are ready for it.

 Just like a sporting team front office, you 
always need to be planning your next 
recruits and investing in development.

OPEN SOURCE FOR AUTONOMOUS CAR

Educational tech company, Udacity, whose 
plans for a self-driving car concept we 
detailed last edition, promised to open 

source the complete design. To that end the 
company has released its self-driving car 
simulator via open source licence. With a 
working knowledge of the Unity engine, 
contributors will be able to create their own 
tracks to trial their autonomous car software.

Udacity has set developers several challenges, 
the first of which was to design a 3-D model 
for a camera mount to support the lens and 
camera body that can be mounted using 
standard GoPro hardware. 

“Cars are often bumpy, unpredictable – 
and the data we record must be consistent 
otherwise hours of driving are rendered 
useless,” the company explained on its website.

After receiving 'tons' of entries, Udacity 
3-D printed and tested each one before 

announcing US undergraduate student, Haden 
Wasserbaech, as the winner.

Challenge #2, which is currently open, asks 
participants to teach a car to drive under all 
sorts of conditions, using a convolutional 
neural network that takes raw input (camera 
imagery) and produces a direct steering 
command. These solutions “are considered 
the holy-grail of current autonomous vehicle 
technology, and are speculated to populate 
the first wave of self-driving cars on roads and 
highways”, Udacity says. 

“By letting the car figure out how to interpret 
images on its own, we can skip a lot of the 
complexity that exists in manually selecting 
features to detect and drastically reduce the 
cost required to get an autonomous vehicle on 
the road by avoiding LiDAR-based solutions.”

Challenge #3, which is also open, asks 
entrants to develop image-only solutions for 
localisation (telling the car exactly where it is 
in the world). GPS systems can be inaccurate, 
depending on the conditions, and are thus 
unsuitable for autonomous vehicles.

“By processing imagery in real-time and 
comparing those images to previous drives 
in the same area, you can actually get a 
localisation solution that is good enough for 
use in navigation,” the Udacity brief reads. 

“Think of it this way: When you are walking 
down a street that you’ve traversed several 

times before, you know where you are because 
of how close you are to a certain building, 
intersection, or bridge. This information is 
all visual, and we can teach computers how 
to make the same decisions based off of 
landmarks that they can interpret.”

Challenge #4 is to develop an Android 
dashboard. “As self-driving vehicles continue 
to capture the imagination of dreamers, 
builders, innovators, and engineers across 
the globe, it’s inevitable that radical new 
passenger experiences will come to life. Why 
have a steering wheel (and awkward analogue 
controls) when level-5 (no human input) 
autonomy is achieved?” Udacity asks.

Self-driving vehicle software testing is usually 
conducted in virtual environments. It's cheaper 
than building an entire prototype vehicle, and 
circumvents safety and accessibility concerns 
of the real world.

The move should drive innovation in the field, 
and hopefully decrease the time until self-
driving cars are viable in the real world. 

With human error responsible for 94 per cent 
of car accidents, removing people from the 
driving process will save thousands of lives 
every year. In Australia alone, a 94 per cent 
reduction in the road toll would see last year's 
tally of 1,290 deaths drop to just 78. In the US, 
where 30,000 die on the roads every year, this 
would come down to around 1,800.
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NEW TOYOTA EARNS 5-STAR  
ANCAP RATING
The Australasian New Car Assessment 

Program (ANCAP) recently awarded the 
maximum 5-star ANCAP safety rating 

to the new Toyota C-HR, coinciding with its 
launch onto the Australasian market. 

ANCAP Chief Executive Officer, James 
Goodwin, described the C-HR as an example 
of an affordable model that meets high levels 
of safety in all areas of assessment.

“As a new entrant in the competitive Compact 
SUV segment, top safety credentials are a 
must if it is to win consumer sales and it is 
encouraging to see key safety features provided 
as standard,” Mr Goodwin said.

“We’re continually raising the bar and vehicle 
brands that keep pace will be rewarded with 
our 5-star stamp.” 

The Toyota C-HR 
performed well in each 
area of assessment. 
‘Good’ or ‘Acceptable’ 
occupant protection 
scores were seen across 
body regions in each 
of the destructive 
crash tests. The C-HR 
also comes fitted with 
autonomous emergency 
braking (AEB) and lane 
support systems (LSS) as 
standard.

“It is disappointing 
though that the AEB system on C-HR models 
supplied to our market is not as advanced as 
that fitted to European models, as that system 
can detect pedestrians,” Mr Goodwin said.

This 5-star ANCAP safety rating with 2017 
date stamp applies to all Australian and New 
Zealand variants of the Toyota C-HR. 
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Cadillac is launching in the USA a 
subscription service that will charge 
customers $1,500 a month to drive and 

swap out any model they want, whenever they 
want. 

‘Book by Cadillac’ will launch first in the New 
York metro area before it expands to other 
markets.

The contract-free service, will grant users 
access to an app allowing them to request to 
swap at will between current year Cadillacs, 
including the XT5, CT6, Escalade, and 
V Series, without having to pay extra for 
registration, insurance or maintenance. All of 
those costs are included in the monthly fee. 

CADILLAC LAUNCHES OWNERLESS 
SUBSCRIPTION SERVICE

Subscribers will be able to swap cars up to 
18 times per year, once per day. Vehicles will 
be delivered to the preferred location by a 
white glove concierge service.

Drivers must keep a car at all times, but 
because there’s no contract commitment it’s 
possible to cancel the service for a month 
and start it up again later. There are no 
mileage restrictions either, although driving 
for ride-sharing services like Uber and Lyft 
will not be allowed. 

With individual car ownership predicted to 
go the way of the Dodo, is this the first step 
in that direction?
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W ith the rate of technological change 
seemingly increasing by the week, 
most accept that autonomous 

vehicles are coming; it's just a question of 
when.

Some, like Henrik Christensen, the head of 
UC San Diego’s Contextual Robotics Institute, 
predict that kids born today will never get to 
drive a car. 

“Autonomous, driverless cars are 10, 15 
years out,” he told the San Diego Tribune in 
December. 

KIDS BORN TODAY WILL NEVER DRIVE  
A CAR... OR WILL THEY?
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“All the automotive companies – Daimler, GM, 
Ford – are saying that within five years they 
will have autonomous, driverless cars on the 
road.”

Mr Christensen says driverless cars will not 
only allow us to put twice as many vehicles 
on the road with little to no effort to improve 
current infrastructure, they also give us a 
chance to be more productive. 

“I love to drive my car, but it’s a question of 
how much time people waste sitting in traffic 
and not doing something else,” he said. 

“The average person in San Diego probably 
spends an hour commuting every day. If they 
could become more productive that would be 
good. In theory you’d get out of the car and say, 
‘Pick me up at 4pm.’ Long-term – we’re talking 

20 years into the future – you’re not even going 
to own a car. A car becomes a service.”

Mr Christensen’s predictions are supported by 
the likes of Tesla boss, Elon Musk, who said 
at the end of 2016 - that Tesla vehicles will 
become completely autonomous this year. 

NuTonomy, a taxi start-up, claims its fleet of 
fully autonomous self-driving taxis will hit 
the road in 2019, while last year Fisker Inc. 
unveiled the EMotion, a car they insist will 
have fully autonomous driving features. 

Not everyone, however, agrees that a driverless 
future is anywhere near the horizon. In 
January Gill Pratt, the head of Toyota’s 
Research Institute, said that we are 'not even 
close' to having fully autonomous cars.

“As wonderful as AI (Artificial Intelligence) is, 
AI systems are inevitably flawed,” he said. 

“Historically human beings have shown zero 
tolerance for injury or death caused by flaws in 
a machine,” he said. 

“We’re not even close to Level 5. It’ll take many 
years and many more miles, in simulated and 
real world testing, to achieve the perfection 
required for Level 5 autonomy.”

Level 5 autonomy is the purest form of 
autonomous driving; it means a vehicle can 
operate without any human intervention. But 
Mr Pratt argues that the journey to Level 5 will 
be slow.

Mr Pratt says Level 4 vehicles – those capable 
of performing all safety-critical driving 
functions – are more feasible, but we could still 
take decades to reach that point.

Despite Mr Pratt's view, Toyota has unveiled its 
driverless concept, the Concept-i.

Most autonomous cars focus on a vehicle’s 
capability to operate without a human 
behind the wheel, however the Concept-i 
“demonstrates Toyota’s view that vehicles of 
the future should start with the people who 
use them,” the company explained in a press 
release.... Watch this space.



A new dynamic charging technology 
being developed by Honda could 
provide electric vehicles (EVs) with 

unlimited range.

‘Dynamic charging’, which is the ability to both 
supply power and charge the battery while 
driving, is a potential game-changer for EVs. 
Honda says it has already developed a system 
ready for testing and planned to demonstrate 
it at WCX 17 SAE World Congress Experience 
in early April.

According to Honda, the system has a 
charging power of 180 kW while driving at a 
speed of 155 km/h.

UNLIMITED RANGE FOR ELECTRIC 
VEHICLES?

The main obstacle to the concept becoming 
reality is cost. The infrastructure needed to 
support the system will be expensive because 
it requires charging hardware to be built into 

and spend greater time on the road.

It's a long way off, but the technology has great 
potential. 
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or on top of the 
road – basically a 
track to wirelessly 
charge EVs that 
drive over it. 

The initial 
application might 
best be suited to 
highways to allow 
EVs to cover 
longer distances 

Is it any wonder senior regulators and 
government ministers label car Dealers as 
shonks when a Cairns second-hand car 

Dealer is fined $1.2 million for being in breach 
of consumer credit laws?

Colin William Hubert, who operates SCS, was 
charging clients up to $990 to facilitate loans at 
48 per cent interest for unreliable second-hand 
cars through his own cash brokers company, 
Channic Pty Ltd. 

It all came to a head when the Indigenous 
Consumer and Assistance Network (ICAN) 
brought the matter to the attention of ASIC.

Legal action was taken by a group of 
Indigenous people who had taken out loans 
between July 2010 and June 2012. Most were 
from the relatively isolated community of 
Yarrabah, east of Cairns.

In a court case prosecuted by ASIC, witnesses 
said they each lost up to $13,000.

AADA CEO, David Blackhall, said this 
appalling behaviour by SCS creates an 

WE ARE NOT LIKE THIS!
unfortunate backlash on new car franchised 
Dealers.

“I have been pounding the pavement around 
Canberra over the past few months, telling 
ministers and regulators that AADA members 
are governed by a strict level of ethics by 
the manufacturers as part of their franchise 
agreement, and that no way should or could 
they ever be lumped into the same category as 
shonky backyarders.

“Unfortunately, operators like SCS give 
all car Dealers a bad name through their 
unscrupulous business practices.

“I want to see these people, who have no 
morals, run out of business, and I won’t rest 
until they are,” he said. 

Prunella Jones, a mother of seven, went to SCS 
in 2010 in search of a bigger car for her family, 
only to find it plagued with problems.

In recordings obtained by NITV News 
(National Indigenous Television) she said the 
car being offered wasn’t even driveable and 
had to have a number of things fixed.

Hubert was ordered to pay $776,000 in 
fines, $42,000 in damages and $47,699 in 
compensation to victims for breaching 
consumer credit law.

Kaan Finney, a senior manager in ASIC’s 
financial services enforcement team, said the 
penalty should serve as a warning to those 
who prey on Indigenous communities.

He told NITV News that Indigenous 
consumers are often unaware of the protection 
the law offers them and they fall victim to 
unscrupulous people who take advantage of 
their naiveté.

He said the actions of the respondents caused 
some of the most vulnerable consumers in 
Australian society serious financial harm, 
and other businesses should take note not 
to contravene consumer protection laws to 
maximise their own profits.

Ray Kennedy
Automotive Industry 
Observer and Advisor 
to the AADA 
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CONNECTIVITY: PRIVACY VERSUS POLICING
Connectivity is all the rage, with not just 

our computers and phones but our cars 
and other appliances set to be connected 

to the internet sooner rather than later. It 
makes for great convenience for the user, but 
also raises questions of privacy.

Car companies collect and store information 
regarding how, when and where vehicles are 
used. They do so in order to best monitor 
performance, but the potential exists for the 
data to be used by the police as well. 

While most people would support such use to 
solve or prevent crime, when does it cross the 
line into intrusive surveillance of law-abiding 
citizens?

Any device connected to the internet has the 
potential to be used as a surveillance device. 
Samsung Smart TVs – if configured for Voice 
Command – capture every word said in their 
presence and transmit them back to Samsung. 
The Xbox games console does similar.

And now there's your car.

Forbes Magazine recently reported that court 
documents in the USA showed a 15-year 
history of ‘car-tapping’. Police are able to order 
tech providers to hand over almost real-time 
vehicle audio and location data. In cases of 
car-jacking, police have been able to turn off a 
car's engine. 

A 2014 warrant allowed New York police to 
trace a vehicle by demanding the satellite radio 
and telematics provider, SiriusXM, supply 
it with location information. The warrant, 
originally filed in 2014 but only recently 
unsealed, asked SiriusXM "to activate and 
monitor as a tracking device the SIRIUS XM 
Satellite Radio installed on the Target Vehicle 
for a period of 10 days". 

SiriusXM complied with the order by 
switching on the stolen vehicle recovery 
feature of its Connected Vehicle Services 
technology. It was like the police demanding 
Apple hand over a customer's location data by 
turning on the ‘Find My iPhone’ feature. 

General Motors (GM) has repeatedly worked 
with police to hand over not just location 

but also audio, where conversations were 
recorded when the in-car cellular connection 
was switched on. Its OnStar service is one of 
the best-known telematics providers on the 
market.

In December 2009 police asked GM for 
OnStar data from a Chevrolet Tahoe rented 
by a suspected crack cocaine dealer. The 
police who were after the dealer had no idea 
what the car looked like or where it was, but 
with OnStar tracking they followed him from 
Houston, Texas, to Ouachita Parish, Louisiana. 
OnStar's tracking was accurate too, a court 
document revealing it was able to "identify 
that vehicle among the many that were on 
Interstate 20 that evening". The police stopped 
the vehicle and found cocaine, ecstasy and a 
gun inside.

There are many other cases like this and also of 
vehicle tech companies being ordered to help 
law enforcement agencies, including the FBI, 
to listen in on audible communications.

Many vehicles are fitted with 'black boxes' 
provided by insurance companies that not only 
keep track of mileage but also record routes, 
as do satellite navigation systems. Navigation 
tech companies have shared information with 
police on things such as areas where drivers 
travel above the speed limit, so police can 
better place speed cameras.

Arguments against car-tapping

Americans have the Fourth Amendment 

right to privacy, but Australians have no such 
constitutional protection. 

In one US case, the defence argued that 
police had no authority under any statute to 
use a third party's factory-installed GPS as 
a tracking device. A motion to suppress the 
evidence read: "Allowing this type of intrusion 
is a leap the court should not be willing to 
make. Authorising OnStar agents to activate 
the system within a suspect’s car renders 
statutory authority null. It effectively makes 
every single General Motors vehicle and every 
OnStar service representative an agent of the 
government”.

However, in all cases, attempts to dismiss 
the evidence collected by vehicles were 
unsuccessful. One judge ruled that there was 
no distinction between a planted GPS tracker 
and repurposing factory-installed technology; 
the results were the same. 

Technology is moving faster than the law and 
faster than our ability to comprehend just 
what, if any, personal liberties we are giving up 
in exchange for the convenience of constant 
connection. 

The fine print of customer agreements with 
companies such as OnStar means users are 
giving consent for their data to be recorded, 
but does this mean they are relinquishing their 
right to privacy?

Are we living in a Brave New World of 
technology, or has 1984 finally arrived in 2017?
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