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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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WELCOME       Australian Automotive Dealer Association

During the last year or so AADA 
members have seen major attacks on 
almost all our revenue streams and 

have even been called ‘shonky’ by one senior 
regulator.

While finance commissions will probably be 
lessened in 2018 and insurance products will 
be withdrawn or price-reduced – which will 
again affect our business – it could be much 
worse. 

The aftermarket people want your service 
business and are trying to convince 
government they should get access to it 
without having to pay.

And a federal minister wants to introduce a 
new car import scheme for individuals. If he 
succeeds, will used cars be next?

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

The Secretariat has addressed each of these 
issues and averted or mitigated each and every 
one. That makes me, as your Chairman, very 
proud.

I don’t believe there is one member out there 
who does not believe the Secretariat has been 
doing everything possible to protect and 
safeguard the interests of all members – but 
there is so much more to deal with.

Naturally we hope we can get more wins on 
the board, but when we stage our national 
convention in a few weeks’ time the eyes of all 
of these predators will be upon us.

We are not living in a perfect world and 
our business models have had to change 
dramatically to try to keep ahead of 
government intervention and other forces.

To learn how you can stay ahead of these issues 
and the disruptions we face, it is imperative 
you attend the Convention and discover 
solutions to these problems.

You already know we have the best automotive 
brains in the business to present their thoughts 
and views on the future of our industry, so I’m 
not going to name them all over again.

All I will say is that this is a time we can 
demonstrate our strength as a united front 
and show the government and others we are 
prepared to fight.  

Your association is the only one fighting a 
dedicated battle on behalf of new car Dealers, 
which is why it is so important to have every 
member represented at the Convention.

If we don’t get a full house it will reflect poorly 
on us and give the impression that we don’t 
care about our future.

Fellow members, let’s not give our opponents 
more cannon fodder. It is your business and 
your livelihood at the top of the list. 

A rear-guard action in a year or two may well 
be too late. 

I’ll see you at Darling Harbour in September. 
Stand proud.

FROM THE AADA CEO

David Blackhall
AADA CEO

Welcome again to the Winter Edition  
of Automotive Dealer Magazine.

Inside you will find our usual 
engaging mix of informative articles from 
industry experts as well as general topics of 
wider interest.

By the time this lands on your desk we 
anticipate having received three important 
new policy exposure drafts from ACCC and 
ASIC on the vital topics of flex commissions, 
add-on insurances and the Retail Car Industry 
Market Study. While too late for inclusion in 
this edition you will, of course, receive updates 
via emails, newsletters and our website.

We are also working hard on our AADA 
Convention plans, details of which are 
included in the magazine.

If you haven’t yet registered, please do it now 
before it’s too late.

Let me close by mentioning an encounter 
one of our team had with one of our Dealer-
members recently – let’s call him Andy. 

When asked about his plans to improve his 
business by attending the AADA Convention 
and associated workshops, Andy replied that 
he had absolutely no intention of doing so.

This leads me to reiterate something Dale 
Pollak said at his excellent Velocity used car 
workshops last month, which I’m guessing 
complacent Andy also didn’t bother to attend.

Dale pointed out that if you are unaware 
of the solutions to your particular business 

challenges or problems then, as a responsible 
business leader, you have a clear and present 
obligation to your staff, your customers 
and your entire enterprise to seek out those 
answers and implement them forthwith.

If you are aware of the means to access these 
solutions but you remain indifferent to their 
adoption, then you are not entitled to expect 
superior results, or even modestly improved 
returns, and you should not be surprised when 
they do not happen.

Read the magazine. 

Enrol for the Convention.

Don’t be like Andy; don’t be indifferent!

Good luck and good selling.



Mobile Moves Metal: 
Learn how Australian 

dealers are selling cars using 
Facebook and Instagram

Ted Bergeron, 
Head of Automotive,

Tuesday 19 September 
7:30PM 

AADA Central, ICC Sydney

Ted Bergeron, Facebook’s Head of Automotive, will demystify the largely untapped 
opportunity that exists for dealerships across social media to improve dealership 
reputation, generate leads, and maximise aftermarket efforts. 

Led by platforms like Facebook and Instagram, the mobile device has dramatically 
shifted consumer attention and in the process created an undeniably powerful 
marketing platform for local businesses. Join Ted’s 90-minute masterclass around 
the opportunity on Facebook and Instagram to start building your dealership’s 
competitive advantage on mobile.

NEW 2017 AADA CONVENTION 
SESSION ANNOUNCEMENT

2017 AADA NATIONAL DEALER CONVENTION & EXPO       Australian Automotive Dealer Association 
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AADA has secured a massive coup with 
the news that Facebook will present 
a session at the 2017 AADA National 

Dealer Convention.

Coming on the back of the previous 
announcement that Google will also 
conduct key sessions, this makes the 
Convention a must-attend event for any 
Dealer serious about maximising their 
digital impact. In an increasingly digital 
world, that should be everyone.

The Facebook session caters for marketing 
managers and other leaders inside 
dealerships. It will be held at 7.30pm 
on Tuesday 19 September as part of the 
Tuesday Team Events program. 

Mobile moves metal: learn how 
Australian Dealers are selling cars using 
Facebook and Instagram

Ted Bergeron, Facebook’s Head of 
Automotive, will demystify the largely 
untapped opportunity that exists across 
social media for dealerships across to 
improve dealership reputation, generate 
leads and maximise aftermarket efforts. 

Led by platforms like Facebook and 
Instagram, the mobile device has 
dramatically shifted consumer attention 
and, in the process, created an undeniably 
powerful marketing platform for local 
businesses. Join Ted’s 90-minute master 
class around the opportunity on Facebook 
and Instagram to start building your 
dealership’s competitive advantage on 
mobile.

Bring your staff

Together with sessions catering for sales 
and service staff, this new addition to the 
evening program completes an entire-
dealership perspective, making it an ideal 
opportunity for dealerships to cover all 
bases for frontline and key staff. AADA 
CEO, David Blackhall, urged Dealers to 
bring along key staff in all these areas as the 
learning potential is massive.

“We live in an increasingly digitalised 
world,” Mr Blackhall said. “With 

millennials visiting, on average, 10.1 
websites and zero physical dealerships 
before making a purchase decision, having 
a strong online presence is absolutely vital 
for Dealers.”

The Facebook session will highlight that 
using Facebook is about far more than 
just collecting 'Likes'. It will show how to 
use Facebook to generate leads, how to 
use targeted advertising to cut advertising 
spend, how to use content – and what 
that content should be. It will share with 
delegates the knowledge of how to create 
the kind of 'social experience' that will 
attract attention amongst the mass of 
information that is Facebook.

Google

Similarly, the Google Digital Event, 
which will run twice on Wednesday 20 
September, will impart crucial information 
and strategies to help Dealers transition 
to the digital age. Four sessions will deal 
with how to create an online presence that 
captures attention, showcasing best practice 
solutions from around the world, both 
within and outside the automotive industry.

Google's representatives will also cover 
the five key questions Dealers need to ask 

FACEBOOK TO JOIN GOOGLE AND HEADLINE 
AADA 2017 PROGRAM

Ted Bergeron

2017 AADA NATIONAL DEALER CONVENTION & EXPO       Australian Automotive Dealer Association 
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LUBRICANTS.
TECHNOLOGY.

PEOPLE.

PH 1800 1800 13      

fuchs.com.au

AUSTRALIAN FUCHS FACTS

96% of products sold in Australia are manufactured 
in Australia    

2 local world class production plants and laboratories 

A full range of over 1,500 lubricants and related  
specialties

160 employees  

 

German Technology. 
Australian Commitment. 

their digital partners, as well as advanced 
strategies such as video content and re-
marketing.

Both Google and Facebook will also be 
part of the Trade Expo offering Dealers 
‘Help Desk’ solutions throughout the 
Convention.  

Save your place

The 2017 AADA National Dealer 
Convention is just over two months away. 
With the largest-ever Trade Expo and a 
host of key speakers, Dealers and allied 
industry professionals are urged to book 
their places to ensure they don't miss out. 

The Convention will be held at the 
International Convention Centre, Darling 
Harbour, Sydney, on 19 and 20 September. 

Speakers include former Federal Treasurer, 
Peter Costello; ACCC Chairman, Rod Sims; 
Federal Minister for Urban Infrastructure, 
Paul Fletcher; business technologist, 
Steve Sammartino, and award-winning 
entrepreneur and technology leader, Jared 
Hamilton. Plus the usual high standard of 
world-leading automotive industry trainers 
and professionals, and an exciting social 
program headlined by award-winning 
singer-songwriter, Ella Hooper.

Join Facebook 
at The 2017 
AADA National 
Dealer 
Convention

Facebook Help Kiosk
Expo Space: 117/118
Facebook connects your dealership with the people who matter to 
you so you can deliver people-based marketing at scale and drive 
business results. 

We’ll be available throughout the convention to help you build 
your presence and strategy on Facebook and Instagram. 

Visit us to ask any questions you have, and get access to helpful 
resources. 
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With the pace of technological 
advancement increasing, 
seemingly by the hour, it is timely 

that the theme for the 2017 AADA National 
Dealer Convention to be 'Advancing 
Innovation, Technology and Engagement'.

The special sessions run by the internet's 
two most powerful marketing tools – 
Google and Facebook – are the features of a 
program designed to help Dealers adapt to 
the digital world.

The Convention returns to Sydney this 
September and we are expecting record 
numbers to attend at the brand-new, billion-
dollar International Convention Centre 
(ICC) Sydney on Darling Harbour.

The two-day program of workshops and 
guest speakers is designed to help Dealers 
and key staff adapt to the rapidly changing 
pace of technological advancement and its 
impact on our industry.

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.

Keynote Speaker – Peter Costello

Peter Costello is the 
longest-serving Federal 
Treasurer in Australia’s 
history, holding the post 
for the entirety of the 
Howard government’s 
reign from 1996 to 2007.

He brought down 12 
consecutive Federal 

Budgets, including 10 surpluses. During 
that period he eliminated Commonwealth 
Government debt in net terms. He 
introduced the GST and in his time 
Australia’s credit rating was upgraded twice 
to AAA.

After leaving Parliament Mr Costello 
served as Member and then Chairman of 
the Independent Advisory Board to the 
World Bank in Washington 2009-2014. He is 
currently Chairman of both the Australian 
Future Fund and the Nine Entertainment 
Corporation. 

Having walked the halls of power and rubbed 
shoulders with world leaders, Mr Costello 
has plenty of entertaining and enlightening 
stories about those who wield that power and 
the means by which they do so.

A man passionate about his country, 
intellectually and emotionally engaged in 
the challenges facing all of us, and renowned 
for his parliamentary performances, 
Mr Costello is sure to deliver an address 
memorable for its content and delivery.

The AADA Feature Super Session

Jared Hamilton, 
the award-winning 
entrepreneur and 
technology leader, was 
such a hit 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 

INNOVATION AND TECH 
THE KEYS AT AADA 2017

2017 AADA NATIONAL DEALER CONVENTION & EXPO       Australian Automotive Dealer Association 
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powerful positive and negative reviews are 
in influencing how potential customers feel 
about buying from a dealership. 

Panel discussion

Immediately following Mr Costello's address 
an industry panel of experts will gather 
on stage to discuss the challenges and 
opportunities facing Dealers today and into 
the future. 

Our industry is under siege at the moment, 
with enquiries being run by both the ACCC 
and ASIC. Having the best minds and 
leaders in one room is a great chance for us 
all to come together and talk about how we, 
as an industry, can best face our problems, 
identify solutions and plan for the future.

The AADA Carsales Luncheon featuring 
David Thodey 

Enjoy a fantastic lunch 
featuring an address 
from one of Australia’s 
science, technology and 
telecommunications 
leaders.

Located in AADA 
Central in the heart of 
the Expo, this annual 

event is an integral feature of the AADA 
National Dealer Convention.

David Thodey AO is Chairman of Australia’s 
national scientific research agency, the 
Commonwealth Scientific and Industrial 
Research Organisation (CSIRO). He is 
also Chair of Jobs for NSW and is on the 
Advisory Boards of SquarePeg Capital and 
UHG. 

Mr Thodey was Chief Executive Officer 
and Executive Director of Telstra from May 
2009 until he formally retired from the CEO 
position in April 2015. He was credited with 
transforming Telstra from a large, unwieldy 
telecommunications bureaucracy into a 
modern technology company.

Mr Thodey’s previous 22-year career 
at IBM comprised a number of senior 
marketing and sales positions, including 
CEO of IBM Australia/New Zealand. He 
has extensive experience in information 
and communications technology, digital 
business, data services and digital services. 

Mr Thodey has spent decades on the front 
lines of science and technology innovation. 
With innovation and technology such a 
focus of the Convention, this makes him the 
ideal speaker and one no forward-thinking 
Dealer should miss out on.

Get your groove on with Ella Hooper

Our social program is 
always a highlight and 
this year Ella Hooper 
will be the latest in a long 
line of Australian and 
international stars to 
entertain delegates.

It’s hard to believe Ella 
is still just 34 years old. She has been an 
Australian music icon for more than half 
her life. Best known as a singer-songwriter, 
Ella’s career has developed from the rock of 
Killing Heidi to the alt-folk of The Verses 
and now the revealing songs of Ella Hooper 
solo.

She’s won five Arias and written several 
top 10 hits, including a number one album 
and single. Reflector, Ella’s first album, has 
multi-Platinum status and her singles are 
widely played and streamed. She is also the 
youngest person and first woman to have 
received APRA’s Songwriter of the Year 
award.

The AADA General Session & 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 not just designed for 
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!

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. We 

can't emphasise enough just how important 
it is that not only your managers but entire 
teams are on hand to gain firsthand the 
benefits of the wisdom of some of the retail 
automotive industry's most successful 
trainers and leaders.

The AADA Expo 

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

The AADA Expo has always been a popular 
between-sessions destination for delegates, 
but this year we’re taking it to another level, 
with the news that now you will 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 
(over 130) 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 7pm 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.

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



The external event deck of 5,000sqm 
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 32,600sqm of space, making it Australia’s 
largest exhibition space. Added to the 
2,400sqm of multi-purpose event space in 
the convention area, this makes for a total 
35,000sqm of 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.

Why you need to attend

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 is a wonderful opportunity to come 
together with your peers and inform 
yourself and your staff about everything that 
is 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 any 
more 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.

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.

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

07 3806 5704 1300 277 623

Everyone says they’re better!!!
When only the best will do...

National
Aftermarket Program Specialists

National Supply
and Install Specialists

AP-Ad-127x180-2.indd   1 13/07/2017   12:26 pm

2017 AADA NATIONAL DEALER CONVENTION & EXPO       Australian Automotive Dealer Association 
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The Luxury Car Tax (LCT) threshold 
for luxury cars will increase to 
$65,094 for the 2017-18 financial 

year, in line with an increase in the ‘All 
Groups’ Consumer Price Index (CPI).

The LCT threshold for fuel-efficient luxury 
cars will remain at $75,526.

The Federal Government has decided that 
the LCT will remain in place for at least one 
more year. That gives us another 12 months 
to work on getting the government to drop 
this ludicrous, unfair and discriminatory 
tax. 

LCT is an arbitrary measurement of luxury. 
Why is there a tax on luxury cars but not on 
luxury boats, jewellery, furniture or homes? 

The Department of Infrastructure and 
Regional Development (DIRD) has also 
criticised the tax for favouring diesel vehicles 
that produce proportionally more C02 
and harmful particulates than equivalent 
petrol models. Car companies complain 
that it is stifling the take-up of safer and 
more efficient models that cost more than 
regular cars as, unlike many other countries, 
Australia offers little incentive for low-
emission vehicles.

At a rate of 33 percent above the threshold, 
a fuel efficient car costing $175,000 (pre-tax) 
requires the 33 percent levy to be paid on 
around $100,000, resulting in $33,000 in 
LCT that pushes the car's retail price well 
beyond the $200,000 mark.

LCT applies in addition to other measures 
such as a 5 percent import duty and 10 
percent GST, so a model like BMW's flagship 
7-Series, which costs $305,461 before 

LCT and GST are factored in, comes in at 
$419,000 plus on-road costs.

The LCT threshold for efficient vehicles 
has increased by just $526 since 2009-10, 
whereas the threshold for regular cars has 
climbed by $7,914 (up from $57,180) in the 
same period.

Government agencies are considering 
revisions to the measure, though that seems 
unlikely in the short term as the government 
continues to count on billions of dollars 
in LCT revenue tabled to arrive in years to 
come.

What is a luxury car anyway?

The most popular car subject to the tax is 
the Land Cruiser. It qualifies because of the 
amount of money it costs but, in reality, it is 
often more of a work necessity for farmers or 
others needing off-road access. 

The LCT came into being in 2000, 
partly to protect Australia's automotive 
manufacturing industry. But with 
Australian automotive manufacturing 
ceasing this October there's no longer a need 
to dissuade the purchase of a foreign model 
in favour of a locally produced one.

Supporters of abolishing the LCT

Many key figures have spoken out against 
the LCT. They include:

• Glen Sealey, Maserati's Australian 
general manager: “Clearly it should be 
abolished”.

• Porsche spokesman, Paul Ellis: “The 
Federal Government gets more 
revenue than Porsche does as the 
importer and wholesaler, and what our 
Dealers do as retailers, combined. We 
do all the work and they get the profit.”

• Mercedes-Benz spokesman, David 
McCarthy: “Despite the opportunity 
to tax other luxury goods such as 
diamond rings, executive jets, golf 
club memberships and luxury cruising 
boats, the government has decided for 
some reason to punish and single out 
the car industry.”

• Former Liberal MP, Joe Hockey (prior 
to becoming Treasurer and leaving 
the LCT in place): “A Land Cruiser in 
regional rural Australia is not a luxury 
vehicle; it's fair dinkum. We believe 
that this one is bad policy and we're 
opposing it.”

• AAA Chief Executive, Michael 
Bradley: “With local manufacturing 
coming to an end in 2017, it is only 
fair that the date be named to remove 
vehicle import tariffs and the luxury 
car tax. Nine out of 10 new vehicles 
sold in Australia are already fully 
imported, so there is no longer any 
justification to maintain these taxes.”

• Independent Senator, Nick Xenophon: 
“It hasn't brought in the revenue that 
was anticipated and I'd rather see a 
change to the Luxury Car Tax than the 
parallel import changes.”

Follow the money

Providing $650 million in revenue in the 
2016-17 financial year, it's easy to understand 
why the Federal Government is reluctant to 
scrap the LCT.

The government, however, is always 
reviewing tax laws, and changes to the tax 
are being considered as part of tweaks to 
taxation and environmental measures. The 
LCT could be abolished in favour of another 
model more closely related to emissions and 
efficiency, as used in the UK. 

The DIRD argues that “governments 
could encourage improvements in vehicle 
efficiency through changes to the tax 
treatment of vehicles and road user charges”, 
adding increased incentive for low or zero-
emissions cars.

Another proposal concerns pay-as-you-
go road taxes that could take the place of 
registration or stamp duty fees, a move that 
could have a flow-on effect for the LCT.

However, with the government budgeting 
for $2.7 billion in LCT revenue between July 
2017 and June 2021, the LCT looks set to stay 
in place for the short to medium term.

LUXURY CAR TAX STAYS, FIGHT CONTINUES
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EXTRAPOLATION IN WARRANTY AUDITS 
– FAIR OR UNFAIR?

1.1 We recently advised a National Dealer 
Council on the lawfulness of extrapolating 
warranty audit 'exceptions' discovered 
during a distributor warranty audit.

1.2 One of the main issues we focused on 
in our detailed advice on the topic was 
whether the principle of extrapolation 
in warranty audits would be considered 
an unfair contract term under the Motor 
Dealers and Repairers Act 2013 (NSW) 
(MDR Act). 

1.3 The test for unfairness under the MDR 
Act is the same as the test in the Australian 
Consumer Laws. 

1.4 Meaning of unfair

To establish unfairness you must 
demonstrate the following:

(a) It would cause a significant 
imbalance in the party’s rights and 
obligations arising under the contract;

(b) It is not reasonably necessary in order 
to protect the legitimate interests of 
the party who would be advantaged by 
the term, and

(c) It would cause detriment (whether 
financial or otherwise) to a party if it 
were to be applied or relied on.

A Court must also consider the extent to 
which an Audit Policy is transparent to 
individual Dealers and in relation to the 
Dealer Agreement as a whole.

1.5 Significant Imbalance

(a) A significant imbalance in relation 
to the extrapolation method arises as 
follows: 

(i) The process is imbalanced because 
notwithstanding that the Dealer 

may have obtained authorisation, 
a distributor may say the Dealer 
cannot rely on it.  The result is that 
the Dealer bears all of the risk. 

(ii) The 'effect' of the extrapolation 
process is unfair and imbalanced 
in application as:

(A) The process makes an 
assumption that where a 
sample size has exceptions, 
the rest of the audit period 
is also affected without any 
evidence as to the un-sampled 
period. The imbalance 
is that this assumption is 
made against the Dealer 
on no possible justification 
other than, we assume, the 
convenience to distributors of 
not having to audit the entire 
period. 

(B) The results by application 
of the unfair/imbalanced 
assumption could be 
materially detrimental to the 
Dealers by consequence of a 
combination of these factors:

(1) Distributors can often 
examine and audit 
payments dating back five 
years. 

(2) Distributors can often 
determine the sample size, 
e.g. greater of either 50 
claims or 5%.  

(C) In practice, we understand 
that distributors have relied 
on minor technical non-
compliances to found some of 
the exceptions. 

(b) In assessing whether an Audit Policy 
and particular terms of the Audit Policy 
are unfair, case law suggests a Court 
will consider the impact of removing or 
deleting the impugned term from the 
contract and comparing the effect of 

that with continuing with the term.  

(c) It is not plausible to suggest that 
deleting particular terms of an Audit 
Policy, such as extrapolation, can 
be regarded as having a significant 
impact on distributors.  Distributors 
ought to be put to proof and any 
repayment of warranty claims should 
be evidence based and not assumed 
via extrapolation. 

(d) There does not appear to be a 
reasonable justification for the 
disparity and imbalance of Audit 
Policies that contain extrapolation. 
The lack of a significant impact on 
distributors, the significant impact 
on individual Dealers of applying 
the Policy too harshly and the effect 
of extrapolation suggests that Audit 
Policies, or parts of it, could be 
regarded as creating a significant 
imbalance.

(e) Furthermore, a Court will consider 
the inclusion of the term on the 
substance of the transaction/contract 
as a whole.  If an Audit Policy is to 
be considered fair and reasonable, 
then Dealers will need unconditional 
authorisation from distributors 
before carrying out warranty work 
for consumers. This will cause delay 
and significant inconvenience for 
consumers. 

1.6 Reasonably Necessary

(a) The onus is on distributors to prove 
that their Audit Policy and its particular 
features (such as how they conduct the 
audit, whether minor technical non-
compliances are treated as 'exceptions' 
and the extrapolation method) are 
reasonably necessary to protect their 
legitimate interests. The right to carry 
out an audit and the exercise of that 
right protects distributors from the 
risk of fraud or oversight by Dealers. 
It is not at all clear what interests of 
distributors the 'extrapolation method' 
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protects. The 'extrapolation method' 
appears to be a disproportionate 
response in relation to protecting 
against fraud or oversight.

(b) Why can a distributor simply not 
carry out a fair and reasonable 
audit? The aim of the audit is to 
recover overpayments made either 
accidentally or fraudulently. The 
objective is not the recovery of 
legitimate warranty payments made in 
fulfilling legal obligations afforded to 
consumers.

(c) We understand that Dealers currently 
consult with distributors where 
authorisation may be in doubt and 
prior to commencing the warranty 
work for the customer. Why is it 
reasonably necessary for distributors 
to ask Dealers to keep the same 
records for a further five years, to 
carry out audits in an overly strict and 
harsh manner and then to extrapolate, 
in circumstances where the warranty 
claim could have been declined at the 
outset?

1.7 Detriment

There is no doubt that Dealers are caused 
detriment through the unfair, harsh and 
oppressive application of an Audit Policy 
and/or through the application of the 
extrapolation method, which may result 
in them being forced to repay distributors 
for perfectly legitimate warranty work. The 
detriment is predominantly financial, as 
the repayments can amount to tens, if not 
hundreds, of thousands of dollars. 

1.8 Examples

The legislation sets out examples of 
particular terms that may be regarded as 
being unfair, such as:

(a) A term that permits, or has the effect 
of permitting, a distributor to avoid or 
limit performance of the contract.  It 
could be argued that an  Audit Policy 
has the effect of permitting a distributor 
to avoid its warranty obligations under 
the Dealer agreement and/or under its 
own express manufacturer’s warranty 
with the consumer;

(b) A term that permits, or has the 
effect of permitting, a distributor to 
unilaterally determine whether the 
contract has been breached or to 
interpret its meaning.  Most Audit 
Policies are undertaken internally with 
not external oversight. Even the appeal 
process is internally managed by the 
distributor. Therefore, a distributor 
unilaterally determines whether the 
Audit Policy has been breached and 
then extrapolates the results.

In summary, we concluded that there 
are reasonable prospects that a Court 
would conclude that terms that permitted 
extrapolation of warranty audit exceptions 
would be regarded as unfair contract terms 
under the MDR Act.

There are many other terms and conditions 
of a Dealer Agreement or Policy or Standards 
documents that form part of the Dealer 
Agreement that may fall foul of the unfair 
contract terms legislation in the MDR Act and 
if each term is reviewed under the legislation 
then any advice may assist Dealers and/or 
National Dealer Councils in their discussions 
with distributors.
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THE CHANGING LANDSCAPE OF AN 
AUTOMOTIVE DEALERSHIP’S 
PROFITABILITY

Whilst there are factors that can 
influence a dealership’s return on 
sales ratio, such as locality and 

franchise mix, the two percent model has 
long been the yardstick of an acceptable 
profit benchmark an automotive dealership 
should make before taxation. 

The way in which Dealers reach their 
benchmark profitability level, however, has 
changed over time, and will continue to do so 
into the foreseeable future.

With the Australian Securities and Investment 
Commission's (ASIC) review of finance and 
insurance F&I commissions concluding, the 
significant contribution the F&I department 
makes to dealership revenues is likely to 
notably reduce. How, however, will it be 
replaced? 

The assumption is that over time, once 
the market adjusts, additional gross profit 
contributions will naturally come from vehicle 
sales (‘gross on the metal’).It is, however, 
important to understand that the changing 
landscape to how Original Equipment 
Manufacturers incentivise dealerships will 
greatly affect this assumption.

Currently, OEMs determine dealership' 
bonuses and rebates, predominantly via a 
dealership's ability to reach certain sales 
targets. Recently, however, there is an ever-
increasing trend to set dealership bonuses 
and rebates based upon non-financial metrics 

– metrics such as achieving high customer 
satisfaction or ensuring a high level of brand 
consistency. 

These metrics aim to boost the overall client 
experience, increase customer loyalty to the 
brand and encourage repeat business. Timing of 
OEMs’ dealership bonuses and rebates are also 
noteworthy, as many have varying terms, some 
governed by annual agreements and others over 
much shorter timeframes. These differences in 
timings ultimately affect how such incentives 
influence the operations of the dealership.

More so, what is becoming more evident is 
the ever-increasing significance that OEM 
incentives and bonuses have on a dealership’s 
profitability. With an increase in profit 
contribution from rebates and bonuses, the 
‘on the metal’ gross profit contribution from 
vehicle sales is actually reducing.

This reduction in gross profit margins from 
vehicle sales comes from dealerships’ inability 
to negotiate higher sales prices with customers 
due to the restrictive nature of OEMs’ 
incentive schemes, often setting price caps on 
the sale price of specific vehicles on promotion 

or limiting the upselling of vehicle extras. 

Whilst such restrictions assist OEMs in 
improving transparency with their customers, 
it ultimately hogties dealerships to the 
objectives of the OEM. It is expected that the 
significance of KPI money to the dealerships’ 
profitability will only increase. 

The diagram below shows the pool of gross 
profit contribution from new vehicle sales 
typically seen in a benchmark dealership. 
Scenario A is the expected outcome of less F&I 
commission; however the trend is towards 
scenario B. At this rate, who knows – maybe 
the dealership’s income of new vehicle sales 
will be purely fixed via the OEM.

In summary, dealerships that will prosper 
in the short to medium term are those that 
not only hit factory volume targets but also 
achieve these targets in line with the strategic 
objectives of their OEM, thus maximising the 
bonuses and incentives on offer. What this 
does is create a homogeneous product offering 
and removes the entrepreneurship from the 
Dealer Principal.

Food for thought?

Matthew Cutt
Partner, 
BDO Automotive
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THE CHANGING LANDSCAPE OF AN 
AUTOMOTIVE DEALERSHIP’S 
PROFITABILITY

FUTURE-PROOFING YOUR DEALERSHIP

FEATURES       Australian Automotive Dealer Association 
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In a market where goodwill multiples 
are at an all-time high and the quest 
for turnover can sometimes overtake 

the need for profit, Dealers are asking the 
question, “What dealership should I buy 
that future-proofs my profits?”

Steven Bragg, KPMG Director Motor Industry 
Services, says franchise success comes and 
goes but best practice fundamentals don’t. You 
need to equate the price you pay with the value 
of the business you are buying. 

Mr Bragg says Dealers need to understand 
what drives profit longer-term. “It isn’t always 
about following the fashion and buying the hot 
franchise at a point in time,” he says.

“In the end, buying a dealership (not a 
franchise; they are different things) that delivers 
a minimum level of return is a mathematical 
equation. Factors like location and franchise 
are important variables that can impact on 
whether this business can achieve these 
minimum returns in the short term. To achieve 
longer-term success the basic foundations that 
underpin the operations need to exist.”

Mr Bragg says it might take multiple 
acquisitions within the one PMA to deliver the 
ultimate outcome. 

“The key to longer-term success is to have a 
clear plan on what the business needs to look 

like to guarantee the longer-term success you 
are after,” he says.

“When buying any business, the key is for the 
owner to control their destiny. I have been involved 
in many transactions where, from day one, destiny 
is in the hands of the brand or the customers. As a 
business owner this is a very difficult position to be 
in, so the goal from day one should be to have the 
steering wheel in your hands.”

What does a long-term successful dealership 
look like?

Location or franchise aren’t necessarily the key 
to success in having a long-term successful 
dealership. However, what these factors can do 
is make the mission easier, because the current 
market and location deliver the minimum 
metrics without additional effort. But these 
factors are variables and can change with time.

When building for long-term success, Mr 
Bragg says Dealers need a strong foundation of 
what he terms ‘The Big 6’. 

The Big 6 KPIs

1. Minimum 100 retail units sold per 
month. (For the sake of the exercise, 
let's say 70 new and 30 used.)

2. Maximum monthly rental of $500 
($750 luxury) per unit sold, so at 100 

cars that’s $50,000 per month for all 
facilities.

3. Minimum $1m ($1.5m luxury) 
turnover per employee per annum (say 
$85,000 per month).

4. Gross Profit orientation of 55 percent 
front end (new, used, aftermarket but 
no F&I) and 45 percent back end.

5. Own Your PMA – 25 percent market 
share for Provincial/Rural or 15 
percent Metro.

6. A workshop with active bays equal to 
20 percent of your retail volume.

According to Mr Bragg, if your dealership has 
the above fundamentals it has the foundations 
of being a long-term successful dealership, if 
it doesn’t, the focus needs to be on achieving 
these fundamentals first or looking for the 
compensating factors.

“Too often I see dealerships that don’t meet the 
Big 6 KPIs, creating a fluctuating result and a 
lot of angst,” he says.

To manage this, Dealers tend to do two things 
when confronted with a dealership that isn’t 
achieving its minimum acceptable levels:

1. Try to over-compensate at the individual 
performance metric level. This is not 
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sustainable, as solid performances can be 
maintained but high level performance 
fluctuates over time.

2. Not deal with the six key fundamentals 
above and wait for market 
intervention. This has the impact of 
taking control of your business out of 
your hands.

“In the end the Dealer has a right to make a 
minimum return on investment. The best way 
to guarantee this is to have a strong foundation 
from day one, avoiding the need to grab 
victory from the jaws of defeat,” he says.

Individual performance metrics

“Having the six fundamental metrics is not 
a guarantee of success, it just means your 
business has the correct 'ticket to play', so is 
armed with the correct structure to deliver a 
result” Mr Bragg says.

“We still need to run the business to some 
minimum metrics to deliver a result. 
Remember, these are minimum metrics not 
benchmarks of market performances or top 
level performances. These are just the minimal 
acceptable performance levels that need to 
be achieved to deliver a minimum acceptable 
ROI. Every time these numbers aren’t achieved 
we are performing below the minimum, so 
focus needs to be placed on maintaining these 
metrics as a minimum.”

The minimum metrics are:

New cars

1. Average gross (all inclusive) of $2,500 

PNVS ($4,500 luxury). This could look 
like: 
-Vehicle gross $900 
-Aftermarket $600 
-Holdback $1,000

2. Units per sales person of 15

3. Maximum stockholding of 45 days 
including demos

4. Minimum 70 percent valuations of test 
drives

5. Minimum three appointments per 
sales consultant per day

6. Minimise advertising and promotion 
spend, basically online, CRM 
(database follow-up) and factory 
minimum standards.

Used Cars

1. Minimum gross of $2,500 PUVS 
($4,000 luxury)

2. Minimum ROI 80 percent per unit

3. Maximum cost of sale $18,000 (volume 
only)

4. Units per sales person of 15

5. Maximum 30 days stockholding 
including drive cars

6. 70 percent of cars sold in the first 15 
days

7. Minimum advertising, predominantly 
online only.

Finance & Insurance

1. 50 units per BM maximum

2. $1,200 minimum F&I income PVR 
a) $850 Finance 
b) $350 insurance

3. Maximum 30 percent employment 
costs percent income.

Service

1. Minimum 75 percent labour gross 
overall

2. Minimum $13,000 labour gross per 
tech

3. Minimum 65 percent total department 
gross (including oils, sundries, etc)

4. Daily retail RO count should be 
minimum 40 percent of monthly retail 
sales volume

5. 15 ROs per advisor per day (advisors 
do the warranty, should be max two 
ROs per day)

6. Cap warranty work at 15 percent of 
total daily ROs (five ROs per day for a 
100-unit yard)

7. Minimum average two hours per RO

8. Minimum 40 percent of 'wait' jobs per 
day.
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Parts

1. Minimum $70,000 parts sales per 
employee

2. Minimum 25 percent overall parts 
gross (focus on workshop to improve 
margin).

Practical processes to future-proof your 
dealership

Mr Bragg says the key is remembering that 'The 
Big 6 is the 'ticket to play' and is non-negotiable.

Getting to 100 cars – questions to ask 
yourself

Used cars – am I in the business?

1. Am I achieving at least 30 retails per 
month?

2. Are we winning 50 percent minimum 
of all our retailable valuations and are 
our trades the best (measure by sales 
person)?

3. Is 50 percent of our used car stock our 
franchise?

4. Are all our cars online, with 20 photos 
and competitively priced?

5. Are we fully utilising tools like 
guaranteed top spot to get on the 
shopping list early in the sales cycle?

6. Do we reallocate 14-day-old leads to 
other sales consultants (they are often 
still in the market)?

7. Do we regularly contact 'watchers' 
online with offers?

8. Do we have fixed price reco, so we can 
have cars on display in three days?

9. Do we wholesale everything with more 
than $2k reco (paint and panel), to 
keep our display time at its optimum?

10. Do we ensure all 45-day cars are sold 
or wholesaled so we can recycle the 
opportunity (inventory and display)?

11. Do we measure ROI by unit and 
reward the manager accordingly?

12. Do we review the 'views' per stock 
item daily and, if a car is not viewed, 
run a search and see how far down 

the search list it is? If it’s too far, take 
action.

New cars

1. Owning your PMA – have you 
measured market share in the PMA by 
model and worked out which models 
are below target and set an action plan 
to improve the sales rate in that model?

2. If we can measure market share by 
postcode, have we identified our 
black spots and targeted this market 
opportunity?

3. Do the franchises held offer sufficient 
opportunity to reach a minimum 70 
units? What additional franchise can 
we add to the dealership quickly to lift 
volume?

4. Showroom measurement – do you own 
your enquiry?
• Does reception record showroom 

traffic (time, customer, sales 
consultant in attendance) 
independent of the sales team and 
report this to you and the sales 
manager daily?

• Is this loaded into autogate or your 
lead management system (LMS) daily 
by the sales consultants to ensure all 
enquiry is tracked?

• Do you check with the sales 
consultants, randomly with the 
sales manager, to ensure these are in 
autogate or your LMS and the status 
of follow-up?

• Do you check test drive logs kept by 
F&I to autogate or LMS to ensure all 
test drives are recorded

• Do you circulate weekly showroom 
stats from enquiry source to order 
and finance contract to all sales 
teams by sales consultant so they can 
see their individual performances 
to their peers and Road to Sale 
benchmarks?

• Do you have daily order write targets 
by sales consultant? Is this on display 
for the team to see and is there a 
daily/weekly incentive to be achieved 
for getting the daily and weekly 
order write (this has the benefit of 
increasing midweek sales)?

• Do you measure, manage and 
incentivise your three appointments 
per sales consultant per day, or do we 
just handle walk-ins?

Getting and keeping rent at $500 ($750) 
PVR

“Obviously the first step is to maximise the 
available opportunity from the site,” Mr Bragg 
says.

“The logic behind $500 PVR is geared 
around the concept of pool of gross – how 
much income can I and should I generate 
from each vehicle sold? This is where a focus 
around selling and servicing your PMA-based 
customers is important.”

This is calculated as follows based on 
minimum metrics:

Volume Luxury

New or Used Car sales  $2,500  $4,000
F&I Income PVR  $1,200  $1,250
Service gross PVR  $1,000  $1,500
Parts Gross PVR  $   400  $   750
Total  $5,100  $7,500
Rent should be 10 percent 
of gross  $   500  $   750

It is, therefore, essential that the above 
minimum metrics are achieved to reach the 
pool of gross minimum, as this drives the rent 
coverage.

“If the rental figure is beyond the $500 ($750) 
PVR based on the current volumes, after 
assessing how we can increase the volume, the 
next step is to ensure the minimum pool of 
gross is being met,” Mr Bragg says.

$1m ($1.5m) sales per employee and 55 
percent/45 percent front/back end gross mix

Vehicle gross

1. Road to a sale – are we following it 
and earning the right to gross or are 
we shortcutting the process and going 
straight to price?

2. Do we turn away or give high prices 
to out-of-PMA customers? They don’t 
add to the pool of gross, save the good 
deals for the PMA customers.

3. Do we say NO more often?
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4. Do we start every negotiation during 
a deal at the RRP and show the 
discount?

5. Do we take the focus off price and 
focus on repayments? In the end this is 
what they pay.

6. Do we negotiate in small increments 
and non-dollars (floor mats, etc)?

7. Do we focus on early buying cycle 
customers, out of warranty in service 
or finance payout customers who 
haven’t had time to shop?

Finance and Insurance

1. Do we keep our units per F&I low 
to give them maximum time for 
conversions?

2. Early introduction – do they take all 
test drives (signing in and out) and get 
a chance to qualify early?

3. Repayment selling – do all cars have 
repayment window hangers and these 
are used by the sales consultants 
as sales tools to minimise the price 
conversation?

4. Are proper introductions to the BMs 
made 100 percent of the time?

5. Do the BMs contact all expiring 
finance customers to start a 
changeover conversation?

Service

1. Is our full focus on customers in our 
PMA or close by who will service with 
us?

2. Are 100 percent of customers given 
a proper introduction to service and 
booked in for their first service?

3. Is this policed and action taken for 
lack of follow-through?

4. Do we provide a five-year mechanical 
protection plan to keep the customer 
tied to the dealership, and are they 
reminded of its value at each service?

5. Is our CRM centre doing one month, 
one week and one day follow-ups and 
are all non-booked customers followed 
up by service?

6. Have we brought all outsourced work 
in-house (used car reconditioning, 
wheel alignments, brakes, tyres) to 
avoid loss?

7. Do we have timed arrivals and 
departures to slow things down, 
reduce congestion and increase up-sell 
opportunities?

8. Do we target 40 percent 'wait jobs' 
so we can talk about additional work 
face-to-face?

9. Do we send invoices out via email two 
hours before pick up to avoid issues 
and congestion?

Parts

1. Do we pre-pick parts each day to 
increase labour efficiency and get 
the techs focused on what’s not there 
rather than on what is there?

2. Do we greet every customer in the 
service driveway and make the most 
of our opportunities whilst they are in 
the service department?

3. Are all service bookings timed to allow 
time for proper driveway review?

4. Are all techs and advisors on parts up-
sell incentives of some form?

5. Do all internal parts have to be ordered 
by the parts department (trays, tow 
bars, etc), rather than sales to ensure 
we have the chance to match prices 
and keep the work inhouse?

“In the euphoria of buying a dealership, the 
purchaser often loses sight of the strategic 
purpose of the acquisition and focuses on the 
brand and location, ignoring the importance 
of the Big 6 to long-term performance,” Mr 
Bragg says. 

He says Dealers need a clear strategy on future 
acquisitions and what they can do to future-
proof their current operations.

Article Based on "KPMG Motor Industry 
Services Alert - June 2017" 
Supplied by: Steven Bragg 
Motor Industry Services 
Enterprise 
KPMG.
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MILLENNIALS A NEW MARKET: LESSONS 
FROM INTERNATIONAL DEALER DAY

A small group of AADA delegates 
attended International Dealer Day 
in Verona, Italy, in May. All enjoyed 

themselves immensely and came home 
with valuable take-aways to apply to their 
businesses. 

The main lesson of the event was the 
difference between Baby Boomers, who 
sustain the long-established model of 
dealership sales, and Millennials, the young 
adults who are changing traditional concepts 
of ownership and rejecting much of what 
Dealers have come to take for granted about 
their customers.

A survey of Millennials presented at Dealer 
Day found that 41 percent believed owning a 
car was not necessary. A startling 67 percent 
said they would rather have a mobile phone 
for a year than a car. Nearly half (47 percent) 
wanted self-driving cars by 2025. 

As well as what they want, how they get it 
was just as revealing. A massive 82 percent of 
Millennial shopping is done online, without 
setting foot in a showroom. The message for 
Australian Dealers was loud and clear: lift 
your online game or Millennials will pass 
you by.

Only 17 of the 4,002 Millennials surveyed 
said they liked the process of buying a car 
as it is today. 

Their top frustrations:

• Filling out the paperwork/contracts – 
25 percent

• Negotiating a price – 23 percent

• Waiting 10 minutes or more for a test 
drive - 23 percent.

Baby Boomers are keeping the current 
industry model alive, but they are not the 
future. The average Millennial visits 10.1 
websites in their vehicle search. If you don't 
have an engaging website, something that can 

trap them and stop them, how are you going 
to be the person from whom they choose to 
buy a car? What makes you different? Because 
if it is only price – which has typically been the 
Australian mentality – what chance do you 
have?

JD  Power's VP Global Retail, Charles Mills, 
spoke about the importance of embracing 
technology and putting the right people in 
place to drive it. 

You can have all the innovation, all the 
technology, but if there is no-one driving 
it, if dealerships don't have a culture of 
seeking engagement with customers and the 
technology that drives it, they are wasting 
their money and time. It is crucial to deliver a 
customer experience that puts the dealership 
at the top of the purchase ladder, because 
people buy from people they like, who treat 
them well. 

Industry drivers: Dealers or OEMs?

Dealer Day highlighted the difference between 
the US market and those of China and Europe 
in terms of who drives the market. In the US, 
as in Australia, it is Dealer-driven, while in 
China and Europe, it is much more OEM-
driven.

In Australia and the US, the real investment 
in the success of these brands comes from 
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the Dealers, and therefore the control is with 
the Dealers. In Europe and China, the OEMs 
dictate to the Dealers what they can and can't 
do. In Europe, OEMs are selling cars online, 
competing with Dealers. In China, the biggest 
car market in the world, the industry is still 
burgeoning and the OEMs have it by the 
throat.

One thing that stood out was the OEM 
involvement in the event. On the Expo floor 
there were nine brands represented. The OEMS 
are very involved and supportive of the event 
and Dealers in general. It is a similar story at 
the NADA Convention. Yet AADA can't get a 
factory to support our event. It is an issue.

Cyber-cars a worldwide issue

As we have in Australia, so does the Italian 
market have an issue with cyber-cars. Instead 
of Dealers reporting cars as sold, as is often the 
case here, over there it is OEMS redirecting 
new cars into rental fleets. While attending 
Dealer Day an AADA delegate rented a brand-
new Opal (400km on the clock) for $12 a day. 
Why would a Millennial buy a car when he or 
she can rent one for $12 a day?

The Expo

The Expo was interesting. It is not as broad 
as the AADA or NADA Expo, with fewer 
exhibitors and no catered events. However, 
with exhibitors all offering food for delegates, 
it was possible to have your daily meals catered 
for without leaving the Expo floor!

The international presence was high. NADA 
Chairman, Mark Scarpelli, attended, as did 
the French, Russians and other international 
Dealer associations. It was an excellent and 
informative event. AADA will return next year 
and urges Dealers to come along.
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INCENTIVES VITAL TO ENCOURAGE LOW 
EMISSIONS

The newest data released by the National 
Transport Commission supports the 
motor industry’s assertion that credits 

and incentives are vital in encouraging more 
consumers to buy low emissions vehicles 
and, in doing so, continue to drive down 
Australia’s carbon dioxide emissions.

The Federal Chamber of Automotive Industries 
(FCAI), has welcomed the NTC’s newest report, 
Carbon Dioxide Emissions Intensity for New 
Australian Light Vehicles 2016, which reveals 
a 1.1 percent reduction in carbon dioxide 
emissions intensity from new passenger cars 
and light commercial from 2015.

This continues the steady decline in CO2 
emissions from new passenger and light 
commercial vehicles sold in Australia, which 
have fallen by almost 25 percent since 2005.

The report also noted that Australian 
consumer preference for heavier vehicles with 
larger and more powerful engines as a key 

reason for light vehicle emissions being higher 
here than in Europe.

Other notable factors were a lower proportion 
(than Europe) of diesel-powered engines 
across the Australian passenger car and light 
commercial fleet, fewer government incentives 
for lower emission vehicles and relatively low 
fuel prices compared with Europe.

FCAI Chief Executive, Tony Weber, said the 
industry was engaged in a lengthy dialogue 
with government around the importance of 
fuel quality to enable the car brands to offer 
next generation, advanced engines with world-
class emissions technology.

“There’s no doubt about the importance of 
the decisions that need to made this year 
around getting Australia’s transport standard 
fuel quality up to match that of the European 
standards,” he said.

“Australia has the lowest quality petrol of the 
35 countries in the OECD, below Mexico, 
Turkey and Estonia.”

This fuel quality issue has been acknowledged 
at the highest levels of government. At a recent 
vehicle emissions review stakeholder forum, 
Federal Energy Minister, Josh Frydenberg, 
stated it was not good enough that Australia’s 
fuel is ranked 66th in the world and last in the 
OECD.

Mr Weber said that to shape consumer buying 
patterns Australia needed to look to other 
international markets where credits and 
incentives are in place.

“Our sales data show quite clearly that, in 
general, Australian consumers prefer very 
different types of vehicles to European 
consumers and this preference flows through 
to our CO2 emissions,” he said.
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CRASH COMPARISON HIGHLIGHTS IMPORTANCE 
OF HELPING PEOPLE INTO SAFER CARS
A recent crash test comparison highlights the 
massive difference in safety of new and older 
model cars, supporting AADA's arguments 
regarding finance contracts and insurance.

The Australasian New Car Assessment Program 
(ANCAP) conducted a head-on crash test 
between the latest Toyota Corolla hatchback and 
a 1998 model, and the results were frightening.

ANCAP CEO James Goodwin said the test 
showed the driver of the older Corolla would 
likely have died as a result of the 64km/h 
collision, whereas the driver of the latest 
Corolla – which has a five-star safety rating – 
would have sustained only minor injuries. 

Older vehicles (built in the year 2000 or 
earlier) represent just one in five cars on our 
roads but are involved in one-third of fatal 
crashes. In contrast, newer vehicles (those built 
2011-2016) make up 31 percent of the fleet, yet 
are involved in just 13 percent of fatal crashes. 

“It is concerning that the rate of fatal crashes 
is four times higher for older vehicles than for 
new vehicles,” Mr Goodwin said.

“We’ve been tracking the average age of a 
vehicle involved in a fatal crash, and in just one 
year we’ve seen that average increase from 12.5 
years to 12.9 years. This highlights the need for 
a renewed national focus and greater support 
for safer vehicles.” 

The data shows the average age of all vehicles 
on Australian roads is 9.8 years. Mr Goodwin 
said the statistics go some way to explaining 
why 17 to 25-year-olds and elderly road users 
(aged 65 and over) are over-represented in 
fatal crashes when compared to other age 
groups.

“Not everyone can afford a brand-new car; 
however, the figures show that there is less 
chance of being killed in a newer and safer car 
than an older, less safe vehicle,” he said.

“Safety is not a luxury and we want everyone 
to remain safe on the road, so consumers 
should look for the safest car they can afford 
and the safest car that suits their needs.

“The outcomes of this test are stark and the 
automotive, finance and insurance industries 
can play a part to assist in encouraging people 
into newer, safer cars.”

The frontal offset test, which replicates a head-
on crash, was conducted at Sydney’s CrashLab. 
The Toyota Corollas used in the crash test were 
bought privately from car Dealers by ANCAP.

The 1998 Corolla was a one-owner vehicle 
with a good service history. It had travelled 
130,000km and had never been involved in a 
crash, so was structurally indicative of a car 
from that era. The latest model Corolla was 
an ex-rental car that had done 29,000km, 
indicative of near-new used cars for sale.

“The older car sustained catastrophic 
structural failure, with dummy readings 
showing an extremely high risk of serious 
head, chest and leg injury to the driver. It 
achieved a score of just 0.40 out of 16 points – 
zero stars,” Mr Goodwin said.

“In contrast, the current model performed 
very well with a five-star level of protection 
offered, scoring 12.93 out of 16 points.”

President of the Australasian College of Road 
Safety and former Chairman of ANCAP, 
Lauchlan McIntosh, said, “No-one has a 1998 
telephone – not a young person or an old 
person – so why would you have a 1998 car?”

“There are a lot of people who have made a 
conscious decision to put their kids in a better 
car, and a lot of older people buy a five-star 
car – but there are still a lot of young people 
who, unfortunately, don’t see a five-star car as 
important, yet they’ve got the latest telephone.”

Car safety: then and now

1998 Toyota Corolla 
Price when new: $23,000 
Price today: $4,500

Safety: No driver’s airbag, no anti-skid brakes 
(they were part of a $990 option pack).

2015 Toyota Corolla 
Price when new: $23,000 
Price today: $16,000
Safety: Seven airbags, electronic stability 

control, anti-skid brakes, rear view 
camera, force limiting seat belts, 
seat belt pre-tensioners. Automatic 
emergency braking optional.
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30 HOLDEN DEALERSHIPS TO BE 
TERMINATED
Holden will cull 30 dealerships, mostly 

from metropolitan areas, in a bid to 
counter falling sales.

Most of Holden's 269 Australian Dealers have 
franchise contracts that are due to roll over on 
31 December, giving the affected dealerships 
roughly six months to find another brand, 
arrange to service other brands or develop 
their used car sales in order to survive.

As the famous advertisements used to tell 
us, Holden has long been seen as being as 
Australian as meat pies and kangaroos. But 
from a 1960s peak of providing 50 percent of 
all new cars sold in the country, the brand is 
now responsible for just seven percent of sales. 

Still, with more than 230 dealerships 
continuing into 2018, Holden will remain 

Australia’s second largest Dealer network, 
behind Toyota.

Holden confirmed it had reviewed its 'Dealer 
network footprint' prior to the 20 October 
cessation of local automotive manufacturing.

“Taking into account a number of factors, the 
difficult decision has been reached that the 
size of the Dealer network must be reduced,” a 
spokesman said.

Holden customer and Dealer operations 
Executive Director, Peter Jamieson, told Wheels 
the decision was made to help the company 
secure a “sustainable and successful future” for 
the remainder of its Dealer network.

“This decision has not been made lightly, as 
with any decision that impacts the hard-

working men and women at Holden and in 
the network,” he said.

“This will be a challenging period for 
those Dealers impacted and their staff. 
Just as throughout the wind-down of our 
manufacturing operations, we are trying to 
put our people first and help them wherever 
we can.

“We are supporting our Dealers and their 
teams in a number of ways, including 
redeployment, retraining and support 
services.”

Ford has also reduced its Dealer network, 
cutting numbers over several years prior to its 
cessation of manufacturing in October 2016.
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OPPOSITION'S STANCE ON SERVICE AND 
REPAIR GOES AGAINST FACTS: FCAI

OPPORTUNITIES ABOUND IN NOVATED LEASING

An opinion piece by the Shadow 
Assistant Treasurer and Shadow 
Minister for Competition and 

Productivity, Dr Andrew Leigh, about 
access to independent vehicle service 
and repair is not supported by the facts, 
according to the motor vehicle industry’s 
peak body.

Tony Weber, the Chief Executive of the Federal 
Chamber of Automotive Industries, said he 
was appalled that the facts of the issue had 
been conveniently ignored by Dr Leigh.

“Some two years ago a voluntary agreement 
was struck between all the key parties 
involved, including the Australian Automotive 
Aftermarket Association and other 

Recent research shows that the novated 
leasing market in Australia has plenty 
of room for growth.

Fleet sales represent 50 percent of vehicle 
sales, but ACA Research conducted a survey 
that found just 14 percent of fleets regarded 
novated leases as their preferred means of 
financing. At least 40 percent offered it to 
employees as part of their package, but to less 
than half their staff.

ACA Account Director, Ben Selwyn, said 
managers, professionals and sales workers are 
the three groups most likely to take advantage 
of a product that benefits both employee and 
employer.

“Just under two-thirds of businesses prefer to 
use vehicle finance for their fleets, typically 
looking at leasing as the preferred option. This 
comes through in the more detailed results, 
with finance leases and novated leases making 
up two of the top three preferred finance 
options,” he said.

representatives of the independent repair 
sector,” Mr Weber said.

“This was an agreement forged in good faith 
and with goodwill, and specifically included 
a mutually agreed mechanism for dispute 
resolution.

“The misinformation in Dr Leigh’s opinion 
piece even claims that customers are being 
forced to go back to their Dealer for service 
and repair, which is a complete fabrication. In 
fact, it contravenes consumer law to do this.”

Mr Weber said the industry had made 
repeated requests for examples of any breaches 
of the current agreement. The limited number 
provided have all been investigated and found 

to be unsubstantiated.

“Dr Leigh claims the industry is withholding 
important information from the independents. 
How, then, are the 21,000 independent 
repairers servicing and repairing the fleet if 
they don’t have the right information?

“As we have stated repeatedly, a well-trained 
and proficient independent service and repair 
sector has a role to play in the overall health of 
our motor industry.

“The industry is more than happy to work 
with the independent sector to build on the 
original agreement and to meet this market 
need,” Mr Weber said.
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Novated leasing has been around for more 
than three decades, since the introduction 
of the Fringe Benefits Tax (FBT) in 1986. 
However, the majority of PAYG taxpayers have 
not embraced it.

Traditional company cars still rule the roost, 
although there is no reason why this should be 
so other than long-standing practice. 

A change to accounting standards known as 
IFRS 16 will make organisations review fleet 
policies and potentially make them switch to 
novated leasing for all vehicles. Another theory 
is that novated leasing is best marketed as an 
employee benefit to those people who do not 
have access to a car as part of their job role.

If an organisation replaces the company 
car with novated leasing it significantly 
reduces some aspects of fleet administration. 
Transferring the ownership to the driver does 
not, however, outsource the accountability 
for employees who use the vehicle for work 
purposes.

Understanding the level of accountability for 
employees using private vehicles for work has 
improved in recent years but is still a long way 
behind global best practice.

Benefits to employees include:

• Significant income tax savings. Salary 
packaged vehicle costs are paid from 
pre-tax income. Paying with pre-tax 
dollars means a lower rate of tax on the 
benefit than paying for the running 
costs of the vehicle using after tax 
income.

• A car that can be used 100% of the 
time for personal use and still save 
users tax.

• Freedom to select the vehicle of choice. 
This is because a salary packaged 
vehicle is not part of the company fleet.

• Nearly every vehicle expense can 
be covered in the salary package, 
including fuel, servicing, tyres, 
comprehensive insurance, registration 
and even car washing. Users save on 
tax for these as well as for the car itself.

• Salary packages benefit from fleet 
pricing, which is heavily discounted in 
almost all cases.

• ATO and Government compliant

• NO GST on the price of the car in the 
package means savings of up to $5,224 
off the purchase price.

• Absolutely no FBT for either the 
employee or the employer.

• A new car every time you want one, for 
a fraction of what it usually costs.

• No records or log books to keep. 
All bills for the car, such as fuel and 
servicing are paid.

• A Novated Lease is both cost and tax 
effective. You save money.

• The lease and vehicle are portable and 
can be taken from one employer to the 
next.

• Users benefit from any equity built up 
in the vehicle during the term of the 
lease. Any profit realised on the sale 
of the vehicle at the end of the lease is 
tax-free.

• Lease repayments are fixed for the 
term of the lease. 

• Lease terms are flexible, from 12 to 60 
months.

Employers benefit via:

• The ability to provide more flexible 
remuneration to employees at little or 
no cost to their business.

• Significant savings of time and money 
compared to the administration of a 
company fleet.

• Elimination of the residual-value risk 
of a company fleet.

• If an employee leaves, the employer 
is not responsible for the vehicle and 
is not left with vehicles surplus to 
requirements.

• Vehicles provided under a Novated 
Lease are ‘off balance sheet’, i.e. neither 
an asset nor a liability.

• Reduced employee on-costs, such 
as Payroll Tax and WorkCover 
premiums.

Few employee benefits provide greater savings 
than novated leasing. The annual cost of 
owning and running a car can total more 
than $10,000 once you factor in finance, 
depreciation and running costs.

Despite all these advantages many people 
think the benefits of novated leasing are too 
good to be true, which probably accounts 
for the low uptake rate. The opportunity is, 
however, there for employees, employers and 
car Dealers to all benefit. 

Are you selling those benefits as well as you 
could?
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DON'T BE BLOCKBUSTER
The Australian retail motor industry 

is enjoying boom times, with more 
new cars sold every year. Will this age 

of prosperity continue indefinitely? What 
changes and challenges lie ahead? And will 
you be ready for them?

It’s not that long ago that video rental stores 
were a staple of every shopping centre and 
main street strip. Blockbuster was worth 
billions. And then came Foxtel and – the 
killer blow – streaming services like Netflix 
and Stan. Almost overnight Blockbuster was 
broke and busted. It wasn't that people stopped 
wanting to watch movies and TV series in the 
comfort of their own homes; they just found a 
more convenient means of doing so.

Kodak is another cautionary tale. The 
development and uptake of digital cameras 
followed by smartphones with inbuilt digital 
cameras, rang the death knell of the film 
industry. Again, people did not stop taking 
photographs – indeed, they took more – they 
just found a more convenient and cost-
effective way to do so. A similar story is the 
case of newspapers.

So it will be with car sales; our industry is not 
immune.

Already some fundamental changes are taking 
place.

Morgan Research recently conducted a State 
of the Nation Breakfast focusing on the 
broader automotive industry and highlighting 
the differences between Baby Boomers and 
Millennials (the 18-34 age group).

Understanding these differences and adapting 
to the different needs of each group will be the 
difference between survival and extinction for 
many businesses.

Baby Boomers read newspapers and buy cars. 
Millennials use social media profusely, watch 
little television and are increasingly turning to 
bicycles and car sharing. 

Car ownership by Millennials is falling. With 
the coming revolution on our roads that will 
be autonomous vehicles, the future of the retail 
motor industry is uncertain. What we can be 

confident of is that people will still use cars 
just as they still take photographs and watch 
movies. They will just change their usage 
methodology –so Dealers must change the 
way they provide them or go the way of the 
video store.

Morgan Research listed 16 motor industry-
related fields, many of which are currently 
thriving, that are in danger of experiencing 
what it termed a ‘Kodak event’.

The industries named were automotive 
manufacturing, car Dealerships, auto insurers, 
transport companies, fuel companies, 
fuel retailers, grocery retailers, taxi/limo 
companies, accident repairers, auto financiers, 
discretionary retailers, parking garages, car 
classifieds, car rental companies, outdoor 
media and motoring associations.

The lesson these industries must take from 
former giants like video stores, newspapers 
and photography is that they need to use 
the current prosperous time to prepare and 
experiment with different business models. 
The Australian market is much more divided 
that it was 10 years ago and business models 
need to reflect that.

Marketing to Baby Boomers is totally different 
to marketing to Millennials, who have 
different attitudes to ownerships and different 

priorities in terms of lifestyle. 

There are currently five million Millennials 
and 3.7 million Baby Boomers in Australia, so 
both are huge markets.

When it comes to technology, Morgan 
Research found that a third of Millennials 
are early adopters, while just 4.3 percent of 
Boomers can say the same. Almost a million 
(18 percent) Millennials have Uber on their 
phone or tablets (and they use it). Only one 
percent of Boomers have Uber. 

Nearly 200,000 Australians are now using 
car sharing services and over half of them 
are Millennials. The Baby Boomers basically 
ignore the car sharing service.

Boomers, however, are driving more and are 
major buyers of new cars, particularly with the 
advent of additional safety features and driver-
assist technologies. So they remain vital to the 
car ownership model.

The automotive industry is huge. It is not 
going anywhere. The challenge for those 
companies that facilitate the use of motor 
vehicles, namely car Dealers, is to adjust to the 
generational change in wants and needs, and 
adapt to the new ways in which consumers 
will use their products.
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The Australian Competition and 
Consumer Commission (ACCC) 
has appealed the Federal Court 

of Australia's decision to fine Yazaki 
Corporation $9.5 million for collusive 
conduct, arguing that the amount of the 
fine should be significantly greater.

ACCC Chairman, Rod Sims, stated that in 
the ACCC's view Yazaki should be fined 
between $42 and $55 million for its collusive 
conduct. According to the ACCC, increasing 
the penalties by five to six times the original 
decision would be justified having regard to 
“the size of Yazaki's operations and the very 
serious nature of its collusive conduct”, as 
well as the need for the penalties to serve as a 
strong deterrent to companies from breaking 

Australia's competition laws.

On 9 May 2017, The Federal Court of 
Australia ordered Yazaki to pay penalties 
totalling $9.5 million for conduct Justice 
Besanko described as “deliberate, sophisticated 
and devious”. The collusive conduct with a 
competitor was found by the Federal Court to 
include coordinating quotes to Toyota for the 
supply of electronic wiring harnesses used in 
the manufacture of the Camry.

Yazaki is the parent company of Australian 
Arrows Pty Ltd.

In November 2015, the Federal Court found 
that Yazaki had engaged in collusive conduct 
including the coordination of quotes to Toyota 

in Australia between 2003 and 2008, in a case 
brought by the ACCC. Justice Besanko said 
the collusion included “the manipulation of 
prices and components of prices so as to avoid 
arousing suspicion”.

Even though Yazaki's unlawful conduct took 
place in Japan, the Court found Yazaki to be 
subject to Australian law on the basis that it 
was carrying on a business in Australia at the 
relevant times.

Yazaki was also ordered to pay 85% of 
the ACCC's costs of the Federal Court 
proceedings.

The ACCC's appeal will be heard on a date to 
be fixed by the Full Federal Court.
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AMAZON TO SELL CARS?
Internet giant Amazon could soon sell 

cars online in the UK after trialling the 
enterprise in Italy.

It is believed that selling cars online in the UK 
is the first step in Amazon's plan to move into 
the European automotive market.

The online seller of just about everything is 
said to be spending big dollars building a new 
arm for selling cars. According to German 
reports, the online unit will be based in 
Luxembourg but will begin operating in the 
UK first.

The company has already trialled a similar 
scheme in Italy, joining forces with Fiat 
Chrysler to sell the Fiat 500 and the Panda 
online. Customers could spec and order their 
car via Amazon and the car would then be 
delivered to a nearby Dealer. The program was 
extended in March this year and now includes 
finance deals.

Amazon recently recruited Christoph Moeller 
– a motor industry expert at consultancy 
Oliver Wyman – to spearhead the new 
project. According to German car magazine 
Automobilwoche, Moeller is now in charge of 
working with European carmakers.

Moeller told Automobilwoche, “At Amazon, 
I am overseeing the OEM business in the 
European market.”

Online retailing is only set to grow in the 
future, with brands like BMW having already 

launched online retailers where customers can 
order and finance cars in just minutes.

Amazon has yet to comment on its European 
plans. It remains unclear whether new or used 
cars will be sold through its website.

Australia seems a likely future target for 
Amazon. AADA would point out the 
importance of taxing such an operation so as 
not to provide them with an unfair advantage 
in offering lower prices.

The plan will require the cooperation of 
manufacturers and at times, Dealers. Non-car 
retailers have tried to crack the market before, 
notably Tesco in the UK, which once sold 
second-hand cars. However, the business was 
unsustainable as no-one was willing to supply 
them with cars to sell.

This move by Amazon is just the latest shift 
in the retail automotive industry model that 
Dealers will have to adjust to if they want to 
continue to thrive. We will watch with great 
interest how Amazon fares in the UK.

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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AUTONOMOUS CARS: 
HOW SAFE IS SAFE ENOUGH?
It is just a matter of time until most, if not 

all, of the traffic on our roads consists 
of driverless vehicles. The question is at 

what point will we consider autonomous 
technology safe enough to take the human 
out of the equation?

According to analysts, by 2030 up to 60 
percent of auto sales could be self-driving 
vehicles. Taking human error out of the 
picture will make for safer roads, but given 
we will be putting our lives in the hands of 
computers – and computers are vulnerable 
to their own sorts of crashes and to hackers – 
how safe is safe enough?

The short answer is that, for us to accept 
them, autonomous cars will have to be much 
safer than manually-driven vehicles. Human 
error, however, is responsible for 90 percent 
of road accidents. With 1,235 people dying on 
Australian roads in the year ending in April 
2017 (a rate of 5.1 people per 100,000), a 90 
percent reduction in fatal accidents would 
have saved more than 1,100 lives in the past 
year alone.

A 2015 study into the effectiveness of 
low-speed autonomous emergency braking 
(AEB) found the technology reduced real-
world rear-end crashes by 38 percent. The 
Australasian New Car Assessment Program 
(ANCAP) was so impressed that from next 
year it will refuse to grant new cars a five-star 

safety rating unless they have AEB. 

Meanwhile, the Australasian College of Road 
Safety has criticised the government, arguing 
that hundreds of millions of dollars need 
to be put into infrastructure and testing for 
autonomous vehicles.

The revolution is upon us.

Are humans safe drivers?

Short answer: no. Humans are responsible 
for 90 percent of traffic accidents. On top of 
that, the USA's AAA Foundation for Traffic 
Safety states that nearly 80 percent of drivers 
expressed significant anger, aggression or 
road rage behind the wheel at least once in 
the past year.

Alcohol-impaired fatalities made up 29 
percent of total vehicle traffic fatalities in 
2015, and of America's roughly 35,000 annual 
traffic fatalities, around 10 percent of them 
(3,477 lives in 2015) are caused by distracted 
driving.

Remove human error from driving and 
you save a significant number of lives plus 
countless more injuries and property damage.

How safe do the machines need to be?

Last year, a Tesla test driver was killed while 
cruising on a Florida divided highway in 
Autopilot mode. Contrary to expectation, 
however, the investigation into the crash 

cleared the technology of fault. 

The US National Highway Traffic Safety 
Administration (NHTSA) investigation 
reported that “a safety-related defect trend 
has not been identified at this time and 
further examination of this issue does not 
appear to be warranted”. 

The report also pointed out that “the 
data show that the Tesla vehicle’s crash 
rate dropped by almost 40 percent after 
Autosteer installation”. In other words, semi-
autonomous vehicles crash far less often than 
those driven by humans.

Regulators will have to come up with a 
definition of ‘safe’ – whether that means the 
machines must drive flawlessly or simply 
break fewer laws and get into fewer accidents 
than human drivers do. According to the 
RAND Corp think tank, a fleet of 100 cars 
would have to drive 275 million miles (440 
million kilometres) without failure to meet 
the safety standards of today’s vehicles in 
terms of deaths. At the time of the fatal May 
2016 crash, Tesla car owners had logged 130 
million miles (208 million kilometres) in 
Autopilot mode”.

There are, as well, different levels of 
automation, ranging from assisting drivers 
with braking, parking and lane-changing 
(level 1’), which we already have, to full 
autonomy (‘level 5’), which is years away.
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No single test can determine the safety of 
self-driving cars. The German government is 
leading the way by sponsoring research into 
the best way to ensure the safety of automated 
driving systems when confronted with the 
full range of traffic hazards.

Ninety-nine percent of US manufacturers 
have agreed to include AEB systems in all 
new cars by 2025, aiming to prevent 28,000 
crashes and 12,000 injuries. The AEB 
program only affects rear-end crashes, but it 
is just one of many semi-autonomous features 
currently in development, all of which 
promise to make our roads safer.

Training the machines

Tesla boss, Elon Musk, tweeted in January 
that he was pushing a software update 
featuring Shadow mode to all Teslas with 
HW2 Autopilot capabilities. The car’s AI 
would ‘shadow’ its human drivers and 
compare decisions that it (the AI) would 
make to the decisions made by the human 
driver. 

Hacks and crashes

Last year Chinese researchers remotely 
hacked into the Tesla Model S after 
discovering some ‘security vulnerabilities’. 
It was the first time anyone had remotely 
hacked into a Tesla, but almost certainly 
won't be the last. It is an issue we need to be 
concerned about.

Computer crashes will happen less often – so 
infrequently as to be statistically insignificant.

Convincing the public

Safety is defined and no matter the statistics, 
humans are naturally wary of leaving 
their fates in the hands of a machine. To 
overcome this skepticism, the application of 
autonomous vehicles must be transparent, 
according to Brian Lathrop, senior 
manager of the Electronics Research Lab at 
Volkswagen Group of America. 

That means letting people on the road know 
when a vehicle is in self-driving or driver-
assist mode. Autonomous vehicles will also 

have let those in the cockpit know what they 
plan to do and give the person in the driver’s 
seat a chance to regain control if necessary.

Human drivers sharing the road with various 
levels of autonomous vehicles will concern 
many. The technology will have to earn trust 
– like a teenager on P-plates.

But the numbers don't lie. More than a 
thousand Australian lives per year – and 
millions more worldwide – stand to be saved.

It is arguably only a matter of time before 
human drivers are banned from roads.

The Leader in Automotive Undercar Service Equipment

Stocks Automotive (Aust) P/L
National Hotline: 1300 267 444     www.stocksauto.com.au

Number 1 Brand for Automotive Manufacturers
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AUTONOMOUS VEHICLES: 
NOT IF BUT WHEN
It's no news to anyone that autonomous 

vehicles are coming, and in a big way. The 
more pertinent question is when – when 

will we reach the tipping point?

Driverless trucks are the future of the freight 
industry. Leading equipment manufacturers 
are investing heavily in the development of 
driverless features with estimates that, by 
2025, 8,000 driverless trucks will be sold 
globally. 

The ramifications of this innovation are 
enormous so Teletrac Navman commissioned 
ACA Research to assess intention to adopt 
within the Australian road freight transport 
industry.

Many transport operators recognise that 
autonomous trucks will support Australia’s 
growing freight task during the next decade, 
with 10 per cent saying it will have an 
important role and almost one-third more 
indicating it will play some part.

So when do transport operators expect 
to introduce autonomous vehicles into 
their fleets? One in 10 businesses expect 
autonomous trucks to be part of their fleets 
within the next decade. Another 18 percent 
expect to see driverless trucks in their fleet at 
some stage. Yet that leaves 72 percent with no 
interest in adopting the technology any time 
soon. 

The expected rate of adoption varies 
significantly by size of fleet. About one in five 
transport businesses operating 50 trucks or 
more expect to be early adopters of driverless 
trucks, compared with one in 25 operators 
with only one or two trucks. 

The larger transport operators, with fleets of 
25 trucks or more, only account for about two 
to three percent of road transport businesses. 
However, ACA Research estimates they 
account for about half of total trucks in the 
road freight transport industry. Accordingly, 
their intentions to use autonomous vehicles 

will have a significant impact on the market 
and on the tipping point for wider adoption 
of the technology.

Why driverless?

The perceived benefits of the technology 
fall into four main categories: reduced 
operational costs, increased productivity, 
safety improvements and a better experience 
for the customer.

A more in-depth examination of these 
benefits shows that the smaller fleets are 
more likely to see no competitive advantage, 
whereas the larger fleets expect to achieve 
significant gains around reduced operational 
costs, safety improvements and a greater level 
of productivity.

If these gains materialise it’s reasonable to 
expect that technology laggards will soon be 
at a significant disadvantage. This will create 
pressure for them to use autonomous vehicle 
technology within their fleets.
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AI BREAKTHROUGH FOR 
AUTONOMOUS CARS
A new Artificial Intelligence (AI) 

computing platform promises to 
be the breakthrough that will make 

autonomous vehicles affordable and practical 
without prohibitive infrastructure investment 
by governments.

American technology company, Nvidia, 
has developed an open AI car computing 
platform that enables automakers and their 
Tier 1 suppliers to accelerate production of 
automated and autonomous vehicles. Called 
Drive PX 2, it scales from a palm-sized, 
energy-efficient module for AutoCruise 
capabilities to a powerful AI super-computer 
capable of autonomous driving.

With a chip that processes 24 trillion bits per 
second, this unit is set to replace all computers 
on board current vehicles, at a fraction of 
the cost. Combined with laser-guided radar 
mapping, the platform allows vehicles to ‘see’ 
far more than any human driver can.

The new single-processor configuration of 
Drive PX 2 for AutoCruise functions – which 
include highway automated driving and HD 
mapping – consumes just 10 watts of power. 
Also, it enables vehicles to use deep neural 
networks to process data from multiple 
cameras and sensors.

Drive PX 2 can understand in real-time what's 
happening around the vehicle, precisely 
locate itself on an HD map and plan a safe 
path forward. It's the world's most advanced 
self-driving car platform – combining deep 
learning, sensor fusion and surround vision to 
change the driving experience.

The scalable architecture is available in a 
variety of configurations. These range from 
one passively cooled mobile processor 
operating at 10 watts, to a multi-chip 
configuration with two mobile processors 
and two discrete GPUs delivering 24 trillion 
deep learning operations per second. Multiple 
Drive PX 2 platforms can be used in parallel to 
enable fully autonomous driving.

With a unified architecture, deep neural 
networks can be trained on a system in the 
data centre and then deployed in the car.

Sensor Fusion

Drive PX 2 systems can fuse data from 
multiple cameras, as well as lidar, radar, and 
ultrasonic sensors. This allows algorithms 
to accurately understand the full 360-degree 
environment around the car to produce 
a robust representation, including static 
and dynamic objects. Use of Deep Neural 
Networks (DNN) for the detection and 
classification of objects dramatically increases 
the accuracy of the resulting fused sensor data.

Nvidia AI platforms are built around deep 
learning. With a unified architecture, deep 
neural networks can be trained on a system 
in the data centre and then deployed in the 
car. Nvidia DGX-1 can reduce neural network 
training in the data centre from months to just 
days. The resulting neural net model runs in 
real-time on Nvidia Drive PX 2.

Nvidia DriveWorks is a Software Development 
Kit (SDK) that contains reference applications, 
tools and library modules. It also includes a 
run-time pipeline framework that integrates 
every aspect of the driving pipeline, from 
detection to mapping and localisation to path 
planning to visualisation. 

Building partnerships

Nvidia’s partners in the car business include 
Mercedes, Audi, Bosch and Tesla, while Nvidia 
CEO, Jen-Hsun Huang, has announced that 
Toyota will use Nvidia’s Drive PX super-
computers for autonomous vehicles.

Those cars will debut in the market in the 
next few years, Mr Huang said. Nvidia made 
the announcement at its GPU Technology 
Conference in San Jose, California. Mr 
Huang is confident that everything from 
commercial airliners (Airbus is designing 
one) to delivery trucks will be automated with 
a variety of technologies, including full auto 
pilot, mapping to assist the driver in a co-pilot 
function, and something called guardian angel. 
With guardian angel, the car detects hazards 
around you and warns you of an emergency, 
like someone else running a red light as you 
are about to enter an intersection.

Xavier uses a custom ARM64 central 
processing unit and a 512 Core Volta graphics 
processing unit (GPU). The chip is designed 
to be programmable and low power, and it 
will be able to run the software for self-driving 
cars. Nvidia is open-sourcing the Xavier deep 
learning architecture software, beginning in 
September.
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CAN AIRBAG RECALL EVER BE COMPLETED?
The Takata airbag recall is a seemingly 

never-ending saga, affecting more 
than two million cars in Australia and 

around 100 million vehicles worldwide. 

With Takata filing for bankruptcy recently 
and millions still waiting for their airbags to be 
replaced, the matter may never be satisfactorily 
resolved.

The largest automotive recall in history has been 
going for more than two-and-a-half years, and 
it’s estimated at least 26 million airbags still need 
to be replaced and more recall notices continue 
to be issued.

The Japanese car parts manufacturer was fined 
$1 billion for hiding evidence that the inflators 
could possibly explode with excessive force. 
Along with the fines, three top executives were 
charged with fabricating test data. The falsified 
data masked the problem with the inflators. 

The airbags, which have a defective inflation 
device – meaning they are liable to shoot out 
metal fragments when the airbag deploys – have 
been implicated in 16 deaths across the globe as 
well as hundreds of injuries. 

A 21-year-old woman became the first Australian 
victim in April, when she was seriously injured 
after her defective airbag malfunctioned when it 
deployed in an accident in Darwin, projecting a 
fragment of metal into her head.

The recall includes airbags in cars made by 19 
different manufacturers between 2002 and 2015. 

Even before the company filed for bankruptcy, 
owners had learned that replacements would 
take some time – some have been told up to six 
months. Now they have the added concern of 
whether replacements will be available at all, and 
if they will be the ones stuck with the repair bill.

Michelle Krebs, an analyst with Autotrader.com, 
says the bankruptcy filing was not unexpected 
and that consumers shouldn’t worry.

“The bankruptcy of Takata should not affect 
consumers all that much,” she said.

That’s because the Chinese-owned Key Safety 
Systems of Michigan has purchased Takata’s 
assets.

“They intend to keep the Takata plants operating 
and retain employees because they’ve got to keep 
making airbags and replacement parts for the 
ones that were recalled,” Ms Krebs said.

But there are a limited number of replacement 
airbags available.

“Automakers have moved to other suppliers but 
there aren’t that many suppliers. They also only 
have only so much capacity to make replacement 
airbags and they’re making them for new cars 
too,” Ms Krebs said.

And as the recall of defective airbags expands the 
wait for replacements will expand too. Added to 
that is the demand it places on dealership service 
departments, often the ones asked to perform the 
replacement.

The good news for consumers and Dealers is 
that replacement of the defective airbag is free to 
consumers; the cost will be borne by automakers 
and/or Takata.

The worry is that the wait has been so long for 
some that they could forget about booking their 
car in for a replacement at all. 

And the problem for Dealers is it all lands on 
their doorstep. Please contact us if you have any 
questions or issues with this recall. We would also 
be interested in hearing any stories of note on the 
matter.
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US CAR SALES CONTINUE TO FALL
The US retail automotive industry has 

suffered a fourth consecutive monthly 
drop in sales. The six largest auto 

manufacturers missed analysts' estimates in 
April, with Ford Motor and Honda Motor 
reporting the sharpest declines.

Fiat Chrysler Automobiles NV's New York-
traded shares fell 5 percent in one day; Ford 
dropped 4 percent and General Motors shed 
3.2 percent of their value. Auto-supplier 
shares, including BorgWarner and Delphi 
Automotive, also fell, as did retailers such as 
AutoNation and CarMax.

The industry likely fell short of analysts' 
projected annualised pace of US auto sales, 
adjusted for seasonal trends, of about 17.1 
million, slower than 17.4 million a year earlier.

With credit becoming less readily available 
Dealers are oversupplied, raising the possibility 
of greater discounting and less production.

Lenders have made it more expensive for 
borrowers to get once-cheap credit to buy cars. 
Some people can't get financed while others 
consider it too expensive.

Mark LaNeve, Ford's Vice President of US 
marketing, sales and service, told reporters the 
US market is plateauing.

“I'm not discouraged by the number,” he said. 
“In this kind of industry there are going to be 
these kinds of months.”

Industry-wide deliveries dropped in each 
of the first three months of 2017 and were 
down 1.5 percent through March, according 
to researcher Autodata Corp. With the 

market continuing to fall, it appears the US 
auto market is headed for its first annual 
contraction since 2009, the year GM and 
Chrysler reorganised in bankruptcy court.

GM has scheduled about 13 weeks of 
downtime at North American plants during 
the third quarter, chief financial officer 
Chuck Stevens told analysts. While the bulk 
of the idled production is related to retooling 
factories to make new or redesigned sport 
utility vehicles and pickups, the auto maker is 
also trimming output of the Corvette sports 
car at its plant in Kentucky.

Sales are declining even as auto makers 
have ratcheted-up discounts. Spending on 
incentives for the month through April 16 
reached a record of US$3,499, according to 
JD Power.
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TESLA OVERTAKES FORD AND GM
For the first time ever, Tesla has overtaken Ford 
and General Motors in terms of market value. 

That makes Elon Musk's electric-vehicle 
producer the auto manufacturer with the biggest 
market capitalisation in the United States.

The company, however, is not yet profitable, 
unlike Ford and GM which both enjoy strong 
profits and healthy balance sheets. That doesn't 
seem to matter to investors, with Wall Street 
far more excited by Tesla's future than that of 
traditional car makers.  

Tesla, with its the potential for dramatic growth 
turning investors' heads from the established 
leaders, overtook the two giants in April. Its share 
price soared 35 percent in a month, putting the 
company's value over US$50 billion.

Experts attribute the growth to the belief that 
Tesla is best placed to benefit from the coming 
shift to electric and automated vehicles.

Tesla said its first-quarter sales in the US were 
up 69 percent from the same period a year ago. 
Meanwhile, conventional automakers struggled 
to meet last year's performance.

Nonetheless, GM and Ford are as financially 
healthy as they've ever been, which places them 
in a very good position for the future.

Both companies have rebounded steadily since 
the 2008 financial crisis, even though GM filed 
for bankruptcy and needed a US$49 billion 
government bailout to recover. 

However, it appears that Walls Street doubts 
either manufacturer has yet buttressed itself from 
larger economic cycles or is at the cutting edge of 
self-driving and electric car technology.

Giants take action

GM recently decided to sell its money-losing 
European division, while Ford is attempting to 
accelerate its move to electric and autonomous 

vehicles. Both automakers have bought 
technology companies to bolster their in-house 
engineering expertise, and their executives have 
embraced the chance to work with the Trump 
administration on scaling back government 
regulations.

Both companies are ranked near the bottom 
in price-to-earnings ratios for the companies 
that make up the Standard & Poor's 500 index. 
However, based on production, they are in a 
different league from Tesla. Both sell more than 
200,000 vehicles a month in the US, while Tesla's 
monthly figures are around 4,000.

Once Tesla begins producing the Model 3 this 
year, Mr Musk expects production to ramp up 
quickly, with a goal of making 500,000 cars a 
year by next year. However, achieving that target 
would require volume growth of 500 percent, 
something no car company has ever done in such 
a short timeframe.

Investors will watch with interest.
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WHAT IS THE AUSTRALIAN GT CHAMPIONSHIP?

In early February this year, Holden’s 
longstanding Motor Sport Chief, Simon 
McNamara, announced he was departing 

Holden after a 24-year career at the 
Fishermen’s Bend Head Office.  

Rumours had been swelling for two months 
prior that Simon was intending to move, as those 
close to him had sensed new marketing styles in 
Holden were not in accord with his vision.  

Simon held several roles in the Sales and 
Marketing function but in the last 10 years he 
headed up Holden’s Motorsport function, a role 
which in recent times was expanded to embrace 
all sponsorships, incentive programs and national 
Dealer meetings.

Simon departed having achieved an outstanding 
level of success for the Holden brand in 
Motorsport and in terms of the OEMS associated 
in the sport he was a 'kingmaker' in pit lane. His 
decision to fire the Walkinshaw family last year 
after nearly 30 years of holding the factory team 
label in favour of Triple 8 was as bold as it was 
appropriate given HRT’s long championship 
drought.

There were as many rumours as to where 
Simon was headed after his Holden tenure. The 
announcement recently came that he would be 
taking up the position of Commercial Manager 
of Australian GT Championship Series.

I recently met with Simon to discover what this 
series was all about as my 'uneducated' view was 
it was a sport for 'fat cats' who had their net worth 
and age confused with their driving capability 
and race craft.

John Crennan
Motorsport Contributor

Here's how our Q and A went:

Q: Give me a snapshot overview of what the 
Series is about.

A: It is a global platform based on production 
road cars of mass production. All cars 
are homologated to compete in each 
market. Race-specific advancements, e.g. 
aerodynamic aids, engine modification, safety 
cells, etc.

Performance is controlled by a Balance of 
Performance program – each car has different 
power outputs and weight, so all data input, 
including track layout, etc. to supply a BOP 
for each car, effectively levelling the field.

Auto brands include Ferrari, Lamborghini, 
Bentley, Mercedes Benz AMG, BMW 
Msport, Audi Sport, McLaren, Porsche, Aston 
Martin, Acura (Honda), Lexus, etc.

Two Championships in Australia – Australian 
GT and Australian GT Endurance. There is 
the trophy series, which allows older model 
cars to compete, and more State level racing 
(stepping stone).

Q: Explain how the Series ownership and 
management structure works.

A: Australian GT is solely owned by Tony 
Quinn (very successful businessman, 
entrepreneur, motorsport enthusiast and 
outstanding presenter). Quinn Foods' 
office is in Queensland at the all new Game 
Over Entertainment Centre (state of the art 
family activity centre). The AGT Series has 
a Category Manager (Ken Collier) and staff 
brought in for race meetings, along with 
myself, the Commercial Director.

Q: How many Teams are there and do they 
operate like Supercars with a Teams 
Franchise Agreement? How many events 
in the calendar and are there any Factory 
teams in the series?

A: Teams: AGT has several teams with anything 
up to 25 cars competing at any event. We 
don’t have a franchise system yet; teams enter 
races once AGT publishes the calendar for the 
upcoming season.

Events/Championship: Two Championships 
in the AGT series – GT Championship (five 

rounds) and GT Endurance Championship 
(four rounds).

Factory Teams: No official Factory Teams in 
the AGT series.

Q: Who are the Series' key business partners/
sponsors?

A: AGT, and major partners are Pirelli, AHG 
Group, Darrell Lea, FreeM, ELF and Mentum 
Design.

Q: What is the TV package?

A: AGT has a Foxsports package when we 
compete at Supercar events and we also 
have live streaming for the Endurance 
Championship (visible from the 
australiangt.com.au website).

Q: Who do the series rate as their major 
competitors?

A: Any motorsport category really but, more 
specifically, Porsche Carrera Cup, given the 
brand’s strength and aspiration for gentlemen 
drivers.

Q: How would you describe the existing fan/
supporter base?

A: The AGT fan base is a mix of traditional 
Motorsport followers (who’ll watch 
Supercars, F1, Indycar, Moto GP etc.) and 
the performance customer of brands such as 
AMG, BMW Msport and Audi Sport.

Q: I'm sure you haven't been hired to settle for 
status quo. How will you go about growing 
the business?

A: The highly aspirational marques involved in 
the category lend for engagement with their 
performance customers and partners. There 
are significant commercial opportunities 
given the asset base of AGT and the Quinn 
Group. We plan to leverage these assets and 
create experiences, unique online content and 
ultimately business growth for our partners. 
We have access to some amazing privately-
owned facilities with the benchmark being 
Highlands Motorsport Park in New Zealand 
(about 50 mins outside Queenstown – state of 
the art race circuit).

GT4 is on the horizon and we’re working on 
a plan for implementation of that platform. 
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GT4 is the next generation GT product and is 
being produced by almost all manufacturers. 
The excitement surrounding products like 
GM Camaro, Ford Mustang, Audi R8, 
McLaren 570S and the Porsche Caymen 
should prick the ears of many a racer.

Q:  Moving now to yourself, can you enlighten 
the readers as to why you left Holden, as 
your role seemed a great job to many in the 
industry.

A: I felt the time was right. We had achieved 
some significant gains in my department 
and it was time for a change. I saw it as my 
Seinfeld moment – leave at the top. We’d 
achieved seven Supercar Manufacturer Titles 
in a row, won several Bathurst 1000s, Drivers 
Championships, Teams Championships 
and assisted the careers of several drivers in 
Motorsport. 

We’d also engaged one of the best and 
most professional sporting organisations 
around: the Collingwood Football Club. 
Commercially a benchmark and proved 
to be a success for the Holden brand. The 
partnership engaged Holden staff, the Dealer 
Network and fans to deliver sales, ultimate 
experiences and new audience content.

Along with Collingwood FC, there was the 
Holden State of Origin (the biggest NRL 
product around), Holden Scramble Golf, 
Holden Women’s Cycling Team, Perth 
Wildcats and some community programs.

The Dealer side of the business was always 
fun and I do miss that. We delivered some 
exciting Dealer Incentive programs and I 
always tried to improve our National Dealer 
Conferences year on year.

Q: It would seem to me that going from a role 
where you controlled a significant budget 

and had many people knocking on your 
door for funding to you now having to 
knock on doors to create a budget, this 
would be a big adjustment.

A: Some might see it as distributing a budget 
allocated, but it wasn’t quite that simple. There 
was always a business case for each spend and 
I can assure you a significant sales process 
through many channels to get each program 
over the line. Especially in the later years, as 
the company changed and fewer automotive-
orientated people entered the business. 

Creating a budget is always a challenge and 
given the state of the market, sometimes 
harder than others. AGT does have some 
significant assets and engagement of 
aspirational marques, so there are strong 
commercial opportunities.

Q: During your time at Holden and with your 
great successes on the track, who would 
you nominate as the three most impressive 
Holden people you worked with?

A: Mark Reuss – was Holden MD during a 
very difficult economic time. Very product-
orientated and passionate person, great leader 
and one I’d follow into the trenches any time.

John Stevenson – Motorsport Manager for 
many years, and I worked closely with him. 
A very intelligent man and one from whom 
I learned a great deal. I called it the Stevo 
University.

The last is a tie between John Elsworth and 
Ross McKenzie – both extremely intelligent 
and passionate car people. I learnt a great deal 
from both and thank Ross in particular for 
his support in getting me into Holden.

Some notable mentions who should be on 
the list are Mike Simcoe, Peter Hughes, Alan 
Batey and Jim Campbell.

Q: What is the best decision you ever made in 
the job?

A: Negotiating with Roland Dane to convince 
him Triple Eight Race Engineering should 
become a Holden Team (from Ford).

Q: What was your worst decision? (I am 
automatically eliminating your Holden 
sponsorship of the Magpies.)

A: Some might argue my best decision was 
also the worst, as it caused a domination for 
the T8 team over the next years and made 
Supercars a little one-dimensional – but 
my priority was for the Holden brand and 
winning races.

Q: If Fred Schepisi were to make a movie of 
your Holden career, who would you like to 
portray Simon McNamara?

A: Easy – Ryan Reynolds. He’s a rather funny 
chap and I’m a fan of his delivery style. I’d 
like to think we had some fun along the 
journey. Might take him a few hours in the 
makeup chair to drag him back to my level of 
appearance.

J B C
CONSULTANCY

DEALER OPERATIONS  
PROCEDURES MANAGEMENT
DEALER STANDARDS & ASSISTANCE
BUSINESS PLANNING & AUDIT SERVICES

0421 053 744  |  JOHN@JBCCONSULTANCY.COM
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Australia’s new motor vehicle sales 
achieved a best-ever monthly result 
in June, according to the motor 

industry’s statistical service VFACTS.

June sales hit a new monthly record high 
of 134,171, an increase of 4.4 percent to 
surpass the previous best result of 128,569 
recorded in the same month last year.

Sales of Sports Utility Vehicles (SUVs) and 
light commercials provided the impetus 
for the strong June outcome. SUV sales 
were up by 11.7 percent over June 2016, 
and light commercials by 12.2 percent. 
Passenger vehicle sales were down by 5.9 
percent compared with the same month 
last year.

The Federal Chamber of Automotive 
Industries noted that demand was mainly 
driven by the business sector, with sales to 
businesses for passenger cars increasing by 
5.7 percent; demand for SUVs up by 16.6 
percent and light commercials by the same 
(16.6 percent).

The FCAI also noted that a highly 
competitive market, low interest rates and 
the Government’s instant asset write-off 
provisions were likely contributors to the 
June 2017 record result. The June sales 
spike now has 2017 year-to-date results 
tracking slightly above (+0.2 percent) the 
2016 YTD result.

The most significant June volume growth 
was in medium SUV segment (5,402 sales, 
up by 32.6 percent), upper large SUV 
(+20.8 percent), and pick-up/cab-chassis 
4X4 light commercials (+16.7 percent). 
The two passenger vehicle segments 
that lifted during June were sports cars 
(+38.2 percent) and people movers (+15.4 
percent).

All the states and territories except 
Western Australia produced sales 
increases, with Victoria leading the way 
with an 8.7 percent sales growth over June 
2016. The South Australian market grew 
7.9 percent, Northern Territory by 7.5 
percent, followed by Queensland (+5.5 
percent), Tasmania (+5.4 percent), New 
South Wales (+2.1 percent) and the ACT 
(+0.7 percent). WA sales declined by 5.5 
percent.

The SUV market growth reflected 
demand across all buyer types with sales 
to business up by 16.6 percent, sales to 
government up 8.4 percent and private 
sales up by 5.4 percent compared with the 
same month last year. Light commercials 
showed a similar pattern across all the 
buyer groups, with business purchases up 
by 16.6 percent, sales to government up by 
12.5 percent and private by 2.6 percent.

Toyota remained the industry leader in 
June with a market share of 18.3 percent, 
followed by Mazda with a 9.3 percent 

share and Hyundai on 9.1 percent. Holden 
(9,273 sales) and Mitsubishi (9,266 sales) 
both had 6.9 percent of the market.

The Toyota Hilux remained the country’s 
top-selling vehicle with 5,461 sales, 
followed by the Ford Ranger with 5,051, 
the Toyota Corolla third with 3,830, the 
Hyundai Tucson fourth with 3,741 sales, 
and Mazda3 fifth with 3,490.

Key Points

The June 2017 market of 134,171 new 
vehicle sales is an increase of 5,602 
vehicle sales or 4.4 percent on June 2016 
(128,569) vehicle sales. June 2017 (25.0) 
had the same number of selling days as 
June 2016, which resulted in an increase of 
224.1 vehicle sales per day.

The Passenger Vehicle Market is down by 
3,186 vehicle sales (-5.9 percent) over the 
same month last year; the Sports Utility 
Market is up by 5,382 vehicle sales (11.7 
percent); the Light Commercial Market is 
up by 3,079 vehicle sales (12.2 percent), 
and the Heavy Commercial Vehicle 
Market is up by 327 vehicle sales (92 
percent) versus June 2016.

Toyota was market leader in June, 
followed by Mazda and Hyundai. Toyota 
led Mazda with a margin of 12,045 vehicle 
sales and 9.0 market share points.

ALL-TIME SALES RECORD IN JUNE

Tesla is recalling 53,000 Model S and 
Model X cars to fix a parking brake 
issue.

The electric car company's largest ever 
global recall affects vehicles built between 
February and October 2016.

“The electric parking brakes installed 
on Model S and Model X vehicles built 

between February and October 2016 may 
contain a small gear that could have been 
manufactured improperly by our third-
party supplier,” Tesla said in a statement on 
its website.

The car maker said there had been no 
accidents or injuries due to the issue. The 
company said it expected that less than 5 
percent of the vehicles being recalled would 

be affected. Replacing the brakes would 
take less than 45 minutes.

Tesla last year recalled 2,700 Model X sport 
utility vehicles in the United States due to a 
faulty locking hinge in third-row seats.

TESLA'S PARKING BRAKE RECALL

FEATURES       Australian Automotive Dealer Association 



Trophy guidelines
Images of the 4X4 Australia of the Year trophy can be supplied upon 
request. Keep the trophy clear of other objects and on plain backgrounds. 
Please do not alter the image in any way. Ensure that the 4X4 Australia 
logo is visible when running at a small scale. When the 4X4 Australia of 
the Year is announced, images of the trophy with the finalists and winner 
will be available.

Logo guidelines
The following specifications must be adhered to when publishing the 
4X4 Australia of the Year logos. Two different colour options (above) 
are included, to best suit your collateral. When placing the logo, please 
ensure it is on a clear/uncluttered background to ensure legibility. Do not 
use drop shadows or any effects of any kind. Please adhere to the colours, 
clear-space area and minimum size specifications illustrated below.

 

 

YELLOW

COLOURS

BLACK
CMYK 0-O-100-0
RGB 255-255-0

CMYK 50-40-30-100
RGB 5-24-33

Note: All files supplied incorporate safe area at 100% scale

The logo clear space is the height 
of the ‘E’ in the word ‘THE’

The minimum logo size is
14mm and NO smaller

14mm

Additional logo lock-ups will be considered 
and can be supplied on a case-by-case basis.

WARRANTY

ROADSIDE

ASSIST

SERVICE PRICE 

MENU

100,000KM



The right traffic  
to get your  
cars moving.
When it comes to driving loads of quality leads, 
look no further than Gumtree Cars. With so many 
great benefits, it’s easy to get started:

Simple and Affordable

No cost per lead, sign-up or annual fees.  
Your monthly subscription prices are simply  
based on the number of listings.

Branding Opportunities

With your address, phone number, email and 
website details, buyers have even more ways  
to connect with you.

Join Gumtree Cars today  
gumtreeforbusiness.com.au
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