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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

It is interesting how things change and often, after 
much debate, we just move on.

Our members are resilient and resourceful, and 
generally adapt quickly to these changes.

So it is with the end of manufacturing in Australia. 
As Dealers, we all got plenty of notice of these 
events and we made appropriate adjustments. 
However, the media would have one believe this 
was all a very current decision.

With the demise of local automotive assembly 
the question arises: “Who is the motor industry?” 
Again, some media and politicians would have us 
believe there no longer is an industry.

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

Well, they are wrong. The industry is alive and 
well. Indeed it is us, as new car Dealers, who 
are now the motor industry. Our investment in 
facilities and inventory; our employment and 
training of staff; and our economic impact on 
our local markets right across Australia mean we 
represent more than two per cent of national GDP.

This transformation has not escaped the attention 
of our regulators and legislators. Much of the 
‘education’ of these groups has come via our 
secretariat.

Hence, the people who represent us every day on 
matters with these bodies have become 
well-respected by these regulators and legislators. 
In fact, we are often invited to closed sessions 
to help them better understand not only our 
industry but also the role we play as businesses 
and sometimes the problems we face. Often these 
problems emanate from ill-considered policy 
proposals or simple misconceptions. 

We have invested heavily in our secretariat to make 
them as effective as they can be. The dividends of 

these investments are flowing and represent great 
protection for our business model.

As you all know, common sense prevailed on 
the direct import licence for new cars. Many 
unforeseen risks for consumers have been averted. 
A couple of years ago we achieved a similar result 
with potential used car imports.

Those with a vested interest in bringing in these 
vehicles are now claiming trade opportunities 
with Japan have been lost. What a joke. Using this 
country as a dumping ground for used cars no 
longer fit for purpose in their own country is an 
opportunity we can do without. Your Association 
will act in the best interests of its members with 
one very significant caveat. Consumer harm is not 
on our agenda. Let’s hear the proponents of selling 
vehicles with no provable history make that claim.  

As this may be our last edition for 2017, I take the 
opportunity on behalf of our board to wish you 
all the best for year end. And what a year it has 
been. We live in hope that 2018 will see a lot less 
disruption. But that may be a little naïve.

FROM THE AADA CEO

David Blackhall
AADA CEO

What a fabulous AADA Convention 
we enjoyed in September at the 
International Convention Centre Sydney 

at Darling Harbour! 

I know that many of you were there in person, 
but equally – and as is often the case – I know that 
business pressures kept many of you hard at work 
at the dealerships.

The Convention generated massive amounts 
of highly relevant material on topics of vital 
interest to Dealers across the entire gamut of our 
regulatory and advocacy agenda. So if you were 
unable to make it to Sydney – and even if you 
did – this edition of Automotive Dealer provides 
an unparalleled opportunity to catch up on all the 
latest developments that are likely to impact your 
business in the next year or two. 

As mentioned in the latest CEO's Newsletter, we 
should not allow the final closure of Holden's 
Elizabeth Plant to pass without making a brief 
comment. 

While the demise of local assembly has been 
widely written about in the media and while 
it undoubtedly has had negative impacts on 
manufacturing employment, it's not all bad news. 
Collectively we directly employ around 60,000 
Australians at the retail level and close to 200,000 
in the value chain. Franchised new car Dealers 
contribute over $12 billion to Australia's GDP 
annually. 

A year ago almost no-one among the important 
decision-makers in Parliament knew much about 
the Australian Automotive Dealer Association. In 
an article in this magazine entitled “Making Our 
Presence Felt” we spell out just what a significant 
challenge that lack of recognition presented – and 
the effort required to get us to where we are today. 

To many influential MPs, we were just part of the 
‘automotive alphabet soup’ that confronted the law 
makers and regulators. 

Now we ARE the go-to organisation, well-
recognised in Canberra as the face of the new car 
business in Australia.

To keep that important momentum building, we 
have a full agenda of meetings and contacts with 
senior political leaders, regulators and bureaucrats 
between now and the end of the year. Your voice is 
being heard – and increasingly so.

We are also making important progress on 
the longstanding issue of creating a specific 
Automotive Industry Code that will set standards 
for franchise agreements in Australia. This is 
probably the single most important task before us 
as we set out our agenda for next year.

Please enjoy this, the final hard-copy version of 
our magazine.

The next version you receive will be clearly 
stamped "NOW PRODUCED IN 21st 
CENTURY MODE!"

Good luck and good selling!
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The ACCC can significantly improve 
consumers’ new car retail experiences 
in Australia by recommending the 

adoption of an Automotive Industry Code 
when it publishes its findings from the New 
Car Retail Industry Market Study, expected 
before year end.

In a supplementary 
submission to the ACCC 
in October, AADA 
proposed an Automotive 
Industry Code. 

The AADA’s submission 
drew attention to the 
structural imbalance 
between new motor 
vehicle franchise 

Dealers and manufacturers. This currently 
disadvantages Dealers and leaves consumers 
vulnerable.

The submission stated that for some brands 
the imbalance is caused by one-sided 
Dealer agreements and related policies and 
procedures, including restricting what Dealers 
are allowed to say to consumers.

AADA CEO, David Blackhall, commented, 
“Dealers are required to adhere strictly to 
manufacturers’ policies regarding warranties 
and potential product defect claims. There 

is not a lot of discretion in some franchise 
agreements,” he said.

“In certain instances, some manufacturers can 
assume direct control of consumer complaints 
and dictate Dealer responses in quite specific 
detail.” 

Mr Blackhall said the imbalance in 
the relationship between Dealers and 
manufacturers was highlighted at the AADA 
National Convention when ACCC Chairman, 
Rod Sims, said “manufacturers need to 
step up to meet their consumer guarantee 
obligations under the Australian Consumer 
Law and stop putting the squeeze on Dealers 
through dealer agreements, policies and 
procedures”.

Mr Blackhall said this clear signal from the 
ACCC Chair, when taken in combination with 

the consistent feedback from the Australian 
Motor Dealer Council, could not be ignored 
and encouraged the AADA to lodge the 
supplementary submission.

The Australian Motor Dealer Council consists 
of the Chairs of leading dealer councils for all 
the significant brands in Australia. The AMDC 
has been advocating strongly for an Industry 
Code for the last several years. 

Dealer franchise agreements are currently 
covered under the broad Franchising Code 
that covers everything from fast food chains to 
Jim’s Mowing franchises. 

“What we have is a bit of an issue with scale. 
The average new car Dealer is investing tens of 
millions of dollars in very specific, purpose-
built facilities,” Mr Blackhall said.

NEW CAR DEALERS MUST HAVE AN 
AUTOMOTIVE INDUSTRY CODE

DMS

Rod Sims, 
Chairman, ACCC

http://bit.ly/CRMConnect
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“You can’t take a BMW showroom and turn it 
into a McDonald’s franchise all that easily.”

Mr Blackhall said that, in the worst examples 
of the existing system, some Dealers have low 
or no security of tenure; some can be served 
with non-renewal notices on commercially 
unacceptable short terms or without reasons 
being given, and some agreements are 
completely silent on significant business 
considerations such as, for example, future 
capital expenditure requirements. 

These types of arrangements provide 
manufacturers with significant commercial 
leverage compared with the average Dealer.

“We’ve been hearing about these types of issues 
with the Original Equipment Manufacturers’ 
franchise agreements for a very long time. 
Aside from the negative business impacts, the 
risk to consumers is there. That’s why we’re 
asking the ACCC to take a look at framing up 
some of these issues in a proposed separate 

code that would govern just retail automotive 
new cars,” Mr Blackhall said.

“As a Dealer you are asked to make a series 
of significant investments in a specific set of 
assets, but the franchising arrangement – the 
agreement that governs your tenure as a 
Dealer – might be as short as 12 months. One 
highly promoted brand consistently adopted 
that approach in recent years. No surprise to us 
when the same brand also suffered high levels 
of consumer dissatisfaction.

“One of the challenges for the car 
manufacturers as a group is that there’s a range 
of behaviours here. You’ve got companies 
– large, well-known, strong global brands 
– that are very good citizens. They behave 
in commercially reasonable ways and their 
franchise arrangements are, to a large extent, 
exemplary. You’ve got others  – maybe newer 
arrivals that we might call ‘challenger brands’ 
– that maybe don’t get it so much that this 
business is a marathon, not a 100-metre sprint. 

They can, therefore, place Dealers in positions 
where the recoupment of the investment 
over the period of the term of the agreement 
is almost impossible, no matter how good a 
Dealer you are.” 

The AADA submission called for a minimum 
tenure of five years and one renewal period of 
five years, with any right of renewal exercisable 
by a Dealer, so long as the Dealer is not in 
breach of the Dealer agreement.

“Our submission specifically requested 
prohibiting manufacturers from issuing non-
renewal notices to Dealers without first issuing 
reasons why in writing, setting out the steps 
the Dealer could take to address those reasons 
and detailing the rights the Dealer has to 
challenge those reasons.” Mr Blackhall said.

“We’re also concerned about some of the 
behaviours internally for some of these 
companies – and, again, this is quite specific, 
so generalisations aren’t that helpful. But, to 

POLICY       Australian Automotive Dealer Association 
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us and the Clean Energy Finance Corporation.
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give an example, the margins on new cars 
have, over the last 20 or 30 years, shrunk to the 
point where I can confidently say if you were 
going to buy a new car today from one of the 
mainstream franchises – or even the luxury 
franchises – you’d stand a very good chance of 
driving that car off the showroom floor with 
zero margin in it for the Dealer, zero profit 
on the actual cost of the car. Many cars are 
delivered on a negative cash-to-cash basis.

“That is because the mechanisms inside the 
industry now have shifted to what I’ll call a 
back-end reward system. So yes, you sell the 
car, there’s no money in the car, but if you 
achieve certain objectives and targets at the 
back of the business you may be rewarded 
with a bonus at the end of the month or the 
end of the quarter. That is a very problematic 
business model for somebody to be putting 
millions of dollars on the line.”

 “We’re not interested in going to war with the 
people who make the cars – we’re in business 
with them. But we’re interested in redressing 

the power balance in the relationship between 
them and the Dealers who actually put their 
money on the line and sell the cars for a living,” 
he said.

“At the end of the day, this is about two key 
principles: First, not allowing Australian 
business owners and entrepreneurs to be 
treated shabbily by offshore multi-nationals 
with low investment and employment levels 
locally – you know, the old Aussie ‘fair go’ 
principle. 

“But secondly, and certainly more importantly 
for the regulators, consumers have to be 
able to be protected in the manner that the 
government has enshrined in the black-letter 
law of the ACL. Any importer who thinks that 
they can write an agreement that prevents, 
impedes or slows down their Dealers from 
delivering on the ACL guarantees is living in 
the past.

“I would have thought the best response to our 
initiative from thinking importers would be – 

well, perhaps the time has come to support a 
clear, practical and fair Industry Code. It is the 
21st century after all…”

“In this regard, the AADA aim is to work with 
the Chief Executive of the FCAI, Tony Weber, 
expressing our concerns and seeking a meeting 
to work through how a sensible collaborative 
approach can develop a specific automotive 
industry code that will offer better protection 
for Dealers and consumers alike.

“We’re optimistic that we’ll get some traction 
on this. We’re not going to kid ourselves that 
we’ll get a wish list of everything we’d like, 
but if we can get some dialogue and get some 
discussion around some of the more obvious 
areas of concern for our members, we’d 
consider that to be progress.”

Once the ACCC releases its findings in 
December, the matter will go before the 
Minister for Small Business, Michael 
McCormack, whose department will produce 
a series of recommendations.

LUBRICANTS.
TECHNOLOGY.

PEOPLE.

PH 1800 1800 13      

fuchs.com.au
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AADA DELIVERS INPUT INTO REFORMS TO 
SALE OF ADD-ON INSURANCE

A response to ASIC in October by 
the Australian Automotive Dealer 
Association on the sale of add-

on insurance and warranties made it 
clear it would support reform proposals 
that lead to better consumer outcomes, 
informed decision making, improved 
sales processes, greater transparency 
and more competition.

The AADA submission states that to 
reduce market distortions ASIC should 
look beyond the dealership channel 
and implement proposals across all 

distribution channels that include 
novated leasing companies, banks and 
credit unions.

ASIC has proposed a deferred sales 
model for the sale of add-on insurance. 
In particular it has sought feedback on 
the commencement and duration of the 
deferral period. 

The AADA submission recommends 
a deferral period should commence as 
soon as the consumer communication is 
received, be as short as possible and give 

the consumer the opportunity to opt-out.

The submission stated the process 
should not distinguish between a new 
or used car and the model should apply 
uniformly to all add-on products.

The AADA submission addressed 26 
detailed questions put by ASIC covering 
every aspect of add-on insurance. 
ASIC has been seeking feedback by 
stakeholders on the proposed direction.

Solid service that delivers.
At Carways, we stand behind our 
dedication to delivering the best 
car transport solution in Australia. 
We’ve got a team of experienced 
professionals that tailor a solution 
that meets your needs. 

Here’s how we deliver for you:
• Over 45 years experience in the industry.

• Modern fleet operated by experienced drivers.

•  We are reliable, efficient and committed to safely 
transporting motor vehicles.

•   Conveniently located depots in New South Wales, 
Victoria, ACT, Queensland and South Australia.

Contact us on 1300 227 929 or visit carways.com.au

http://www.carways.com.au/
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The Australian Automotive Dealer 
Association (AADA) has welcomed 
the decision by the Turnbull 

Government to legislate mandatory 
comprehensive credit reporting (CCR) 
from 1 July 2018.

Federal Treasurer, Scott Morrison, said the 
Government had made it clear in the Budget 
that CCR would become mandatory if credit 
providers did not meet a threshold of 40 per 
cent of data reporting by the end of this year.

He said less than one per cent of credit 
providers have met the threshold and it was 
obvious the target would not be met.

The Treasurer said the four major banks would 
be the first to face mandated reporting, given 
that they account for approximately 80 per 
cent of the volume of lending to households.

The banks will be required to have 50 per cent 
of their credit data ready for reporting by 1 July 
next year, increasing to 100 per cent in 2019.

AADA CEO, David Blackhall, said CCR will 
give lenders access to stronger data that will 
encourage competition for small businesses 
and retail customers with positive credit 
histories. 

He said CCR will increase the level of 

information in credit files to allow competitors 
to the big banks to better assess risk and price 
products and to broaden assess to finance.

This includes identifying credit limits and loan 
repayment history to enable lenders to have 
a better view of customer risk profiles and 
potentially offer risk-based pricing that could 
be cheaper for consumers with good credit 
histories.

Mr Blackhall also urged the Government to 
work towards the creation of a national credit 
scoring system available to all license holders, 
similar to the model currently used in the US. 

AADA WELCOMES MANDATED 
COMPREHENSIVE CREDIT REPORTING

http://carzapp.com.au


10  | DECEMBER 2017  |  automotivedealer.com.au

AADA Chief Executive Officer, David 
Blackhall, and Executive Director 
Operations, Brian Savage, were 

among guests at the Australian British 
Chamber of Commerce breakfast on 3 
November to hear Federal Treasurer, Scott 
Morrison, deliver an address on Australia’s 
ongoing economic performance.

The Treasurer was bullish in his remarks, 
stating how in January this year he forecast a 
real GDP growth of 2 per cent in 2016-17 that 
turned out to be right and further predicted 
a 2.75 per cent growth for 2017-18 due to the 
economic pick-up.

Mr Morrison said the Government was 
focused on jobs growth and pointed out 
Australia had just experienced the strongest 
full-time jobs growth on record, with nearly 
20,000 jobs created in September. This was the 
twelfth consecutive month of jobs growth and 
the longest run in over 23 years.

Mr Morrison reminded the audience the 
Turnbull Government had already legislated 
progressive tax cuts for businesses with a 
turnover less than $50 million, taking their 
tax rates down from 30 per cent to 25 per cent 
over a 10-year period.

“Now we need that extended to all businesses 
by freeing them from the shackles of high tax 
and allow them to grow their businesses and 
deliver more better-paid jobs to Australians,” 
he said.

“This would generate a sustained lift in GDP of 
just over one per cent,” he added.

“The UK has dropped its tax rate from 30 per 

cent to its current rate of 19 per cent in 10 
years and it still has a few more per cent to go.

“In resource-rich Canada, the corporate rate 
has plummeted from over 40 per cent in the 
early 2000s to 26.7 per cent,” he said.

Mr Morrison said that France and China also 
believe in lowering taxation and President 
Trump has declared a target of 20 per cent.

He said the growing gap between our 
corporate tax rate and those of some of our 
trading partners is an obvious barrier for 
new investment which is steadily leaving our 
businesses uncompetitive.

The Treasurer’s commitment to extending 
corporate tax cuts would have been welcome 
news to automotive dealers, many of which 
have a turnover exceeding $50 million, but 
operate on relatively low profit margins.  

Investment capital not flowing sufficiently to 
drive economic activity has had a numbing 
effect on jobs, wage growth, inflation and non-
mining profits.

He said, however, the final budget outcome 
for 2016-17 was $4 billion smaller than 
forecast and that real growth in government 
expenditure was running under 2 per cent – 
the lowest of any government for 50 years.

His comprehensive speech only allowed time 
for two questions from the packed audience, 
one of which came from Mr Blackhall.

Mr Blackhall asked the Treasurer about the 
likelihood of the abolition of the 5 per cent 
import duty and the dropping of the LCT as 
part of as post-Brexit Free Trade Agreement 
negotiation.

Obviously not wanting to make any firm 
promises, the Treasurer said his priority was 
to continue to build towards a budget surplus 
and that when that is achieved the LNP 
Government will be keen to reduce as many 
taxes as possible.

Mr Morrison said Australia has one of the 
highest corporate tax revenue as a percentage 
of GDP in the world at 4.4 per cent due to its 
resource bias, compared to the vast majority 
of Europe and the US, which are under 3 per 
cent.

In summary, the Treasurer said that 
opportunities abound as the shackles of 
uncompetitive tax rates are being released.

There is evidence of more jobs, investment and 
more exports, from the economic data we have 
seen in recent months, he said.

TREASURER MORRISON BULLISH ABOUT 
AUSTRALIA’S ECONOMIC FUTURE

POLICY       Australian Automotive Dealer Association 

Scott Morrison, 
Federal Treasurer
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The Takata air bag recall saga 
trundles on, with the ACCC poised 
to decide upon the recall becoming 

compulsory, according to Australian 
Automotive Dealer Association (AADA) 
Executive Director Operations, Brian 
Savage.

It depends on the findings of the ACCC’s 
investigation into the logistics and progress of 
the recall, about which the regulator continues 
to raise questions.

The ACCC already has a draft compulsory 
recall notice that will come into effect only 
after it recommends its enactment through 
the Minister for Small Business, Michael 
McCormack, which will most likely  be before 
the end of this year.

Mr Savage has been attending a series of 
industry stakeholder meetings convened 
by the ACCC to investigate the issues 
surrounding the recall.

He said the ACCC has raised concerns about 
the advice manufacturers have given to 
Dealers and customers and the capacity of 
Dealers to complete the recall.

The Regulator also wants to know what 
arrangements manufacturers have put into place 
with their Dealer networks to ensure the work is 
completed.

Several manufacturers have opposed a 
compulsory recall, arguing the recall is progressing 
as well as can be expected and that Dealers can 
meet the demand with the available level of 
replacement airbags. 

Dealer concerns continue to focus on 
workshop capacity, which could become 
unmanageable if the compulsory recall is 
announced and customers all turn up at 
dealerships at once. They are also concerned 
about the potential buy-backs and having to 
provide loan vehicles, both ideas that ACCC 
has been exploring. 

An earlier proposal by the ACCC – to allow 
independent repairers to perform the recall 
– has been dismissed on the grounds that the 
risks far outweigh any perceived benefit.

A compulsory recall potentially includes an 
additional 877,000 vehicles more than the 2.49 
million already recalled for rectification by 31 
December 2020.

TAKATA AIR BAG RECALL COULD BE 
COMPULSORY

dealersolutions.com.au   1300 66 11 33

SECURE THE 
RIGHT STOCK! 
Looking for a simple way to 
secure more trade-ins that 
are right for your dealership?

Our online Valuation Module 
is the answer!

http://www.dealersolutions.com.au/our-solutions/websites/valuation-module/?utm_source=Dealer%20Solutions&utm_medium=Automotive%20Dealer%20Magazine&utm_campaign=ValuationModule


FLEX COMMISSIONS 
BANNED FROM 
1 NOVEMBER 2018
Astute Dealers will be rethinking their business model on how 

best to deal with receiving payments from finance companies 
when flex commissions are prohibited from 1 November 2018.

Notice was given by ASIC when, in September, it registered a Legislative 
Instrument stating it will, as from 1 November 2018, prohibit existing 
practices in the payment of flex commissions to Dealers.

The final Legislative Instrument is quite different from initial ASIC 
drafts in that it no longer seeks to ban all commissions on contracts 
written at more than 200bps below lenders’ nominated rates.

AADA CEO, David Blackhall, said it also preserves the Dealers’ rights 
to receive payments on discounted contracts, capping the amount 
payable at the 200bps level regardless of the actual discount beyond 
that.

He said it also preserves Dealers’ rights to receive from finance 
providers payments that are not directly linked to the effective rate paid 
by a consumer for a particular loan.

We anticipate the Legislative Instrument will be made law at the next 
Parliamentary sitting, he said.

POLICY       Australian Automotive Dealer Association 
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The clever alternative to sell your vehicles 
Unlocking Value for over 25 years

• 3000 vehicles sold every month
•  National online marketplace to sell your vehicles
• Extensive yard space nationally
• High clearance rates
•  Monthly national car  

auction calendar
•  300,000+ visitors every month  

to our auto auction pages

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

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

www.graysonline.com
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Twelve months ago, few people in 
the political circles of Australia 
knew anything about the Australian 

Automotive Dealer Association (AADA).

The irony is, of course, that the destiny of the 
automotive industry was – and still is – in the 
hands of these very same people. It is fair to 
say some had a smattering of knowledge about 
our industry, but had no idea of the size or the 
impact we have on the national economy.

They were unaware we contribute just over 
two per cent to the national economy, that we 
employ around 70,000 people with an annual 
wage bill in excess of $4 billion and that we 
have more than $17 billion invested in plant 
and facilities.

AADA CEO, David Blackhall, said the soles of 

his shoes are almost threadbare from walking 
the corridors and offices of government 
ministers, backbenchers, members of the 
opposition, regulators and bureaucrats – but 
now they know what the AADA is and who 
we represent.

“We were part of what ministers referred to 
as ‘the alphabet soup of organisations’ that 
regularly knocked on their doors.

“We were just another motoring association. 
They knew nothing about the AADA and were 
confused as to which organisation should be 
perceived as the peak industry body.

“They now know we represent only new car 
franchise Dealers – not the car manufacturers, 
repairers or the insurance and finance 
companies – and that we are well organised.

“It has been a huge education process, but we 
are starting to make headway,” Mr Blackhall 
said.

“Over the past year I have had more than 80 
one-on-one meetings with various Federal and 
State government ministers, shadow ministers 
and regulators, who now know what we are all 
about,” he said.

Mr Blackhall said that, fortunately, the 
workload is now being shared by James 
Voortman, the recently appointed Executive 
Director Policy and Communications, who is 
well respected and connected on all sides of 
the political spectrum.

He said that having James based in Canberra 
means he can meet with a Minister or 
Regulator at a moment’s notice.

WE ARE STARTING TO MAKE OUR 
PRESENCE FELT IN CANBERRA

http://www.graysonline.com/automotive-trucks-and-marine/motor-vehiclesmotor-cycles/motor-vehicles


RECORD SALES IN OCTOBER
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Small cars and SUVs, together with a 
continued strong demand for light 
commercials, have driven Australia’s 

new vehicle market to a record October sales 
result, according to data released by the motor 
industry’s official statistical service, VFACTS.

October sales reached a new high of 95,763, 
surpassing the previous October record set back 
in 2012. Two small cars and a light commercial 
vehicle were the nation’s top three sellers for 
October, reflecting the surge in demand within 
those segments. With two months remaining, 
total industry sales are 0.5 per cent ahead of last 
year’s record. Total industry sales year to date 
are at 984,931, compared with 980,433 this time 
last year. Six record months of sales have now 
been posted during 2017. 

Australia’s overall passenger car sales declined 
by 3.8 per cent in October despite the 9.7 per 
cent upsurge in the demand for small passenger 
cars. Year to date, passenger cars are down by 
6.9 per cent on the same ten-month period in 
2016. However, SUVs and light commercials 
continue their strong climb. The SUV market 
grew by 1.2 per cent for the month of October, 
compared with the same month last year, while 
light commercials soared by 18.5 per cent in the 
same period on the back of a very strong market 
demand for 4X4 cab-chassis models (up by a 
remarkable 25.2 per cent in October, compared 
with the same month in 2016). 

Both business (+19.1%) and private (+15.6%) 
light commercial sales were strong during 
October. Within the SUV segment, the star 
performers for October were in the small 
category (up 12.6%) and medium category 

(up 6.1%). Among the states and territories, 
Western Australia posted the largest sales 
increase, up by 11.6 per cent on October 
2016. South Australia recorded the second 
largest gain of 7.0 per cent, followed by 
Queensland (+5.9%), the Northern Territory 
(+4.3%), the ACT (+2.6%) and Victoria 
(+2.0%). Only NSW (-1.2%) and Tasmania 
(-3.5%) declined.

Japan remains our biggest source of imported 
vehicles (27,062 during October), followed by 
Thailand (22,826) and Korea (15,395). Toyota 
remained Australia’s marker leader with an 18.6 
per cent share of the October market. Hyundai 
surged to second place with an October share of 
9.2 per cent, followed by Mazda (8.4%), Holden 
(8.1%) and Ford (6.0%). 

The nation’s best-selling vehicle during October 
was the Hyundai i30 (3,983), followed by the 
Toyota Hilux (3,812), Toyota Corolla (3,088), 
Ford Ranger (3,074) and Holden Commodore 
(2,418). 

Key Points: 

• The October 2017 market of 95,763 new 
vehicle sales is an increase of 2,406 vehicle 
sales or 2.6% on October 2016 (93,357) 
vehicle sales. October 2017 (25.4) had the 
same number of selling days as October 
2016, which resulted in an increase of 94.7 
vehicle sales per day. 

• The Passenger Vehicle Market is down by 
1,421 vehicle sales (-3.8%) over the same 
month last year; the Sports Utility Market 
is up by 429 vehicle sales (1.2%); the Light 
Commercial Market is up by 2,986 vehicle 

sales (18.5%); and the Heavy Commercial 
Vehicle Market is up by 412 vehicle sales 
(13.7%) versus October 2016. 

• Toyota was market leader in October, 
followed by Hyundai and Mazda. Toyota 
led Hyundai with a margin of 9,036 vehicle 
sales and 9.4 market share points.

Sales dipped in September

October was a great result after the overall 
market dipped 2.4 per cent in September 
compared with the same month last year.

A total of 100,200 new vehicles sales were 
recorded nationally for September, a fall of 2.4 
per cent compared with September 2016. 

Pick-up and cab-chassis 4X4 light commercial 
vehicles, together with small and medium Sport 
Utility Vehicles (SUVs) were the three growth 
segments during September. The 4X4 light 
commercials were up 11 per cent, small SUVs 
rose 7.9 per cent and medium SUVs increased 
3.3 per cent compared with September 2016. 

SUV and light commercials remain the two 
robust areas of the market, accounting for a 
58.8 per cent share of total sales year to date, 
up from 56 per cent in 2016. Importantly, 
the overall market remained slightly ahead 
(0.2%) of last year’s record total on a year to 
date basis. 

All passenger car segments were affected by the 
downturn although sales of sports cars (+4.1%) 
and people movers (+5.0%) remain ahead of 
2016 year to date. 

http://stgeorge.com.au
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TOYOTA’S EXIT PARTY

All the states and territories experienced a 
decline in sales although New South Wales ( 
0.7%), Victoria (-2.3%) and Queensland (-2.7%) 
were the least affected. On a year to date basis, 
Victoria’s 3.3 per cent growth significantly 
outstrips that of all the other states and 
territories. 

Private sales of light commercial vehicles 
provided stimulus during September, increasing 
by 9.6 per cent over the same month last year. 
Business sales of light commercials, too, were 
up by 7.9 per cent, with 4X4 utilities and cab-
chassis models as the segment’s strongest sellers. 
Diesel remains the overwhelming engine type 
preference in the light commercial market, up 
by 10.5 per cent in September to both private 
and non-private buyers. In a month where SUV 
sales were down 1.3 per cent overall, business 
(+1.7%) and government (+6.7%) sales both 
absorbed some of the shortfall from an 8.5 per 
cent decline in private sales. 

Chief Executive of the Federal Chamber of 
Automotive Industries (FCAI), Tony Weber, 

said that while there was a modest sales fall in 
September, strong activity was recorded across 
several key segments. 

“Any month over 100,000 total sales has to 
be seen as a strong outcome, proving there 
is continued value for the consumer in the 
market,” Mr Weber said. 

“To keep this outcome in perspective, it has to 
be remembered that the September results of 
2015 and 2016 were both very strong, and both 
those years ended in records.”

Market leader Toyota recorded a 1.07 per cent 
rise in sales during September for a dominant 
17.3 per cent share overall, followed by Mazda 
with 10.3 per cent, Hyundai (8.1%), Mitsubishi 
(7.1%) and Holden (6.9%). The Ford Ranger 
light commercial was Australia’s top-selling 
vehicle for September with 4,318 sales, 
followed by the Toyota Hilux (3,822), Toyota 
Corolla (3,055), Mazda 3 (2,776) and Holden 
Commodore (2,547). 

Key Points: 

• The September 2017 market of 100,200 
new vehicle sales is a decrease of 2,496 
vehicle sales or -2.4% on September 2016 
(102,696) vehicle sales. September 2017 
(25.6) had the same number of selling days 
as September 2016, which resulted in a 
decrease of 97.5 vehicle sales per day. 

• The Passenger Vehicle Market is down by 
3,929 vehicle sales (-9.3%) over the same 
month last year; the Sports Utility Market 
is down by 494 vehicle sales (-1.3%); 
the Light Commercial Market is up by 
1,485 vehicle sales (8.1%); and the Heavy 
Commercial Vehicle Market is up by 442 
vehicle sales (15.4%) versus September 
2016. 

• Toyota was market leader in September, 
followed by Mazda and Hyundai. Toyota 
led Mazda with a margin of 7,049 vehicle 
sales and 7.0 market share points.
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Thousands of Toyota Australia staff 
attended closing-down celebrations at 
the company’s Altona manufacturing 

plant in October, marking the last 
shift for 3,000 workers after 54 years of 
manufacturing in Australia.

Production line workers, supervisors, 
engineers and managerial staff watched 
a celebratory parade of various models, 
including the first locally-built Toyota, the 
Toyopet Tiara, as well as Celicas, Camrys, 
Corollas, Coronas, Avalons and Crowns. 

Toyota Australia President, Dave Buttner, said 
the company’s passionate workers would leave 
a global legacy.

“Thanks to everyone’s longstanding 
efforts, Toyota became the top automobile 
manufacturer in Australia, and the vehicles 
produced here became a byword for quality 
and reliability not only in Australia but also 
in the world, as the vehicles were exported to 
other regions like the Middle East,” he said.

In 1963 Australia became the first country 
outside Japan to build Toyota cars. The 
shutdown also makes Australia the first 
country where Toyota has closed a mass 
production car and engine factory.

The Altona plant opened in 1994 with the 
production of the Corolla. The Camry, 
formerly built in Port 
Melbourne, followed 
in 1995.

The Toyota Community Foundation Australia 
will contribute to the region, expecting to 
start with a $32 million (AUD) funding boost 
to support students in economic difficulty 
and schools with disadvantaged educational 
environments.
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An investigation by the Australian 
Competition and Consumer 
Commission (ACCC) has found that 

Brisbane motorists are paying too much for 
fuel – a combined $50 million per year.

ACCC Chairman, Rod Sims, said a lack of 
competition was behind the high prices at the 
bowser, with service stations enjoying high 
profit margins at the expense of consumers.

According to the report, the average net profit 
per service station in Brisbane is 55 per cent 
higher than other capital cities.

“It’s a huge gap,” Mr Sims said. 

“And from a motorist’s point of view, it’s 
simply unacceptable. The cost to motorists 
in Brisbane of higher petrol prices has been 
significant, at around $50 million per annum. 
Over the eight-year period, the estimated cost 
is in the region of $400 million.’’

The investigation found that even though 
wholesale fuel prices were slightly lower in 
Brisbane than other cities, retail prices for the 
past eight years have been an average of 3.3c 
per litre higher than in Sydney, Melbourne, 
Adelaide and Perth.

Coles Express is the worst offender, with 
prices more than 4c per litre above the market 
average.

BP-owned and operated outlets were the next 
highest, followed by Freedom Fuels and Caltex 
owned and operated. The lowest average prices 
were 7-Eleven, followed by Woolworths, Puma 
and United.

The investigation came after the Queensland 
Government ordered a Fuel Price Summit last 
year, which itself followed a campaign by the 
Courier-Mail/Sunday Mail.

The ACCC wrote to 10 major fuel sellers but 
has not found any justification for the higher 
Brisbane prices.

“The responses received by the ACCC were 
largely disappointing,” the report said.

“Most retailers stated that they were unable to 
provide an explanation, with a few noting that 
their pricing policy was to follow the market.”

Mr Sims said the lack of competition from 
independent chains in Brisbane, compared to 
Sydney and Melbourne, was behind the price 
difference.

“This is simply a case of (them saying) ‘we are 
not facing the same competition so we can 
make more profit’,” he said.

Brisbane has four independent chains – 
7-Eleven, Puma Energy, Freedom Fuels and 
United – making up 34 per cent of the market.

Sydney has seven independent chains 
accounting for 40 per cent of all service 
stations.

Not only does Brisbane have fewer 
independents, but they do not price as 
aggressively as in other states.

The cost of fuel from Brisbane independents 
averaged only 1.3c per litre below the market 
average, while Sydney’s bigger number of 

independents resulted in prices as much as 
3.8c per litre below average.

The report pointed out that the Queensland 
Government had scrapped its petrol subsidy 
eight years ago after an inquiry found that 
only 7.8c of the 9.2c per litre subsidy was being 
passed on to motorists.

“This lack of competitiveness appears to have 
persisted in the Brisbane market beyond the 
cessation of the subsidy in mid-2009.”

Mr Sims said the ACCC did not have the 
power to regulate fuel prices.

“It would be strange if we did,” he said, 
pointing out that it was up to motorists to use 
apps such as GasBuddy and MotorMouth to 
save.

“You can save 20c or more per litre by 
choosing when and where to buy,” Mr Sims 
said. 

“By timing their purchases of petrol and 
choosing to buy from the lowest-priced 
retailer, motorists filling up a vehicle with 
a 60-litre tank could save themselves in the 
region of $10 to $15 per tank.’’

Mr Sims said the inquiry did nothing to 
explain the regular petrol price cycle.

“It is one of life’s most baffling unknowns. It 
drives motorists mad. They feel they are being 
ripped off and it does the industry enormous 
damage as a result.”

BRISBANE FUEL RIP-OFF

Invest in the area of your business that makes you money:
> Engage more, sell more
> Retain clients
> Increase your work bay efficiency
> Attract and retain talent

To see how we do it contact our workshop fitout experts today.

p. 1300 577 541www.levanta.com.au

Turnkey workshop fitouts
improve your ROI 

Complete solutions: 
Design, Planning, Project Management

http://www.levanta.com.au


FERRARI TO ADD MORE AUSTRALIAN 
DEALERSHIPS

Following a 2016 report that showed 
Australia has the greatest ratio per 
capita of new Ferrari owners, the 

Italian icon plans to almost double its 
presence down under by the end of 2018.

Australia has even outstripped China and oil-
rich Middle Eastern countries when it comes 
to the percentage of first-time Ferrari buyers. 

Just on 61 per cent of Ferraris sold in Australia 
in 2016 were to first-time buyers of the brand. 
According to internal Ferrari data this was the 
highest percentage of any country around the 
globe.

Ferrari Australasia Chief Executive, Herbert 
Appleroth, said the brand’s record new car 
sales in Australia encouraged expansion along 
the east coast.

“We’ve never seen a point in time where 
Ferrari sales have been this successful,” he said.

“The market is extremely buoyant and I have 
no problem saying it’ll be another record from 
Ferrari this year, a measured year-on-year 
increase.”

Mr Appleroth said the number of Ferrari 
dealerships would increase from five 
showrooms to nine by the end of 2018.

“The first part of our focus with this growth 
was to redevelop all our facilities and we’ve 
had every one of them updated or made brand 

new. We’ve found new partners in some states 
where we wanted to change the partnership, 
so every dealership around Australia and New 
Zealand – six of them – has been updated.

“We’re building new service facilities in South 
Island, New Zealand, new showrooms – a 
second one in Sydney and Melbourne – and 
we’re currently evaluating who the partner will 
be on the Gold Coast.”

Mr Appleroth said the booming economy was 
the reason more aspiring owners were keen to 
join the Ferrari family.

“We obviously closely limit the number of cars 
coming in, but there has never been as high a 
popularity in Australia for Ferrari,” he said.

“Nothing helps Ferrari sales more than 
confidence and the economy is going very, 
very well, plenty of people are gaining 
wealth, especially in the property market, in 
construction; the real estate boom means a 
lot of people are making a lot of money and 
people love to celebrate that with a Ferrari.

“We’re not a car manufacturer any more, we’re 
a dream factory, whether it’s a pre-owned 355, 
a new modern-day Ferrari or a Ferrari hat as a 
five-year-old.”

Mr Appleroth said the Australasian increased 
sales to 167 vehicles in 2015, from a global 
pool of around 8000. Australia/New Zealand is 
rising up the ranks.

“We’re growing up the global volume ranking 
every year. We sold out our entire life cycle 
of 812 Superfasts, and, thankfully, Ferrari has 
allowed us to take more volume, to the point 
we’re now well and truly in the top ten,” he 
said.

The LaFerrari will only make it to Australia 
in single digits, and there are regulatory 
restrictions on the local Ferrari operation Mr 
Appleroth wants to see changed.

“Our customers are global and with the way 
taxes and registrations are at the moment in 
Australia, hopefully regulations will change 
in the future where our customers can bring 
left-hand drive cars into the country and drive 
them,” he said.
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DEALER SATISFACTION DOWN IN UK

British franchised new car Dealers are 
less satisfied with their relationships 
with manufacturers than they were 

six months ago.

The National Franchised Dealers Association 
(NFDA), which represents franchised car 
and commercial vehicle Dealers in the UK, 
conducted its Summer 2017 Dealer Attitude 
Survey, which found an average satisfaction 
score of 5.6 out of 10 amongst Dealers 
regarding their overall relationship with 
manufacturers.

That is -0.5 points down from the last survey 
and -0.6 lower than the same time last year.

NFDA Director, Sue Robinson, said the Summer 
2017 survey had 1,754 respondents from a total 
of 29 participating franchised networks, which 
equates to a response rate of 42%. 

“The Summer 2017 survey had an 
encouraging response rate, with considerably 
increased response return from smaller 
dealerships, highlighting the importance 
of the survey for both Dealers and 
manufacturers, enabling them to monitor and 
evaluate the health of their relationship,” Ms 
Robinson said.

“The results of the survey show that external 
factors might have put a strain on the 
Dealer-manufacturer relationship. However, 
despite the substantial decline in the average 
score of the manufacturer rating question, 
more than 60 per cent of the Dealer 
networks surveyed returned a score above 
the neutral point of 5.0.”

As with previous surveys, respondents were 
asked a series of questions covering a range 
of business aspects and their impact on the 
relationship with manufacturers. Responses 
are scored from 1 (extremely dissatisfied) to 
10 (extremely satisfied). 

Key results:

• Kia became the highest scoring 
franchise with 9.2 points. Kia 
surpassed Mercedes, which now 
follows with 9.0 points. Lexus 
remained the third placed network 
with 8.4 points.

• Kia also had the highest average score 
(8.5) across all questions of the survey.

• Suzuki and Toyota closed out the 
top five with 8.0 and 7.8 points 
respectively. Toyota experienced a 
significant improvement of 1.1 points 
on last winter’s score of 6.7.

• The least valued networks were Jeep 
(2.9), Citroen (2.8), and Nissan (2.6). 

• Audi was the most improved Dealer 
network, with an increase of 1.5 points. 
Audi gained a total of 61.8 points 
across the whole survey, achieving the 
highest overall improvement.

“Although average scores across the majority 
of the questions have generally declined, 
some networks continued to perform well 
following recent success and others showed 
significant improvements. Notably, Kia 
reached the first place in the all-important 
question and Audi recorded the highest 
increase in score across all the questions of 
the survey,” Ms Robinson said.

“In a period of uncertainty, where a 
coordinated and combined approach is 
needed to deal with a number of important 
issues currently facing the industry, it is vital 
that manufacturers and Dealers continue to 
work together to safeguard the interests of 
the automotive sector.”

Other results:

Current profit return

With 11 responses out of 29 better than 
neutral (5.0), the average response decreased 
by 0.6 points from 5.4 to 4.8 points 
compared to the previous survey. Only 
six Dealers saw their level of satisfaction 
increase, while 22 saw a decrease and one 
remained the same.

Top performer: Mercedes  8.6 points 

Bottom performer: Alfa Romeo  2.4 points 

Most improved: Audi  +2.2 points 

Biggest decline: BMW  -2.8 points

Average score:  4.8 points

Future profit return

Dealers showed more satisfaction with their 
predicted future profit than their current one 
with 15 out of 29 responses above the neutral 
score of 5.0. The average score was 5.2, 0.4 
points lower than the last survey. Of the Dealer 
networks surveyed, 19 saw their levels of 
satisfaction decrease, eight saw an increase and 
two did not change.

Top performer: Kia 8.5 points 

Bottom performer: Jeep 2.6 points 

Most improved: Audi & Volkswagen +1.5 points

Biggest decline: Peugeot -2.6 points 

Average score:  5.2 points

Total margin

With regard to satisfaction with total margin 
on new vehicles, 20 Dealer networks saw their 
score decline, eight saw an increase and one 
remained unchanged. On a positive note, 
nearly half of the Dealer networks (14) gave 
a score above the neutral point of 5.0. The 
average Dealer rating is 5.5, 0.5 lower than the 
Winter 2017 survey.

Top performer: Kia 8.4 points 

Bottom performer: Jeep 2.5 points 

Most improved: Audi +1.6 points 

Biggest decline: BMW -3.0 points 

Average score:  5.0 points

Return on investment – required capital

Of the Dealer networks surveyed, 19 saw 
a decrease compared with the last survey, 
nine saw an increase and one remained the 
same. Slightly less than half of the Dealers, 13 
networks, gave a response better than 5.0. The 
average score across all Dealers was 5.1 which 
is 0.4 down from the last survey.

Top performer: Kia 8.6 points 

Bottom performer: Alfa Romeo 1.7 points 

Most improved: Audi +1.8 points 

Biggest decline: Alfa Romeo -2.5 points 

Average score:  5.1 points
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Return on investment – return on capital

A concerning 72% of the Dealer network 
(21), experienced a decrease in satisfaction 
regarding their return on capital. Only 
seven experienced an increase and one 
did not change. The average Dealer gave 
a score of 4.7, which is 0.5 down from the 
last survey and below the neutral score of 
5.0 points.

Top performer: Mercedes 8.7 points 

Bottom performer: Alfa Romeo 1.7 points 

Most improved: Audi +1.7 points 

Biggest decline: Peugeot -2.8 points 

Average score:  4.7 points

Satisfaction with volume target aspirations

Of the Dealer networks surveyed, 20 saw 
their score decrease, whilst eight improved 
and one was unchanged. Nearly half (45%) 
gave a response better than the neutral score 
of 5.0. The average score of 4.8 is 0.2 down 
from the last survey.

Top performer: Kia 8.2 points 

Bottom performer: Jeep 1.8 points 

Most improved: Audi +1.4 points 

Biggest decline: Peugeot -2.0 points 

Average score:  4.8 points

New car targeting process

In response to how satisfied Dealers were 
with their new car targeting process, the 
average score given was 4.7, which is a 0.2 
reduction from the last survey. Of the Dealer 
networks surveyed, 19 saw a decrease in 
satisfaction, nine saw an increase and one 
was unchanged. Nine Dealer networks gave 
a response above 5.0.

Top performer: Kia 8.3 points 

Bottom performer: Jeep 1.8 points 

Most improved: Toyota +1.7 points 

Biggest decline: Peugeot & Subaru -2.0 points

Average score:  4.7 points

Inducement to self-register vehicles

The average score of 4.8 is lower than the last 

survey by 0.4 points. Slightly less than half of the 
Dealer networks (14 out of 29) gave a response 
above the neutral score of 5.0 regarding their 
satisfaction with inducement to self-register 
vehicles. While nine Dealer networks saw their 
score grow, 20 experienced a decline.

Top performer: Kia 8.0 points 

Bottom performer: Nissan 1.9 points 

Most improved: Audi & Abarth +1.9 points 

Biggest decline: Peugeot -2.2 points 

Average score:  4.8 points

Incentives – current bonus and rebate rates on 
new car sales

The average Dealers’ satisfaction with bonus 
and rebate rates for new car sales decreased by 
0.5 from the last survey. The majority of Dealer 
networks (21) saw a decrease in their levels of 
satisfaction; only six reported an increase and 
two scores remained the same. Less than half 
of Dealer networks (12, 41%) gave a response 
above 5.0.

Top performer: Mercedes 8.3 points 

Bottom performer: Nissan 2.7 points 

Most improved: Audi +1.1 points 

Biggest decline: Subaru -2.6 points 

Average score:  5.0 points

Day-to-day working relationship – ability to 
do business with your manufacturer

The ability to do business with manufacturers 
on a day-to-day basis is crucial for franchised 
Dealers and, positively, 23 out of 29 of the 
Dealer networks surveyed had satisfaction levels 
above the neutral score of 5.0. However, 20 saw 
a decrease, whilst seven saw their score improve 
and two remained at the same level. The average 
score has decreased by 0.3 from 6.5 to 6.2.

Top performer: Mercedes 9.3 points 
Bottom performer: Nissan 2.9 points 
Most improved: Audi +1.3 points 
Biggest decline: BMW -2.0 points 
Average score:  6.2 points
Day-to-day working relationship – does 
management of your manufacturer actually 
take Dealers’ views and opinions into account?

The majority of the Dealer networks surveyed 
(17, 59%) had levels of satisfaction above the 
neutral score of 5.0. However, the average 
score decreased from 5.9 to 5.5 and, whilst 
only nine Dealer networks saw their score 
improve, 20 of them experienced a decline.

Top performer: Mercedes 9.2 points 
Bottom performer: Nissan 2.3 points 
Most improved: Audi & Volkswagen +1.1 points
Biggest decline: Peugeot -2.2 points 
Average score:  5.5 points



Standards 

The average Dealer satisfaction with 
the fairness and reasonableness of their 
manufacturer’s Dealer standards decreased 
from 6.3 to 6.0. The majority of the Dealer 
networks (20), experienced a decrease in 
satisfaction, seven saw an increase and two 
remained unchanged. 22 of the 29 Dealer 
networks had a score which was above the 
neutral score of 5.0.

Top performer: Kia 9.0 points 
Bottom performer: Nissan 3.4 points 
Most improved: Audi +1.4 points 
Biggest decline: Nissan -2.5 points 
Average score:  6.0 points

Performance measures

The average score decreased by 0.3, from 
6.2 to 5.9. Despite the average score being 
above the neutral point of 5.0, 19 Dealer 
networks saw a decline, only nine saw their 
score improve and one did not change. 
Nearly four out of five networks (23, or 79%) 

returned a score that was above the neutral 
score of 5.0.

Top performer: Kia 9.0 points 
Bottom performer: Nissan 3.0 points 
Most improved: Audi +1.0 points 
Biggest decline: Peugeot -1.9 points 
Average score:  5.9 points

Overall ranking

The most significant measure of the health of 
the Dealer/manufacturer relationship is the 
overall ranking question. The Dealer Attitude 
Survey Summer 2017 average Dealers’ 
rating of their manufacturer decreased by 
0.5 since the last survey, from 6.1 to 5.6. 
This is primarily due to the fact that 76% of 
the Dealer networks decreased their rating, 
whilst only 24% increased it. Positively, 18 
Dealer networks, 62% of the total, returned 
an average score above 5.0.

Top performer: Kia 9.2 points 
Bottom performer: Nissan 2.6 points 

Most improved: Audi +1.5 points 
Biggest decline: Subaru -2.9 points 
Average score:  5.6 points

Average score

Another measure to see how satisfied 
the Dealer networks are with their 
manufacturers, across all the elements of 
the survey, is to use the average score given 
to all questions. Across all questions, the 
average score given by Dealers was 5.8, 
0.4 lower than the average score of the last 
survey. Nearly three quarters of the Dealer 
networks experienced a decline, whilst eight 
saw an improvement. Positively, 23 out of 29 
returned an average score above the neutral 
score of 5.0.

Top performer: Kia 8.5 points 
Bottom performer: Jeep 3.5 points 
Most improved: Audi +1.1 points 
Biggest decline: Peugeot -1.9 points 
Average score:  5.8 points
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THE 2017 SUPERCAR SEASON IN REVIEW 
PEOPLE, PERSONALITIES, POLITICS AND 
PERFORMANCES

It is unfortunate the timing deadline 
for this article fell just prior to the final 
Supercars race in Newcastle on the 

weekend of 25-26 November. This overview 
for the 2017 season is, therefore, based on all 
races other than this upcoming final race at 
Newcastle. I am making the assumption the 
results won't vary, or will vary little, from 
the current Driver Championship status.

It pains me to make this assumption when the 
DJR Team Penske, with which I have a close 
association, has its two outstanding drivers 
sitting at 2nd and 3rd in the Championship and 
either could well still take the title, given the 
small points difference and the uncertainties of 
an all-new race track.

Year on year our sport seems to constantly 
deliver big surprises, shocks and change – and 
this year is no exception. In fact we will go into 
next year with more changes at all layers of the 
sport than I can ever previously recall.

Driver results/performances 

Given the disclaimer noted above with one 
race to go, Table No 1 shows a comparison 
of each driver’s 2016 actual results versus 
projected 2017 results. The performances can 
be broken into three categories:

A. The Top 3 most spectacular driver 
performances this year must go to Jamie 
Whincup (34), Scott McLaughlin (24) and 
Shane Van Gisbergen (28), as these guys have 
been able to deliver back-to-back years of 
sustained consistent premium performance. 
The toughest thing an athlete can ever achieve 
is continuing to stay at the top.

John Crennan
Motorsport Contributor

B. The Top 3 biggest improvers in 2017 over 
2016 have been Fabian Coulthard (35), up 
nine places on his prior year to 3rd; Cam 
Waters (23), up 12 slots to 7th, and David 
Reynolds (32), up six places to 10th.

C. The Top 3 biggest losers over 2016 are 
Will Davison (35), down 10 places to 15th; 
James Courtney (37), down 9 places to 
20th, and Todd Kelly (38), down five places 
to 19th.

In an unscientific endeavour to determine 
some connection with ‘age crossover’, when 
performance in sport diminishes according to 
hand and eye coordination, it is interesting to 
note that, over the past 10 years, the age of the 
Championship-winning drivers has been, from 
2007-2016: 30, 25, 26, 30, 28, 29, 30, 31, 34, 27, 
for an average age of 29. This would suggest 
that the veterans in the sport – Bright (44), 
Lowndes (43), Tander (40), Todd Kelly (38) and 
Courtney (37), have the odds stacked against 
them in terms of future Championships.

Table 2 sets out the combined Championship 
results for each driver over the past four years 
2014 through 2017. Again a spectacular 
achievement by Jamie Whincup who, over the 
100-plus races conducted over this period, has 
a Championship placing index of 2.25 and is 
clearly the No.1 performer.

Another highlight from this table is the 
consistency of Scott Mc Laughlin who, over 
these four years, holds an equal 4th, which 
shows that his stellar performance this year 
is no fluke and has been built on a solid 
foundation over the prior three years. This is in 
contrast to James Courtney, who for many years 
now has been mooted as the No.1 salary/fee 
driver in the Series but sits outside the Top 10 
over four years’ average.

The rest of the usual suspects of middle-order 
teams and drivers appear permanently stuck on 
those steps on the ladder while, a little further 
down, the danger section of the ladder from step 

15, there would be several drivers licking their 
wounds over this four-year cycle. These include 
James Moffat (33), Todd Kelly (38), Nick Percat 
(29), Dale Wood (34) and Tim Blanchard (30). 
As this column has previously noted, the sport 
will not grow until these middle- and lower-order 
teams are the subject of the Series/authorities 
introducing a plan like the football codes, which 
creates improvement opportunities, but this 
will never happen given the current Board 
composition where we are lacking independent 
talented businesspersons/ Commissioners.

What are the forecast driver changes in 2018? 
Some recent headlines for those potentially 
stepping down from a full season’s racing are 
Dale Wood, James Moffat, Will Davison, Jason 
Bright and Todd Kelly. Those in the younger set 
who look certainties for their big breakthrough 
as full-time drivers are Todd Hazelwood (22), 
Richie Stanaway(25) , Anton DePasquale (22) 
and James Golding (21) .

Team changes 

Many areas of our sport would suggest 
the biggest team news of the year was the 
Walkinshaw Team announcement at Bathurst 
of taking on two additional equity partners 
in Zak Brown and Michael Andretti. Call me 
cynical, but my reaction to this announcement 
was 'here we go again'. Virtually on cue, after yet 
another year of under-performance since young 
Ryan Walkinshaw took over, and yet again 
another Biennial ’Resurrection’.

Plan One in 2012, Ryan introduced former F1 
‘superstar’, Steve Hallam, to fix all the problems 
of the once invincible HRT. That didn’t work, 
so two years later the HRT world was again to 
be transformed when Walkinshaw proudly 
announced Plan Two – another Biennial Salvation 
involving the poaching of Adrian Burgess from 
arch rival Team 888. Whoops, a few years on and 
guess what…that didn't work either, so Burgess 
appears the fall guy and gets fired. More years of 
indifferent performance from the Clayton Team 
going nowhere and we are all told 'a global search' 
is now under way for Plan Three.
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Come Bathurst, up pop two additional new co-
owners to try and lead the Walkinshaw Team out 
of its seven-year performance nightmare. Give 
me a break please, as I, for one, will not buy this 
convoluted new business model that's been so 
confidently sold to the fans and the media (just 
like the Hallam and Burgess solutions were).

There can be no denying the credentials and 
outstanding motorsport pedigrees of Michael 
Andretti and Zak Brown and on paper it looks 
great. But I cannot avoid recalling the words 
Tom Walkinshaw would always convey to me, 
that success in motorsport comes only with 
single-mindedness and there being room for 
only one boss. 

There were a few aspects of this Bathurst 
announcement that got the red light on my dash 
flashing. The first being Andretti said this deal 
got done in 30 minutes or thereabouts (where is 
the due diligence in all that?) and Walkinshaw 
saying these guys are not just investors, they are 
there to be involved and add value to the team. 

I cannot imagine how even the most gifted 
team manager could run the show in Australia 
and survive the machinations of a small 
$6-8 million business having four owners/
shareholders in Martine, Ryan, Michael 

Andretti and Zak Brown and all being absentee/
remote location owners. Then good luck with 
these very busy new partners, who have their 
own empires to run, finding a communications 
process for the leadership group that can cross 
four different time zones of Australia, France, 
England and America. 

This is all before you build in the ego factor of so 
many in this new equation. Perhaps the next big 
announcement at the start of the 2018 season 
will be this team announcing Bernie Ecclestone 
has been recruited for the team manager’s job 
because, as I see it, this person will need Bernie’s 
capabilities and strengths to work through this 
‘interesting’ business model.

People changes

There are also some significant changes taking 
place in the areas of our sport where such 
moves are outside the norm. The sport is about 
to lose its capable and authentic CEO, James 
Warburton, who is moving on to head up an 
outdoor advertising company after just over 
four years in the big chair. Add to that the next 
most senior member of the series leadership 
team, COO, Matt Braid, who also finishes with 
Supercars at year end. This is not a great look. 

In TV land, Simon Fordham, the most senior 
of executives who, behind the scenes, plays the 
most important TV pivotal role for our sport, is 
moving his significant talents to a competitive 
sport in NRL. Also Greg Rust, long-time 
popular commentator, has decided to hang 
up his Supercars Motorsport microphone, but 
something would suggest to me that Greg is not 
going to fade into the sunset.

All of this amounts to a lot of change – some 
good, some not so good – but certainly for 
me the highlight will be to see in 2018 some 
seriously talented young drivers being given a 
chance to break through and be trusted with 
a full season drive. They have earned the right 
through talent, not bringing money to the team. 
In particular I really like what I see about Ricky 
Stanaway.

In this same vein, one of the highlights for this 
season has been the performance of Cameron 
Waters (23), who has achieved great podium 
results. As I constantly state, the lifeblood of this 
sport are new, young, skilled drivers who, on 
their own merit, in feeder ranks come through 
and place pressure on the veterans.

Tipsters’ results 

In the February edition this year there were 
four tipsters who had a crack at predicting 
the Top 10 come year end. Again, making 
the assumption of no change from current 
standings this year (statistically no other driver 
can make it to the top 10), this is how each 
tipster rolled:

Mark Fogarty: got 1 in Top 3 (Whincup) and 
7 in top 10 with three offs – Davison, R Kelly, 
Courtney.

Paul Gover: got 1 (Whincup) in top 3 and 8 in 
Top 10 with two offs – Percat, Courtney.

Carrington Ashbee: got 1 in Top 3 (Whincup) 
and 8 in top 10 with two offs – Davison, 
Courtney.

John Crennan: got the quinella with first and 
second (Whincup and McLaughlin) and 8 out 
of top 10 with two offs – R Kelly and Pye.

Article accurate as at 22/11/2017.

Comparison of Championship 
Placings 2016 v 2017

Average of Championship 
Placings 2014 - 2017*
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AADA invites Dealers to join us on 
our study tour to the 2018 National 
Automobile Dealers Association 

(NADA) Convention in Las Vegas next 
March.

NADA is one of the most powerful advocacy 
groups in the USA. Its membership of 
19,000 represents about 95 per cent of all 
retail automotive Dealers in the US. They 
fiercely, steadfastly, advocate for the Dealer. 

To be held at the Las Vegas Convention 
Centre, the convention will feature hundreds 
of exhibitors, thousands of Dealers and 
some of the automotive and entertainment 
industry's leading speakers and performers, 
all of which makes NADA one of the world's 
premier business events, in any field.

Innovations and solutions: expo

The NADA Show Expo is the auto industry's 
premier marketplace of products, services and 
technologies specifically targeted to franchised 
new car dealerships. More than 700,000 
square feet of exhibits highlight more than 
500 manufacturers and suppliers of the hottest 
products and coolest technologies.

Ideas and collaboration: education

NADA Show 2018, to be held in Las Vegas, 
23-25 March 2018, delivers the most 
comprehensive education program in the 
auto industry, with more than 120 sessions 
in eight tracks. Hear industry experts speak 
about important subjects at the workshops. 
Interact with peers on hot topics in the 

Exchange. Discuss solutions with facilitators 
in the Studio. Topics include employee hiring/
retention, digital marketing, legal/regulatory 
overviews, fixed ops and much more.

Relationships: networking

Network with peers, industry experts and 
exhibitors at all the events, from the opening 
reception – co-hosted by J.D. Power – to 
popular general sessions, receptions, supplier 
meetings and other gatherings.

The inspiring workshops, Super Sessions, and 
hundreds of new products and services on 
display on the expo floor of the Convention, 
make a visit to NADA an absolute must for 
any Dealer serious about arming themselves 
with the best knowledge.

Together with our travel partners, Corporate 
Blue, AADA has compiled an exciting 
program for this business-centric tour, with 
ample time devoted to enjoying NADA's 
celebrations in one of the world’s great party 
cities.

During the four days of the convention, 
delegates will be exposed to the latest news, 
ideas and innovations in the retail automotive 
world, gaining a cutting-edge advantage over 
competitors who don’t take avail themselves of 
this fabulous opportunity.

All work and no play? No way!

Delegates will also enjoy an exclusive 
range of premium add-on benefits that no 

other organisation can match. AADA tour 
participants will stay at the world famous, 
5-star Bellagio, with the opportunity to enjoy 
Las Vegas' famous nightlife and vast array of 
glittering casinos.

Another highlight of the trip is the chance to 
enjoy an amazing sunset helicopter tour, flying 
over the spectacular Las Vegas Strip, including 
drinks and canapes prior to take off.

The fourth annual AADA International 
Industry Relations Dinner will see AADA will 
play host to an acclaimed gathering of leading 
industry figures from the International Dealer 
Association Working Group. Held at NOVE, 
at the top of the Fantasy Tower, guests will 
enjoy a delicious modern Italian meal while 
drinking in the breathtaking views of the city 
via the restaurant's massive floor-to-ceiling 
glass windows. 

Another social highlight is the Farewell 
Cocktail Party at Cabo Wabo Cantina, while 
the final night leaves delegates free to explore 
this incredible city at their own pace, whether 
that be walking the Strip or hitting the 
blackjack tables.  

The quality of the business and social 
programs, as well as the stunning Expo, are 
what make the NADA Convention such an 
informative and exciting event. We take so 
much out of our yearly pilgrimage, as do the 
Dealers who accompany us on our Study Tour. 
We look forward to next year's event and hope 
you can join us. Bookings are now open, so 
make sure you secure your place.

JOIN OUR STUDY 
TOUR TO NADA 2018
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THE MOVE TO SINGLE TOUCH PAYROLL 
REPORTING (STPR) SETS A NEW STANDARD 
FOR PAYROLL REPORTING IN AUSTRALIA

From 1 July 2018, businesses that 
employ more than 20 people will be 
required to align with the Australian 

Tax Office’s (ATO's) Single Touch Payroll 
Reporting (STPR) requirements. The 
change means the ATO will be collecting 
payroll data in real time. As an employee 
receives a payslip, that information, 
including tax and superannuation 
payments, will also be electronically 
transmitted to the ATO at the same time.

It's a change that will have particular 
implications for the way most dealerships 
manage their payroll requirements. The 
threshold for mandatory participation 
includes businesses with 20 employees of 
any sort, not just full-time staff, so with a 
dealership being a people-intensive business 
there will be very few that won’t have a STPR 
requirement come 1 July 2018. Thankfully 
the change is something Dealers can start 
to prepare for now, starting with a review of 
their current payroll system and processes.

Why this change is so important

The move to STPR sets a new standard 
for payroll reporting in Australia. Most 
dealerships will be used to providing some 
high level payroll data (e.g. PAYGW) on a 
periodic basis, but now the ATO will have 
access to detailed real-time transactional 
data. This then means ATO compliance 
activities will be completed in real time, 
which we think will begin to change the way 
they engage with taxpayers when issues do 
arise.

The change could also affect the way this 
information is shared between other 
agencies, as it aligns with the ATO's current 
information sharing agreement. This means, 
for example, the ATO will potentially be able 
to share real-time payroll data with agencies 
like Office of State Revenue and Centrelink, 
instead of continuing to do it a year after the 
fact.

Superannuation payments will also be 
affected by the new STPR system. For 
the first time, the ATO is going to be able 
to match an employee's payment to a 

superannuation fund to an actual real-time 
payslip rather than waiting for an annual 
report from an employer, with no guarantee 
the money has actually made it to the 
individual superannuation account. 

What are the next steps?

Our advice is to review your current 
internal processes now to ensure you are 
ready come 1 July 2018. Consultation with 
your payroll software provider will be an 
important part of the review to confirm 
they have the capability to interface with the 
ATO’s systems. Equally important will be 
the consultation with your accountant and 
business advisors to ensure your current 
business practices are compliant with the 
various federal and state taxes that will be 
under the spotlight like never before.  

It is anticipated the ATO will start reviewing 
real time data from 1 July 2018, so those 
businesses that have planned early will be 
well placed to avoid any unwanted attention 
from the ATO.

FEATURES       Australian Automotive Dealer Association 

Randall Bryson
Partner,  
BDO Automotive



28  | DECEMBER 2017  |  automotivedealer.com.au

GREATEST EVER DEALER PRINCIPAL 
ATTENDANCE AT CONVENTION
More than 800 Dealers, dealership staff 

and representatives from associated 
industries spent a valuable two days at 

the 2017 AADA National Dealer Convention 
at the International Convention Centre 
Sydney, at Darling Harbour.

It was the best attendance in terms of Dealer 
Principals that we have ever had.

AADA was also thrilled at the high calibre of 
government interaction, with Federal Minister 
for Urban Infrastructure, Paul Fletcher, and 
former Treasurer, Peter Costello, addressing 
the Convention.

2018 Convention: ‘Prosperity in the Age of 
Automotive Disruption’

Next year’s AADA National Dealer 
Convention will be held from 4-6 September 
at the Gold Coast Convention and Exhibition 
Centre, with the theme ‘Developing Prosperity 
in the Age of Automotive Disruption’. 

Electric vehicles will be the first major 
disruption, with several countries, including 
Germany, France and the UK, announcing 
they will phase out internal combustion engine 
vehicles in the next decade or two.

Ride-sharing and car-sharing companies 
are setting their sights on the traditional 
ownership model, while autonomous 
developers aim to remove the driver altogether.

Change is a’comin’

In what was one of the best AADA 
Conventions yet, 2017 delegates heard from 
keynote speaker, former Treasurer, Peter 
Costello, that change was unstoppable and it 
was therefore essential to be prepared. 

Guest speaker, technologist and futurist, Steve 
Sammartino, said that change would come 
faster than everyone expected and predicted 
the shift from petrol to electric cars would 
be as swift and as universal as the change to 
smartphones. Within 10 years you won't be 
able to buy a petrol car, he foretold.

“When new technology arrives, customers can 

have their problems solved in different ways. That’s 
what technology does,” Mr Sammartino said. 

“The business that we are in is the problems 
that we solve, not the products that we sell. The 
products that solve people’s problems change; 
we have to change as well.”

Advancing innovation, technology and 
engagement

The 2017 Convention theme was conceived 
to address the challenges facing our industry 
as we move into a future of electric and 
autonomous cars, dealing with a new 
generation of customers and employees.

Facebook and Google led vital sessions, 
educating delegates on the strategies crucial for 
success in the digital age.

Facebook's Head of Automotive, Ted 
Bergeron, demonstrated 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. He shared with delegates how to create 
the kind of 'social experience' that will attract 
attention in the crowded digital space.

The Google Digital Event consisted of four 
sessions covering how to create an online 
presence that captures attention, showcasing 
best practice solutions from around the world 
both within and outside the automotive 
industry, including advanced strategies such as 
video content and re-marketing.

Former Telstra CEO and current CSIRO 
Chairman, David Thodey, spoke to one of 
the convention themes, 'Innovation'. He said 
businesses must create cultures that foster 
innovation, with the customer at the centre of 
decision-making.

“Being a customer-centric organisation is far 
deeper than just delivering great service,” Mr 
Thodey said.

“The most important thing you can do is to 
have such a customer-centricity that you never 
stand still. Because if you’re really listening 
to the customer, your business cannot stand 

still, because customers need change and 
they’re looking for more. Don’t get fooled into 
thinking customer-centricity is just about 
better service; it’s very deeply about what your 
company or your group stands for.”

Mr Thodey said Dealers should regard 
themselves not as being in the business of 
selling cars, but in helping people to get where 
they needed to go.

Innovation

“Innovation’s become a very popular term,” Mr 
Thodey said. 

“To me, innovation’s very simple: it’s the 
constant desire to improve, to never accept 
the status quo, to always do something 
better. Innovation can be the way I prepare 
a presentation, it can be the way I answer 
the phone, prepare an email, or it can be a 
really big innovation: a new design of a car or 
something like that.

“You’ve got to actually invest time in it in your 
organisation. You’ve got to say, ‘Hey, I want 
new ideas. I want new things to come out. I 
want you, the people of our organisation, to be 
forward-thinking and action-thinking about 
what you do’.”

Closely related to innovation was the concept 
of reinvention.

“I think companies move in five-year cycles, 
and you’ve got to keep reinventing yourself. 
What you did last year is not good enough for 
next year. And it’s the same in your careers; 
you’ve got to keep reinventing yourself.”

ACCC Chairman, Rod Sims, whose 
organisation has spent the past 12 months 
investigating the new car retailing industry, 
reassured Dealers that the ACCC did not hate 
them and was not out to get them.

In fact, Mr Sims called on manufacturers to 
stop putting the squeeze on Dealers through 
Dealer Agreements, policies and procedures, 
and step up to meet their consumer guarantee 
obligations under the Australian Consumer 
Law.
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He told delegates there was an imbalance 
in the manufacturer-Dealer relationship. 
This imposes on Dealers significantly, which 
ultimately affect consumers.

However, Mr Sims also reiterated the 
ACCC's determination that service and 
repair information should be shared with 
independent outfits in order to provide the 
best result (lower prices, greater choice) for 
consumers.

Former Federal Minister for Small Business 

and current Executive Chairman of the 
Franchise Council of Australia, Bruce Billson, 
told the Chairman's Dinner that Dealers must 
'tell their stories', to remind politicians and 
the general public that they are significant 
contributors to both the economy and the 
community.

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 they 
help them get what they want, and with 
governments, so they are abreast of planning 
and legislative developments likely to impact 
their business models.

Those who arm themselves with the knowledge 
and aptitude to grow with this new world 
should continue to thrive. Our world will 
continue to change as the disruptors turn their 
eyes on our industry, and we will redouble 
our efforts to ensure the 2018 Convention 
comprehensively addresses the issue.

http://activesocialwifi.com.au
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DIRECTIONS IN AUSTRALIA’S 
AUTOMOTIVE INDUSTRY
In November 2016 the Victorian Automobile Chamber of Commerce (VACC), in conjunction with the state and territory Motor Trades 
Associations of Australia, conducted a national survey of over 1,000 automotive business members. 

In a three-part series we will dissect the report, detailing the key findings, current state of play and recommendations for the future of our 
industry.

The 2016/17 Automotive Industry National Survey sampled all sectors of the automotive industry, collecting detailed information concerning 
the business environment, labour market, skill shortages and other key issues affecting automotive businesses.

The survey data, in conjunction with other data sources, formed a key input in the modelling of trends and projections for the automotive 
industry over the next three years.

The ‘Directions In Australia’s Automotive Industry’ report covers the size, scope, economic contribution, key trends and challenges shaping 
the direction of Australia’s automotive industry over the next few years. This will generate greater understanding and awareness of the 
industry beyond the era of passenger car manufacturing, including the broader impacts on the economy and society.

Business conditions

“Results obtained from the Automotive 
Industry National Survey indicate that most 
automotive businesses (39%) experienced 
variable business conditions during 2016,” the 
report says.

“On either side of this response were almost 
equal proportions of businesses reporting 
positive and below average business conditions 
(25% and 22% of respondents respectively).

“These responses were prevalent across most 
automotive sectors and jurisdictions, except 
for Western Australia where respondent 
ratings were equally highest for variable 
and below average business conditions. 
Western Australia also displayed the highest 
proportion of respondents encountering poor 
business conditions (13%) as shown in results 
by jurisdiction. Business conditions were 
recorded as being strongest in the Northern 
Territory and ACT.”

In what the VACC described as “a sign 
of cautious optimism”, the survey found 
that overall industry expectations are 
predominantly for mild growth over the next 
two years. This sentiment was displayed across 
all jurisdictions and most automotive sectors.

Trends impacting the industry

The report found that most automotive 
businesses are currently experiencing variable 
to positive business conditions. Western 
Australia has the highest proportion of 
businesses experiencing below average to poor 
business conditions 

High performing automotive businesses are 
observed to employ strategies that sustain the 
growth and overall momentum of the business 
compared to under-performing businesses.

“The industry is forecast to be on a declining 
employment and business trajectory to 
2018/19, due to the closure of car and 
component manufacturing and declines 
within the Motor Vehicle Retailing and Repair 
and Maintenance sectors,” the report says.

“Skill shortages are at their highest levels ever 
recorded, with a total shortage of 27,377 skilled 
personnel. This shortage is forecast to grow to 
35,083 during 2017/18 before moderating to 
31,202 in 2018/19.

Key reasons for skill shortages include: 
declining levels of new entrants into 
automotive trades, the poor quality of available 
labour and problems with attraction and 
retention of labour.

New vehicle sales are sensitive to changes 
in housing wealth and are forecast to grow 
linearly with growth in house prices.

The automotive industry will, in the next 
decade, undergo a process of transitional 
change greater than it has ever experienced.

The industry will face considerable disruption 
through the introduction of electric, 
autonomous and connected vehicles, along 
with changing patterns of car ownership and 
use. Over the coming decade, it is anticipated 
by many that the automotive industry will 
undergo a process of transitional change 
greater than anything it has ever experienced 

before. This change is expected to alter the 
structure, product and service delivery of the 
automotive industry, with few other industries 
forecast to encounter this level of disruption.

Positively performing businesses

One quarter of survey respondents reported 
positive business conditions during 2016, and 
this trend was displayed across all automotive 
sectors, except Bicycles. The trend was also 
distributed equally across metropolitan and 
regional areas and in all jurisdictions.

Light vehicle mechanical repair

Respondents reporting positive conditions in 
this sub-sector were consistently booked out 
for at least one week ahead or more during 
2016. Strong customer focus and service was a 
key focal point for these businesses along with 
many other practices including:

• keeping staff abreast of vehicle 
technology trends through regular 
training to deliver a real alternative to 
dealership servicing and repairs

• following up with customers after the 
completion of work to make sure they 
are satisfied

• developing a strong repeat customer 
base and generating new business 
referrals through aggressive 
advertising, marketing and word of 
mouth recommendations

• the development of business plans, 
goals and strategies to improve 
business profitability
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• conducting business management 
training for business owners and/
or hiring of appropriately qualified 
managers to facilitate a transition of 
the business to a higher performing 
status

• diversification beyond vehicle 
mechanical repairs into other sectors 
or industries such as motorsport, 
automotive electrical services and 
tourism

• specialisation in European branded 
vehicles and technologies, and

• the relocation and expansion of 
businesses from ‘stale’ or ‘saturated’ 
business environments to new areas 
with extensive housing developments 
and growing populations.

Motor vehicle retailing

Within the Motor Vehicle Retailing sector, 
17 per cent of survey respondents reported 
experiencing positive business conditions, 
and this was below the national average for all 
sectors. Whilst the volumes of new and used 
vehicle sales were reported as buoyant, intense 
competition and pressure from manufacturers 
to achieve sales targets was reported to 
have driven down margins for many new 
car Dealers. These claims are supported by 
ABS data that shows profit margins have 
consistently fallen over the last three years 
within the sector and are now amongst the 
lowest in the industry.

Motor vehicle and part sales

Reports of below average to poor business 
conditions within Motor Vehicle and Parts 
Wholesaling and Retailing sectors also 
displayed a strong regional bias. Weak 
economic conditions and associated 
consumer spending are cited as key factors by 
respondents along with:

• increased purchases of cheap vehicle 
parts over the internet by consumers

• lack of growth in vehicle fleet 
purchases by state governments

• reductions in new heavy vehicles sales, 
particularly in Western Australia due 
to a lack of new local infrastructure 
developments and major changes by 

ISUZU to their distribution network

• falling house prices, high 
unemployment and a lack of 
stimulation of the economy by 
government to support consumer 
confidence and sales in WA

• regional population decline across 
many states, and

• manufacturer pressures for Dealers to 
move stock resulting in lower Dealer 
margins and profitability. Also, claims 
that there are too many vehicle brands 
and models vying for a share of a small 
market, resulting in greater vehicle 
discounting by Dealers and lower 
profits.

Conclusions – high versus under-performing 
businesses

“Inevitably, local economic conditions play 
a key role in affecting the performance of 
individual businesses,” the report says. 

“A decade ago, Western Australia and other 
mining and resource states were outstripping 
those on the eastern seaboard in what was 
termed a ‘two-speed economy’. This situation 
has now reversed, with eastern states being 
buoyed by a booming housing market and 
infrastructure works, and previously buoyant 
mining states are suffering economically.

“However, despite differences in prevailing 
economic conditions across states and regions, 
the survey results indicate a distinct disparity 
in the performance of individual businesses 
that suggest some business owners are better 
equipped than others to run their business.”

The VACC observed that successful 
automotive businesses in all locations 
are proactive, whether it be investing in 
technology, staff training, finding alternative 
sources of revenue through diversification, or 
in general commercial and business acumen. 

“Business growth is a deliberate and planned 
strategy amongst this cohort. By contrast, 
businesses that are struggling tend to attribute 
their predicament on economic and other 
circumstances that are considered beyond 
their control. Adaptation to an ever-changing 
business environment in a timely and efficient 
manner is critically important for the future of 
all businesses in the automotive industry.

“Encouragingly, the survey results also 
reveal that many business operators that are 
presently struggling are considering measures 
to improve their performance. These include 
intentions to commit greater resources 
towards marketing, as well as diversifying and 
restructuring their businesses. For many, it 
is these intended actions that instil a sense of 
optimism for the future and characterise their 
expectations of mild growth over the next two 
years.”

Social contribution - urban planning and 
growth

“It is undeniable that the contribution of 
the automotive industry towards national 
employment and economic growth is 
significant,” the report says. 

“A lesser known but equally important 
contribution is the fact that over the 
past 100 years, the advancement of the 
automobile has helped shape all aspects 
of Australian society and continues 
to influence the development of new 
communities today.

“Australia is essentially a ‘car nation’, where 
driving remains the preferred form of 
mobility for the majority of the population. 
Australian Bureau of Statistics (ABS) data 
shows that 71 per cent of Australians travel 
to work or study by passenger vehicle as a 
passenger or a driver.”

The VACC found that just 16 per cent of 
Australians utilise public transport, while 
only 4 per cent walk and 2 per cent cycle. 
The majority (88%) of Australians also 
use a passenger vehicle to get to places 
other than work, such as to go shopping or 
visiting family and friends.

“This dominance of the motor vehicle 
as the preferred method of transport 
continues to shape the development of 
suburbia today, influencing the expansion 
of road and land use in both urban and 
regional areas to accommodate growing 
populations and commerce,” the report 
says. 

“For most people, the social independence, 
comfort and convenience in mobility 
afforded by motor vehicles will continue 
to influence their daily lives well into the 
foreseeable future.”
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NATIONAL VEHICLE FLEET – KEY FACTS
The VACC Industry Report provided 

a snapshot of the current state of 
the Australian automotive industry. 

Here’s a look:

Composition

As at 31 January 2016 there were 
approximately 18.4 million registered vehicles 
on Australia’s roads. The national vehicle fleet 
grew by 380,000 vehicles, or 2.1 per cent, since 
2015, and over the past decade vehicle growth 
has averaged 2.4 per cent per annum.

Passenger vehicles comprise just over 75 per 
cent of the national fleet, followed by light 
commercial vehicles (16.2%), motorcycles 
(4.5%), heavy rigid trucks (1.8%), light rigid 
trucks (0.8%) and other vehicle types (1.5%). 

Age

The average age of Australia’s vehicle 
fleet is 10.1 years, with passenger vehicles 
representing the youngest vehicles on road 
(9.8 years’ average age) and campervans and 
heavy rigid trucks the oldest (17.4 and 15.7 
years respectively). Vehicles up to five years of 
age account for the largest proportion of the 
national fleet (30.5%), followed by vehicles 
aged 6-10 years (27.2%), 11-15 years (21.2%) 
and 16 years and over (21.0%). The average 
age of the vehicle fleet has not fundamentally 
changed since 2006.

Scrappage rate

Approximately 800,000 registered motor 
vehicles (excluding motorcycles) were 
scrapped between 2015 and 2016. That equates 
to 4.4 per cent of the national vehicle fleet. The 
vehicle scrappage rate has remained relatively 
consistent over the past five years.

New vehicle market

Just under half of all new vehicles sold in 2016 
(48.5%) were private vehicle sales, with sales to 
businesses, government and the rental market 
accounting for 42.9, 3.5 and 5.1 per cent 
respectively.

Over two-thirds of new vehicles sold in 2016 
were petrol vehicles (67.1%), followed by 
diesel vehicles (31.7%), hybrid electric vehicles 
(1.1%), LPG vehicles (0.1%) and battery 

electric vehicles (0.01%). Diesel vehicles 
(particularly light commercial) represent the 
fastest growing vehicle segment, growing at 
more than twice the rate of petrol vehicles and 
up by almost 60 per cent since 2011.

Used vehicle market

Unlike new vehicle sales statistics, which are 
collected by the FCAI, there is no central 
authority responsible for the comprehensive 
collection of used vehicle sales data.

Proxy estimates for used vehicle sales 
nationally can be obtained through transfer 
of vehicle registration data, which is available 
from state and territory vehicle registration 
authorities. Whilst there are some issues with 
the classification and quality of vehicle transfer 
data in each jurisdiction, the data in aggregate 
provides a reasonably good indication of the 
size of the used vehicle market.

Vehicle transfer data collected from each 
jurisdiction indicates that nationally, there 
were approximately 3.88 million used vehicles 
sold in 2016. This places the used vehicle 
market at 3.3 times the size of the new vehicle 
market in Australia, with annual combined 
new and used vehicle sales of approximately 
five million.

Business Structure and Profitability 

The overwhelming majority of the automotive 
industry (96.5%), is comprised of small and 
family-owned enterprises operating across the 
automotive spectrum.

Small businesses with between 1-19 
employees account for the largest share of 
automotive businesses (54.6%), followed 
by sole proprietors with no employees 
(41.9%). Furthermore, it is estimated that 
approximately three quarters of all businesses 
are independently owned and operated, with 
one quarter operating under a franchise 
agreement.

Most enterprises (45.3%) have a reported 
annual turnover of between $200,000 to less 
than $2 million, with 13.2 per cent reporting 
an annual turnover of $2 million or more. A 
considerable proportion of businesses (12.8%) 
have a reported annual turnover of less than 
$50,000.

Over the past three years, the Motor Vehicle 
and Motor Vehicle Parts Wholesaling sector 
consistently recorded the highest proportion 
of businesses making a loss, with 37.2 per cent 
of businesses within the sector recording a loss 
in 2015/16. 

By contrast, the Repair and Maintenance 
sector recorded the lowest proportion of 
businesses making a loss in recent years, with 
11.6 per cent of businesses recording a loss in 
2015/16. On average, approximately 26 per 
cent of all automotive businesses made a loss 
in 2015/16, slightly down from 27 per cent in 
years 2013/14 and 2014/15.

In terms of actual profit margins, profit 
margins are low and declining across many 
sectors of the industry. The Repair and 
Maintenance sector recorded the highest profit 
margin in 2015/16 (12.2%), with Transport 
Equipment manufacturing recording the 
lowest margin (1.1%). Over the past three 
years, the Motor Vehicle and Motor Vehicle 
Parts Retailing sector has witnessed a 
continual decline in profit margins, down 
from 3.5 per cent in 2013/14 to 2.6 per cent in 
2015/16. The average profit margin across all 
industry sectors was 4.5 per cent in 2015/16, 
down from 5 per cent in 2013/14.

State by state

New South Wales and ACT

NSW recorded an aggregate employment of 
95,257 people within the automotive industry 
in 2015/16. This represents a decrease in 
industry employment of 9,519 people (or 9.1 
per cent) over the previous year. The decline 
in employment incorporated most sectors of 
the industry, except for Fuel Retailing which 
experienced a 27 per cent increase in full-time 
employment over the period. Year to date 
industry employment data (February 2017), 
however, shows a stable trend in industry 
employment.

Victoria

Victoria recorded an aggregate employment 
of 102,810 people within the automotive 
industry in 2015/16, a decline of 1,170, (or 1.1 
per cent), from 2014/15 (103,980). Most of 
this decrease in employment occurred within 
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the Motor Vehicle and Motor Vehicle Parts 
Wholesale and Retail sectors and, to a lesser 
extent, within the Motor Vehicle and Parts 
Manufacturing sector.

Queensland

Queensland recorded an aggregate 
employment of 88,181 people within the 
automotive industry, an increase of 5,053, (or 
6.1 per cent), from 2014/15 (83,128).

Most of this increase in employment was 
associated with increases in full-time jobs 
within Motor Vehicle Parts and Tyre Retailing, 
Fuel Retailing and the Motor Vehicle Retailing 
(employment growth of 31%, 19% and 17% 
respectively).

South Australia

South Australia recorded an aggregate 
employment of 29,026 people within the 
automotive industry in 2015/16, a decline 
of 1,667, (or 5.4 per cent), from 2014/15 

(30,693). This reduction was largely confined 
to the Motor Vehicle and Motor Vehicle Parts 
Wholesaling, Fuel Retailing and Automotive 
Repair and Maintenance sectors.

The closure of passenger car manufacturing 
operations by Holden in South Australia on 20 
October 2017 will result in further reductions 
to South Australia’s automotive workforce, 
with approximately 1,000 workers involved 
in production, engineering and support roles 
impacted, along with more substantial negative 
flow-on effects to associated businesses within 
the supply chain.

Western Australia

Western Australia recorded an aggregate 
employment of 38,878 people within the 
automotive industry in 2015/16, a decline 
of 7,706, (or 16.5 per cent) from 2014/15 
(46,584). Proportionally, this represents 
the largest decline of all jurisdictions. The 
reduction in employment was spread across 
most automotive sectors, except for the Motor 

Vehicle Parts and Tyre Retailing and Marine 
Equipment Retailing sectors, which grew by 
767 and 29 people respectively.

Tasmania

Tasmania recorded an aggregate employment 
of 7,049 people within the automotive industry 
in 2015/16, an increase of 333 people, or 5 
per cent, from 2014/15 (6,716). This increase 
was largely attributed to a rise in full-time 
employment within the Motor Vehicle 
Retailing sector.

Northern Territory

The Northern Territory recorded aggregate 
employment of 3,971 people within the 
automotive industry in 2015/16, an increase 
of 247, or 6.6 per cent, from 2014/15 (3,724). 
This increase was mainly distributed across 
Fuel Retailing, Motor Vehicle and Parts 
Wholesaling and the Motor Vehicle parts and 
Tyre Retailing sector.

Contact Phil Ward on 0414 991 419

Gtechniq was born out of pure science, the love of cars and the desire to create the best 
car care products, with a focus on protective coatings – the cornerstone of our success. 

  Exclusive to automotive dealers
 National lifetime warranty
 Nano composite coating 
 Scientifically proven
 Extreme durability
  Interior protection includes BioCote
  Protects against UV light, bird and 
bat droppings, acid rain, tree sap, 
bug splatter as well as road grime

Features:

LIFETIME WARRANTY

TOTAL SURFACE 
PROTECTIONPlatinum

EXCLUSIVE TO AUTOMOTIVE DEALERS

Unprotected

without Platinum protection

Industrial
fallout & dirt

UV Rays Acid
rain

Detergent

Protected

with Platinum protection

Industrial
fallout & dirt

UV Rays Acid
rain

Detergent
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My Trade Start is a Registered Training Organisation (#40733) 

specialising in automotive dealership training across New South 

Wales and Victoria. 

One day per month at our Training College.

Reduced unapplied hours.

One day per month on site at your workshop.

Our training has been designed by dealers.

Fast paced learning environment designed to challenge and 

motivate apprentices towards completion.

Our trainers work with your Service Managers throughout the 

process to provide monthly feedback on each of your 

apprentices' progression.

We provide on-site mentoring whilst your apprentice is 

completing their apprenticeship.

PERFORMANCE INSPIRED

11-13 Byrne Street, Auburn NSW 2144 
02 9891 6900 

www.mytradestart.com.au 
info@mytradestart.com.au

http://www.mytradestart.com.au


Drive traffic to where it 
matters most . . .
      your showroom

The hugely successful US model is now exclusively 
available in Australia from Fusion Business Solutions.

AutoHook uses an innovative 
blend of digital marketing, 
data science, execution and 
an award-winning sales 
attribution engine to drive 
the highest intent to buy 
customers straight into 
dealer showrooms.

But best of all, 
it’s simple 

and it works.
“We are very pleased with our AutoHook 
results. The customers who visit our dealership 
with AutoHook test drive offers are in-market 
and considering a vehicle purchase.” 

Stephen Markham, General Manager, North Park 
Subaru, Dominion, United States
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GET SERIOUS ABOUT CYBER SECURITY
On 13 February 2017, the Australian 

Senate passed the Privacy Amendment 
(Notifiable Data Breaches) Bill 2016 

(Bill). The Privacy Amendment (Notifiable 
Data Breaches) Act 2016 will introduce a 
mandatory data breach notification rule which 
will come into effect in February 2018.

The Australian Cyber Security Centre (ACSC) 
identified 47,000 cyber security incidents in 
2016/17, a 15 per cent increase on the previous year. 
Many of these were online scams or frauds. They 
cost Australian businesses more than $20 million.

The new law will apply to all APP entities currently 
subject to the Australian Privacy Principles under 
the Privacy Act 1988 (Cth), which are Australian 
Government agencies and private sector 
organisations with an annual turnover of more 
than $3 million P.A. It will also apply to certain 
credit providers, credit reporting bodies and 
holders of tax file number information.

Peet Jordaan, Technical Service Director at Hal 
Group, a company specialising in cyber security, 
told Automotive Dealer that under the new law, 
unless an exception applies, businesses must 
notify ‘eligible data breaches’ to the Office of the 
Australian Information Commissioner regarding 
affected individuals as soon as possible. This 
must be reported immediately after the business 
becomes aware that “there are reasonable grounds 
to believe that there has been an ‘eligible data 
breach’ of the entity”.

“It is critically important to ensure compliance 
with the new law,” he said. 

“It is mandatory for any business that falls under 
the new law to report any data breach that occurs. 
Businesses will also need to look at implementing 
or reviewing current processes to meet the various 
assessment and notification requirements.” 

Serious or repeated failure to comply could expose 
the affected business to material civil penalties. 
Fines of $380,000 apply for an individual and 
a fine of $1,800,000 applies to an organisation. 
There is also the risk of reputational and 
associated commercial damage, as infringements 
will be publicised.

“It is essential that businesses are proactive in 
responding to a data breach incident and that they 
take such preventative action necessary before any 
serious harm occurs to the affected individuals,” 
Mr Jordaan said.

Key points: 

• Businesses that turn over greater than $3 
million P.A. are now required by law to 
declare any form of IT breach of private 
information to the affected clients, the 
entire client database and a government 
reporting agency.

• Breaches are subject to significant fines 
for both the business and all registered 
directors/boards (no longer “just an IT 
issue”)

• Private information primarily relates to:
- Credit card/banking details/financially 

sensitive data
- Medicare cards
- Photos or sensitive files that may cause 

distress if exposed

An ‘eligible data breach’ occurs where there has 
been: 

(a) Unauthorised access or disclosure, or loss of 
information where unauthorised access or 
disclosure is likely, and/or 

(b) A reasonable person would conclude that 
the access or disclosure would likely result 
in serious harm to the individuals to whom 
the information relates, whether that harm is 
financial, reputational, physical or otherwise. 

Who is subject to the new conditions?

(c) APP entities, credit reporting bodies, tax 
file number recipients holding information 
subject to the information security 
requirements under the Privacy Act. 

When is the requirement to notify triggered?

(d) When an entity is aware that there are 
reasonable grounds to believe that there has 
been an ‘eligible data breach’ of the entity. 

Are there any exceptions applying to the 
notification requirements?

(e) Yes, there are a range of exceptions, including 
where the affected entity takes sufficient 
remedial action in response to the eligible 
data breach before it causes serious harm. 

What does notification involve?

(f) The entity must notify the OAIC and 
all individuals affected by the breach. If 
impractical to notify all affected individuals, 
the entity must publish a statement on its 
website and publicise the content of the 
statement. The notification must set out 
certain matters about the eligible data breach. 

What are the possible sanctions and financial 
penalties? 

(g) Serious or repeated failure to comply could 
expose the affected entity to the risk of 
material civil penalties. Fines of $380,000 
apply for an individual and a fine of 
$1,800,000 applies to an organisation. There 
is also the risk of reputational and associated 
commercial damage. 

How do data breaches occur? 

Data breaches occur in many ways. Some 
examples include: 

• Databases containing personal 
information being ‘hacked’ into 
or otherwise illegally accessed by 
individuals outside of the agency or 
organisation. 

• Employees accessing or disclosing 
personal information outside the 
requirements or authorisation of their 
employment. 

• An agency or organisation mistakenly 
providing personal information to the 
wrong person, for example by sending 
details out to the wrong address. 

• An individual deceiving an organisation 
into improperly releasing the personal 
information of another person. 

“It is important to ensure compliance with the 
new law,” Mr Jordaan said. 

“It is mandatory for any business that falls 
under the new bill to report any data breach 
that occurs. Businesses will need to look at 
implementing/reviewing current processes 
to meet the various assessment/notification 
requirements. 

“This is an ideal time to review how your 
company manages their information 
(and manages itself) to take stock of its 
information assets, its data protection 
measures (including response activities) and 
to ensure it minimises the risk of a breach in 
the first place.”

Who is affected and how? 

The Bill primarily supplements the existing 
obligations of a business, which requires an entity 
holding personal information to take reasonable 
steps to protect information from unauthorised 
disclosure, misuse, interference and loss. 

Key features 

• Under the Bill, where an entity is aware 
that there are reasonable grounds to 
believe that there has been an ‘eligible 
data breach’ of the entity, then it must 
comply with the notification obligations. 

• As soon as practicable after the entity 
becomes aware, it must prepare a 
statement that addresses certain matters 
in relation to the eligible data breach. 
They must also provide a copy of the 
statement to the OAIC and any affected 
individuals. 
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• Where it is not practical for the entity to 
notify all affected individuals, the entity 
must publish a copy of the statement 
on its website. They must also take 
reasonable steps to publicise the content 
of the statement. Customers must be 
made aware that a breach has occurred 
so that they can take necessary steps to 
mitigate harm to themselves. 

•  The statement must include the identity 
and contact details of the entity, a 
description of the ‘eligible data breach’, 
the kind or kinds of information 
concerned and the recommended steps 
for individuals to take in response to the 
breach. 

• If an entity suspects an ‘eligible data 
breach’, the Bill also requires that entity 
to carry out an assessment of whether 
there are reasonable grounds to believe an 
‘eligible data breach’ has occurred. 

• A failure to notify an ‘eligible data 
breach’ is an “interference with the 
privacy of an individual” under the 
Privacy Act. Serious or repeated 
interferences with the privacy of an 
individual can give rise to civil penalties. 

The Bill essentially requires eligible data breaches 
to be notified where a reasonable person would 
conclude that the access, disclosure or loss would 
be “likely to result in serious harm” to the affected 
individual. The Explanatory Memorandum notes 
that the phrase ‘likely’ is intended to mean ‘more 
probable than not’. 

Importance of security measures in reducing 
the risk of an ‘eligible data breach’ 

“This highlights the importance of implementing 
robust security technology and solutions,” Mr 
Jordaan said. 

“Where entities have implemented such 
measures, this will significantly lessen the risk of a 
data breach (both in practice and when assessing 
whether an ‘eligible data breach’ has occurred).” 

Be proactive about information security 

It is essential that businesses are proactive in 
responding to a data breach incident and that 
they take such preventative action necessary 
before any serious harm occurs to the affected 
individuals. This is reflected by the ‘remedial 
action’ exception to the notification requirement 
in the Bill. Under this exception, where: 

• there is unauthorised access to, 
disclosure or loss of information but the 
entity acts before it results in any serious 
harm to the affected individual, and 

• because of the action a reasonable 
person would conclude that the access or 
disclosure would not be likely to result 
in serious harm to the individual, then 
the unauthorised access or disclosure is 
deemed to have never been an eligible 
data breach. 

Responsibilities for notification 

If an entity complies with the relevant notification 
requirements in relation to an eligible data 
breach, and that eligible data breach has also 
occurred in relation to other businesses, then 
those other businesses do not need to comply 
with the notification requirements in respect of 
that eligible data breach. This exception ensures 
that where multiple businesses are affected by a 
single incident, only a single notice by one of the 
affected businesses will be required.

The new bill highlights the exposure that 
businesses currently have in an ever-changing 
digital economy and the need to protect the data 
that has been provided by your customers.
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GOOD NEWS ON THE TAX FRONT

Son of Holdback – the final push

Many Dealers will recall the very pleasant feelings 
generated when the ATO refunds for holdback 
and Son of Holdback hit their bank accounts. 
It is, however, worth noting that while the vast 
majority of issues surrounding those GST refund 
entitlements have long since been settled, a few 
categories of incentives have remained in the too 
hard basket and are yet to be resolved.  

 As ever, Deloitte has led the charge to try and 
ensure the best possible result for Dealers that 
have preserved claim rights for these incentives. 
Deloitte has been working closely with Senior Tax 
Counsel and has shared Senior Counsel’s views 
with the ATO. The ATO is currently considering 
its response to the legal opinion, provided by 

Deloitte, that covers a range of incentives yet to 
be resolved, including some (but not necessarily 
all) demonstrator/service loan car incentives, 
advertising/marketing incentives and parts 
incentives.

 At this point we are not in a position to predict 
the eventual outcome. However we do note that 
in the past, when dealing with these type of motor 
Dealer GST refunds, the ATO has approached 
the resolution process with an open mind and has 
understood the practical difficulties facing Dealers 
to substantiate claims for such historic periods. 
Deloitte remains hopeful the ATO will want to 
conclude these outstanding matters in the same 
positive spirit, particularly given the GST refunds 
are only in respect of the past which, in some cases, 
date back to the commencement of GST and the 
July 2000 tax period.

Interest for GST refunds

Deloitte is also at the forefront of another issue that 
could be beneficial for many Dealers, as well as 
for taxpayers, across a broader range of industries. 
They have challenged the way the ATO applies the 
interest provisions of the legislation to refunds of 

overpaid GST. In a nutshell, Deloitte believes the 
taxpayer should be paid interest, recognising the 
time value of money, from the date of lodgement 
of the original BAS to which a refund relates. The 
ATO, on the other hand, believes interest is only 
paid from a later date after the refund has been 
notified to them. Just to be clear, the challenge 
relates to interest payable by the ATO to taxpayers 
in circumstances where GST has been over-paid. 
While not all GST refunds will fall within the 
scope of this action, if successful a decision could 
give rise to additional interest payments for some 
Dealers in respect of at least some refunds.  

 So, again, no certainty on the outcome, but the 
fact that a longstanding view of the ATO is capable 
of being looked at with fresh eyes by the Federal 
Court is very much a positive. Following a hearing 
on this matter in July, we hope the decision will be 
handed down in the near future.

We know that Dealers have to approach their 
operations with an innovative strategy in order to 
survive and Deloitte believes the same approach 
should be taken with tax compliance. It does Dealers 
no good to incur costs, including tax, needlessly.

André Spnovic
Partner, Indirect Tax, 
Deloitte Tax Services 
Pty Ltd

http://www.broadwayequipment.com


THE FUTURE OF MOBILITY

Recently NRMA stated Australia’s 
relationship with the car will change 
dramatically within the decade. 

The 86-page report identified various 
levels of government as the instigators of 
change implementation, rather than the 
automotive industry. 

Grant Cameron, Automotive Sector Leader at 
Deloitte, said the paper cited the government 
needs to be an instigator of: 

1. Developing a holistic mobility policy for 
the future

2. Finalising legislation for trials of 
autonomous vehicles

3. Government should invite OEMs to run 
citizen-focused autonomous vehicle trials

4. Local governments should promote car 
sharing

5. Federal Government should abolish 
Luxury Car Tax as the tax provides a 
disincentive to buying certain electric 
vehicles.

“The automotive sector will see a lot of change 
in coming years,” Mr Cameron said. 

“Most say different mobility and ownership 
models will be made available by technology 
fuelled by society’s will to find solutions for fast 
paced urban environments, future cities and 
social conscious generations who interact with 
the ‘now economy’.”

A Deloitte summary, titled The future of 
mobility, says that as the future of mobility offers 
potential growth and new sources of value 
creation, it presents new types of risk. 

“The very innovations that aim to enhance the 
way we move from place to place entail first-
order cybersecurity challenges. And the dangers 
that promptly come to mind – such as hacked 
autonomous vehicles crashing – only begin to 
scratch the surface; indeed, they may not even 
represent the most likely or high-stakes threats. 

“Shared vehicles could hold data from hundreds of 
unique users, making them a ripe target for digital 
thieves. Connected and increasingly autonomous 
vehicles may provide new opportunities for 
malicious ransomware. And as mobility managers 
take the hassle out of travel by managing end-to-
end trip planning, they could gain an increasingly 
holistic view of people’s lives, including where they 

go, when, and for what purpose, accumulating 
data and raising the stakes even further.”

According to Deloitte, the path forward should 
incorporate a comprehensive approach to 
cybersecurity that makes connected vehicles 
and the associated ecosystems secure, vigilant, 
and resilient. 

“This likely involves a radical change to how 
organisations address cybersecurity: 

Secure. Establish risk-focused controls around 
the most sensitive assets, balancing the need 
to reduce risk while also enabling productivity, 
business growth and cost optimisation. 

Vigilant. Develop monitoring solutions focused 
on critical business processes. By integrating 
threat data, IT data and business data, 
companies can equip themselves with context-
rich alerts to help prioritise incident handling 
and streamline incident investigation. 

Resilient. Rapidly adapt and respond to 
internal or external changes – opportunities, 
demands, disruptions, or threats – and continue 
operations with limited impact to the business.”

Mr Cameron said cyber risk poses perhaps the 
greatest threat to the future of mobility, and data 
governance, privacy and protection will likely 
be of paramount importance as individuals and 
organisations move to make it a reality.

“Just as collision warning systems and anti-lock 
brakes haven’t eliminated all road mishaps, a 
world of shared and autonomous vehicles can 
never be risk-free. A key challenge for players 
in the mobility ecosystem lies in making the 
degree of risk acceptable to both consumers 
and regulators. As automakers, technology 
companies, governments and others place 
bets on how and when the future of mobility 
may unfold, those moves could be for naught 
without a broad understanding of the myriad 
cyber threats likely to emerge – and a concrete 
plan to address them.”

Other industries are also dealing with 
cybersecurity issues, and players in the mobility 
ecosystem can look to others for similar 
solutions, although the specific implementation 
of those solutions would need to be carefully 
shaped to fit the auto industry’s unique needs. 

What steps companies take also likely depend 
on which ecosystem roles they intend to play. 

In The future of mobility, Deloitte envisioned 
four co-existing future states of mobility: some 
quite similar to today’s landscape and others 
that posit more ambitious vehicle sharing and 
autonomous driving possibilities.

Each of the four future states of mobility 
brings a unique set of data-related risks and, 
consequently, a unique set of challenges and 
required solutions. 

Future State 1: This is the most conservative 
vision of the future, in which vehicles would 
remain individually owned and operated, much 
as most are today. 

“Yet even here, vehicles are expected to become 
increasingly connected and data-centric 
(creation, consumption, analysis, etc) and to 
employ advanced driver-assist technologies 
(stopping short of full autonomy). As vehicle 
designs advance, their security capabilities 
should evolve too. Enhanced security features 
will likely be based on in-vehicle technology 
and features already present in today’s cars. This 
enhanced security would need to secure current 
technology and features while continuing to 
evolve to protect the incremental changes we 
expect providers to develop in Future State 1.

“As with smartphone development today, it 
is likely that hardware and software vendors 
will collaborate in the design and production 
of future vehicles and other mobility 
infrastructure. Consider a hypothetical software 
developer partnering with a V2X device 
manufacturer that ships and configures devices 
that enable connected infrastructure. When the 
developer’s lead engineer leaves the company, 
he takes with him critical trade secrets and 
knowledge of a back door into the root of the 
V2X system. Perhaps because of discontent 
with his former employer, he leaks information 
about the security bypass, making vulnerable 
hundreds of thousands of installed and active 
devices. The attacks could begin as irksome 
pranks but soon escalate: targeting one city, 
hackers could manipulate information to tell 
traffic apps and rideshare vehicles that there is 
construction on every street, causing accidents 
and delays in emergency service response. Next, 
they could remotely quadruple the amperage 
of electric vehicle charging stations and begin 
starting fires. 

“Of course, companies work to maintain 
safeguards against single bad actors causing 
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such widespread harm, but plenty can sneak 
through. In a recent survey conducted by 
the Manufacturers Alliance for Productivity 
and Innovation and Deloitte, manufacturing 
executives traced 42 per cent of cyber incidents 
to insider threats’.”

Future State 2: With the rise of the ‘sharing 
economy’ and the growth of ridesharing and 
carsharing companies, a second potential future 
state sees the possibility of continued expansion 
of shared mobility, even as vehicles remain 
human-controlled. 

“We see glimpses of this future state today, 
providing a window into the potential 
cybersecurity challenges, but accelerating 
adoption could dramatically increase the 
scope, magnitude and complexity of these 
threats. With the proliferation of social media, 
ridesharing and other mobile applications, 
access to a consumer’s smart device can expose 
her to additional risks,” the Deloitte report says. 

“In particular, protecting the personal 
information of both drivers and riders becomes 
a high priority. Some nefarious parties would 
find this information valuable, and ridesharing 
and carsharing companies present an attractive 
target. Payment systems can expose credit 
and banking information to potential theft. 
Navigation and location information can 
compromise customer privacy, requiring 
providers to keep on-board communications 
secure.”

As automotive companies and technology firms 
consider expanding their services to include 
shared mobility, they should consider the 
unique risks and cyber threats that accompany 
this business model.

“Just as flight data recorders collect information 
about what happens in a cockpit, connected 
vehicles absorb details about what their owners 
and passengers do once they climb in. But 
vehicle-based technology can also compile 
and analyse data to generate less obvious 
insights: For instance, devices can be taught to 
differentiate between a set of users based solely 
on brake pedal input. In-depth data collection 
will likely become increasingly common with 
shared vehicles, as customers come to expect 
seamless integration with the rest of their digital 
lives. Many parties eagerly await unrestricted 
access to these data, including standard players 
such as data brokers and insurance carriers, 
but pairings are forming to monetise the data 

in new ways. Some rideshare providers already 
offer the ability to sync a passenger’s streaming 
audio service with the vehicle while she rides.

“Now, imagine a scrapper picking over parts 
in a junkyard. She skips the fenders, doors 
and air bags. The real money could be in the 
CPU modules – not for use in repairs or as 
replacements but, rather, for their data. Each 
module might contain a wealth of valuable 
information – for instance, a data recorder from 
a rideshare vehicle may well contain a list of the 
previous owners’ linked smart devices, with 
addresses and ID numbers, along with a full 
history of everywhere the donor vehicle went 
in the year before the accident that wrecked 
it, as well as hundreds of account numbers 
and logs that can be used to link passengers 
to phone numbers, addresses and payment 
histories. A good set of data might fetch a much 
higher price online than individual resale of 
replacement parts.”

Tomorrow’s vehicles are expected to know 
much about their owners and users – and for 
many this is a growing concern. Would the 
manufacturer of the vehicle own those data? 
What about the person who bought, borrowed, 
or is simply a passenger in that vehicle? How 
might our legal systems consistently define 
ownership? What would happen when the 
vehicle crosses boundaries of jurisdiction? 
How would a police agency handle logs from a 
connected vehicle involved in an accident? At 
the end of their lives, who would be responsible 
for wiping clean obsolete data recorders? 

Many companies that issue electronic devices 
to their employees have wiping procedures for 
laptops and mobile devices upon end of lease or 
separation, which includes encryption, factory 
resets or other data erasure procedures. In one 
survey, more than half of respondents indicated 
their company had a formal secure IT asset 
disposition policy. Similar procedures could be 
adopted upon change of ownership or at the 
end of a vehicle’s useful life. 

Future State 3: The adoption of personally 
owned, fully self-driving cars. While much 
of the core autonomous functionality may be 
self-contained within the vehicle (making it 
relatively less vulnerable to attackers), self-
driving vehicles would need to communicate 
with the outside world through sensors, vehicle-
to-everything (V2X) capabilities, GPS software 
and other systems. 

“As with Future State 1, when working as 
intended these connected cars may have 
the potential to help improve the passenger 
experience, but they also likely open up new 
vulnerabilities. Last year security researchers 
were able to use a flaw found in an OEM-
provided application to run down an electric 
vehicle’s battery, potentially stranding the 
vehicle owner. While this flaw was addressed, 
this example highlights an escalating threat 
landscape caused by increased connectivity. 
And in an autonomous vehicle, where the car’s 
systems would be fully in control of the vehicle, 
the potential damage caused by an intrusion or 
flaw could be fatal.”

While runaway autonomous cars might 
capture the imagination, the possibility of more 
conventional threats looms just as large. Today 
many automakers install software-related 
recalls and patches in person, one car at a 
time, at the dealership. It can be challenging 
to get car owners to respond to these service 
requirements, especially when the vehicle seems 
to be operating normally. 

With far more onboard software needing 
regular security and navigational updates, 
autonomous vehicles in the new mobility 
ecosystem will likely have dedicated 
communication lines back to the manufacturer 
for instant transmission of software-related 
recalls and patches. Updates to vehicle systems 
would be handled in a similar way as with smart 
devices and computers today, with patches 
downloaded wirelessly and applied when the 
device in question is not being used. 

“With each new connected feature creating a 
new attack surface, how to maintain security?” 
Deloitte asks. 

“Automakers and software developers can learn 
from the approach that content delivery services 
have taken to prevent tampering. Satellite and 
cable media providers address this by including 
digital relays, fault recorders, equipment 
diagnostic packages, automation equipment, 
computers, programmable logic controllers, and 
communication interfaces. 

“But this process has been uneven and often 
ad hoc. Content providers are limited by the 
capabilities of end users’ technology. In the past, 
devices such as satellite receivers were barely 
able to authenticate subscribers over the air 
without compromising the content’s quality, 
just as vehicle networks today strain to secure 
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communications between modules in a given 
vehicle. Security was layered on incrementally 
as the receivers became more powerful, but 
content thieves and disruptors were able to 
use the same technology in the receivers to 
circumvent security. 

“A similar process will likely play out in the 
connected and autonomous vehicle space 
unless automotive technology suppliers take 
steps to implement the lessons learned from 
secure content providers in other sectors. 
Secure content delivery today is encrypted 
and authenticated at both ends, with rotating 
security keys that are impractical to crack 
within the designated response window. Access 
to the automated systems that facilitate these 
actions are often limited and routinely checked 
for exploits and remote tampering.” 

Autonomous vehicle developers currently 
protect their prototypes from these issues by 
having a human operator who takes control 
in the case of failure or fault, but this approach 
is not expected to be extended to consumer-
owned vehicles. In particular, the Department 
of Transportation Automated Vehicles 
guidelines specify that, “fallback strategies 
should take into account that . . . human 
drivers may be inattentive, under the influence 
of alcohol or other substances, drowsy, or 
physically impaired in some other manner.”

Additionally, autonomous vehicles may operate 
in a mode where no human driver is present 
to take over in the case of failure – for example, 
if a self-driving car ‘delivers’ itself to the shop 
for maintenance. The policy does not specify 
how autonomous vehicles should behave in 
these circumstances, and autonomous vehicle 
developers and researchers will have to work to 
ensure they develop a safe approach. 

For some consumers, putting their safety into 
the hands of an automated vehicle would 
require a new level of trust in the security, 
integrity and functionality of vehicle and 
infrastructure technologies. Autonomous 
cars are expected to have numerous on-board 
attack vectors, including radar, cameras, 
GPS, ultrasonic sensors, V2X and other 
networking capabilities, not to mention 
the related infrastructure components and 
technologies on which these sensors may 
depend. The architectural and operational 
(think monitoring, vulnerability management, 
security operations, etc) requirements for fully 
automated vehicles are considerably higher 
than for partially automated or assisted driving 
vehicles. Stout vehicle technology to support 
cybersecurity and individual privacy must be a 
primary concern. 

Future State 4: Finally, an increase in 
car- and ridesharing and the maturation of 
vehicle automation could converge at a point 
of ‘accessible autonomy’, in which many 
individuals can reach destinations by simply 
requesting rides from nearby autonomous 
fleets. This future state is most likely to begin 
with urban commuters in large cities but could 
quickly spread as capabilities and consumer 
willingness expands. The adoption of these 
technologies could spur the emergence of an 
integrated intermodal mobility ecosystem 
that offers safer, cleaner, cheaper, and more 
convenient transportation. 

This future state includes the same security 
vulnerabilities and personal data theft as other 
future states – and would present a problem 
of another order of magnitude, since a hacker 
breaching ‘smart’ infrastructure or a large fleet 
of shared autonomous vehicles could inflict 
dramatically greater damage.

In every future state, cars and their occupants 
will likely need to place additional trust in 
on-board technology, raising the stakes for 
vehicle cybersecurity. Security researchers have 
highlighted vehicle vulnerabilities, engaging the 
interest (and possibly the imagination) of the 
public, regulators, elected officials and many 
others. Successfully addressing those risks is 
expected to require both consensus on the 
overall standards to be met and a broad effort to 
make the future of mobility secure, vigilant and 
resilient.

The big picture: reaching consensus 

While the possible advances that comprise the 
future of mobility bring with them significant 
new potential threats, the dangers are hardly 
insurmountable, partly due to a growing 
awareness of the importance of cybersecurity 
among the general public, federal, state, and 
local governments, as well as regulatory and 
standards bodies. One example: In 2016 the 
FBI and the NHTSA issued a warning to the 
general public and manufacturers of vehicles, 
vehicle components, and aftermarket devices 
to “maintain awareness of potential issues and 
cybersecurity threats related to connected 
vehicle technologies in modern vehicles.” 

The NHTSA also convened a public roundtable 
in January 2016 to facilitate a diverse 
stakeholder discussion on vehicle cybersecurity 
topics. Attendees included representatives of 17 
automotive OEMs, 25 government entities, and 
13 industry associations.

“This increase in awareness comes at an 
opportune time. As the private sector and 
governments work to make the future of 

mobility a reality, the extended global auto 
industry faces what most consider an urgent 
need to establish cybersecurity standards 
to create current baselines for today’s needs 
– as well as to prepare for future software 
development and distribution. 

“Thankfully, early efforts are already under 
way. In 2015, the Automotive Information 
Sharing and Analysis Centre formed to enhance 
cybersecurity awareness, share information about 
threats and improve coordination across the 
global auto industry. The Alliance of Automobile 
Manufacturers and the Association of Global 
Automakers also developed a ‘Framework for 
Automotive Cybersecurity Best Practices’.

“While these are important early steps, more 
can be done. The current efforts are voluntary 
and the organising groups’ memberships are 
limited to auto OEMs and major suppliers 
– a narrow focus considering that the future 
mobility ecosystem is expected to cut across 
traditional industry lines and include players 
from technology, telecom, media, insurance, 
finance and beyond. A much more diverse 
consortium of actors would be needed to 
effectively set standards that can bridge 
tomorrow’s diverse mobility options. Indeed, 
given that this new wave of technology is still 
in its infancy, current technology vendors seem 
well positioned to shape the relevant standards.”

Thankfully, many of the cyber risks posed by 
the future of mobility have been confronted 
before. By taking the hard-earned lessons 
learned from other industries, the extended 
auto industry can keep itself ahead of hackers 
and other adversaries. Deloitte recommends 
steps including: 

• leverage enterprise IT processes 
for data privacy and data 
decommissioning 

• implement encryption and code 
signing to protect the integrity of 
system software 

• develop standards of practice for 
secure development of critical vehicle 
systems, and

• enforce developed standards on their 
suppliers, similar to payment card 
processors. 

“By taking these cues from others that 
have grappled with securing critical digital 
infrastructure – including current efforts to 
protect connected cars – the extended global 
auto industry can help make hopping into a 
shared driverless car as blasé as getting behind 
the wheel is today,” the report concludes.
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Dealers need to reconsider their concept of 
what makes a showroom, or be overtaken 
by disruptors, according to Google 

Strategy Manager Automotive, David Tully.

With so much of the traditional retail world 
being overtaken by online disruptors, Mr Tully 
says dealerships must give customers a reason 
to visit them, or they won’t.

Google conducted research with customers 
who were buying a car this year in Australia. 
Comments included the feeling of not being 
overly welcome, that the bright lights and glitz 
inside dealerships felt contrived and contrasted 
with a ‘drab’ exterior, and that if a customer 
did not seem serious about buying a car, sales 
people were not interested in them, which was 
described as a ‘degrading’ feeling.

“We have sales people who are there to hit 
sales targets, but we’ve got customers who 
maybe aren’t ready to buy yet. So what do you 
do? These are the challenges we need to solve 
if we want to close that gap and create great 
experiences for our customers,” Mr Tully said. 

“There’s big, big, things coming down the 
track. We know today customers have to come 
into the dealership to buy a car; we can’t always 
assume that’s going to be the case. We can’t 
always assume that mightn’t change, that it will 
always protect us from more competition.” 

Mr Tully pointed to the significant increase 
in the number of start-ups that had reached 
billion-dollar valuations in the years 2014 to 
2016 as an example of what disruptors are 
trying to do to the retail automotive industry. 

“Every one of these guys is trying to disrupt the 
industry that they’re going into. They’re trying 
to think, ‘Is there a better way of doing things?’ 
There isn’t really an automotive company up 
there yet, but we know there are lots of them out 
there trying to get on this list. The best defence 
against this is we get there first, we ask ourselves, 
‘Is there a better way of doing things?’”

Mr Tully pointed out that in the US, the 
market valuation of the top online retailers like 
Amazon is now greater than the top traditional 
retailers, and is growing faster. 

“Because of that trend, they (traditional 
retailers like Walmart and Target) have been 
forced to ask themselves this question, every 
single day: ‘Why would anyone come into my 
store?’ because for them today it’s not a given 

IN THE AGE OF DISRUPTION, YOU NEED TO 
PROVIDE AN 'EXPERIENCE'
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anymore; customers don’t have to come into 
their stores – you can buy anything they’re 
selling, online,” he said. 

“And I think that question is becoming critical 
in the automotive space. Today everyone has 
to come in, but we have to assume there will 
be a time when they maybe don’t have to come 
in any more; we can’t make them come in. 
Think about clothing retailers: there was a long 
time when traditional retailers said, ‘nobody’s 
going to buy clothes online; you need to touch 
them, you need to feel them, you need to try 
them on’. That was the case for quite a while, 
and then online retailers said, ‘I’ll just let 
customers give it back for free if they don’t like 
it’. Certainly today, I have no problem buying 
all my clothes online, because it’s so easy. 

“When you think about automotive, it’s very 
easy to see how that might translate across. I 
could buy a car, someone brings it to my door, I 
test drive it for a week, if I don’t like it somebody 
comes and picks it up and gives it back. As a 
customer that would be a great experience, but 
why would I have to go into a dealership in that 
world? So we need to shift to, ‘how do we make 

customers want to come in, to choose to come 
in?’ Because we are offering them something 
that they can’t get online. That’s the shift I think 
you need to move to.”

Mr Tully gave the example of US retailer, 
Nordstrom, a company founded in 1901 that 
had adapted to allow its customers to order 
online. The company keeps a record of all the 
customer’s enquiries and transactions, with the 
twin benefit that the customer does not feel like 
they are starting fresh every time they visited 

the store, and giving sales people information 
to better have a conversation around what the 
customer is actually interested in. 

Meanwhile, Nike realised people could buy its 
products online and created an ‘experience’ 
that made them want to visit its stores, such as 
a basketball court and a soccer pitch in its new 
store in New York.

“Think about the experience you could create 
around the cars, how much you could bring 
them to life. But are we doing that today? 

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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For me, when I take a test drive it’s a really 
important thing, but it’s not really an amazing 
experience if I’m stuck in traffic in the city,” Mr 
Tully said. 

“Why do Dealers need to evolve? The simple 
reason is because their customers have 
evolved. What they expect from our businesses 
has evolved. Australians are more demanding 
than ever. Store visits are dropping but sales are 
increasing. I think it’s clear with the internet 
and mobiles and all this information that our 
customers have evolved, their expectations are 
higher than ever.

“The challenge for Dealers is that when 
somebody walks in our door, they’re not 
comparing us to just the next Dealer; they’re 
comparing us to the best (retail) experience 
they’ve ever had. That means it’s getting harder 
and harder to meet our customers’ expectations, 
to get them excited and emotional about the 
cars and about our business.”

Google has canvassed many Dealers and 
found issues including:

• How do you engage the customers if 
some are active and some are passive? 

• How do you make it easy for customers 
to find the right model when we’ve a 
huge number of variants and features 
and options? 

• How can a sales person bring complex 
features to life? “That’s getting very 
complicated sometimes to be able 
to talk to these things easily in a 
dealership.”

• How do we keep people in the 
dealership for longer? Because we 
know if they’re in there longer they’re 
more likely to convert. 

“I’ve gone into dealerships where as soon as 
you put your foot in the door, a sales person 
is on you, asking questions: ‘How are you?’ 
and ‘What do you need?’ I’ve gone into other 
dealerships where it’s just silence. I’m looking 
at the car, I’m opening the boot, I’m getting in 
the car – and there’s just nobody. I don’t know 
what it takes to get somebody to come talk to 

me,” Mr Tully said.  

“I don’t know which one is right or wrong 
because different customers have different 
styles. But I think the reason we’re seeing 
these types of challenges is that we know our 
customers have evolved, we know they’ve done 
all their research, they know what they want 
when they come in. We know that cars have 
evolved and they’re getting very complicated, 
but the dealerships haven’t significantly 
evolved. They haven’t really changed that 
model in a number of years. So we’re starting 
to see this gap between what our customers 
expect and the experience they’re getting in 
our dealerships.

“It’s not a bad experience; it’s just not an 
amazing experience.”

The good news is that 96 per cent of car buyers 
still go into a physical dealership to buy a 
car, and that is not changing any time soon. 
The dealership that can create an amazing 
experience for their customers will generate 
more sales, more gross per sale and more 
repeat visits.

http://www.infomedia.com
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The agonising demise of our local 
manufacturing and assembly industry is 
complete.

The industry's arc of establishment, growth, 
containment and decline is book-ended by the 
counterpoint images of Ben Chifley launching 
the FX Holden at Fishermans Bend in 1948 and 
the AMWU's Dave Smith farewelling the final 
red Commodore SS at Elizabeth last month. 

There is plenty of blame to go around in this 
tale of the loss and destruction of high value-
add manufacture on the altar of 'free trade'. 

No thinking economist or commentator can 
dispute the advantages of free trade – and I 
do not do so here. But we need to remember 
that Australia competes with governments 
that say one thing in their free trade 
agreements and do something else in reality. 
We make a very serious flawed judgement 
when we enter into plans on the assumption 
that all governments and cultures operate to 
our values. My experiences in Asia and with 
the ASEAN car industry bodies taught me 
those lessons. Zero tariff at port? Sure ... but 
let's have an 'inland development tax' of 150% 
on landed value at the provincial level – just 
one hypothetic example of how the game 
might be played. 

It does set one to wondering about 
the ineffectiveness of the World Trade 
Organisation and the harsh realities of FTA 
negotiations. Every car manufacturing 

country in the world subsidises its industry in 
some form or other.

Back in the day, there was wide acceptance 
of the consumer benefits of the Button 
Plan to slowly lower the car tariff over 
time. But the architect of that plan, Senator 
Button, always stipulated that the transition 
to a low or no tariff policy should be 
gradual and accompanied by government 
intervention to preserve valuable skills and 
engineering capabilities. That is precisely the 
course upon which we embarked, but the 
concomitant support policies were piecemeal, 
inconsistently applied by both sides of 
politics, and ultimately proved ineffective.

Free market champions, like the editors 
of the Australian Financial Review, like to 
point out the gross cost to consumers of 
tariff protection over the 70-year journey. 

THE DEMISE OF LOCAL MANUFACTURING

THANK YOU!
Auto-Tub Vehicle Washing Systems would like to 
thank our loyal customers for helping us achieve 
20 continuous years at the AADA National Dealer 
Convention and Expo!

Thank you for supporting us in providing the 
most effi cient, cost effective and environmentally 
friendly car wash system on the market!

Auto-Tub Vehicle Washing Systems
Ron Dodds - 0412 313 176   Peter Farquharson - 0416 198 973

www.auto-tub.com

friendly car wash system on the market!

David Blackhall
AADA CEO

http://www.auto-tub.com
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It's strange indeed that they never bother 
to calculate the gross value of wages, 
salaries, taxes and other inputs contributed 
by the local manufacturers over the same 
period. The very same consumers that 
were (according to the AFR) 'forced' to 
buy Holdens, Falcons and Camrys actually 
worked in those plants, took home their 
wages, paid their mortgages, raised families 
and contributed to society.

So ... what is the true value of that social 
contract? It’s never been measured.

Finally, we have the motoring press.

Many times I was in press conferences where 
experienced journalists loudly criticised 
the local manufacturers for failing to build 
'popular' cars. No matter how often we 
pointed out that 40,000 units a year is not 
an economic production run – Australia's 
best-selling cars all sell about that figure – 
they kept banging on about what rubbish 
business leaders we were. The fact is making 
cars at low volumes in plants thousands of 
kilometres from the major markets of Europe, 
China and North America can only be 
financially sustained via government policies 
that offer incentives and encourage export. 
Thailand is the poster child in that regard.

So, to repeat myself, few are blameless in this. 

But at the end of day, as one of my more 
colourful American bosses once said to me, 
"When it comes to making cars, it's like pet 

food – the dogs have to eat the dog food...." – 
and in the end, they didn't.

It's been a great journey and here we are in 
the next exciting phase – and we have an 
important role to play in this new era.

What a fascinating industry. Imagine selling 
soft drink for a living!
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Most dealerships are losing money because 
they fail to invest in training their 
sales staff, according to world-leading 

automotive sales and dealership management 
consultant, Tom Stuker.

“Starting with the management – because 
nine out of 10 managers lack the skill of what 
I call opportunity management, the process 
to manage and maximise opportunities.” Mr 
Stuker said. 

“Nine out of 10 managers are lacking the 
skills to properly recruit, hire, develop, a sales 
staff – because they went from a salesman on 
Friday to a manager on Monday and didn’t go 
to any management school and process to do 
it. And if a dealership wanted to dominate in 
the market, it starts with training. It starts with 
training the manager, then setting the bar with 
the manager and working its way down.”

Mr Stuker said the average sales person should go 
through at least two weeks of training before they 
even talk to a customer. But we still seem to hire 
people on the fly and operate on the principle of 
‘learn as you go’ – not ‘train as you go’.

“This industry operates under the theory of ‘equal 
incompetence’ – everybody makes the same 
mistakes but no dealership gets hurt because 
customers still have to buy from somebody. 
Imagine how many thousands and thousands of 
vehicles are sold every week in the States, in spite 
of the salesmen and the process,” he said. 

“It’s funny that a Dealer can spend a million 
dollars on advertising a year, but wouldn’t spend 
10 per cent of that to make sure the opportunities 
that are developed are handled and managed 
effectively through training, through skills.”

Mr Stuker reiterated the old wisdom that a happy 
customer will whisper to his neighbour about his 
experience, but an unhappy person will scream it 
from the mountaintops. 

Dealerships cost several million dollars to buy 
and around half a million dollars a month to run. 
Every Dealer should have a training regime, to 
protect their reputation, to improve the skills of 

their people. If it’s not all about closing, ironically 
the gross will increase. Domination is not about 
increasing enquiry, it’s about managing it.

“I would say they 95 per cent of the dealerships 
in Australia – minimum – could not give me an 
accurate count of the visitors they’ve had at the 
dealership,” Mr Stuker said. 

“You spend all that money to advertise, but you 
don’t have 100 per cent accountability. Ninety-five 
per cent of those dealerships have no idea what 
the closing ratios are of their sales people. So, if a 
sales person sold 16 for the month, is he truly a 
16-car-a-month sales person, or is he more like 
an eight? In other words, did he close a good 
percentage of his customers to justify the 16 sales, 
or did he take so many customers that he sold that 
many in spite of how bad he is because he took 
more than anybody else?

“We don’t know if he sold 12 out of 36, or 12 out 
of 136. All the store recognises is the final result 
was 12, and if he sold 12 units then he’s much 
better than the eight, yet the eight could have 
sold eight out of 16, the other guy sold 12 out of 
100, but they think the 12 is the better salesman 
because he’s sold four more units.”

WHY YOU NEED TO TRAIN YOUR SALES STAFF 
– AND KEEP TRAINING THEM

Tom Stuker
President, 
Stuker International 
Training
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Mr Stuker compared the laissez faire attitude of 
sales departments with the full accountability 
of service departments.

“You take the average dealership’s service 
department, and 99 per cent can tell me, ‘We 
had 68 customers, to the exact number, in our 
service department yesterday. The average 
customer spent X amount of dollars and X 
amount of cents. The average customer was 
billed X amount of hours labour. We sold this 
many quarts of oil and had this many tune-ups, 
and we had this many tyre rotations.’ 

“A service manager could take his 12 
mechanics and know the exact proficiency, 
how many hours did each one bill, how much 
money per customer, what happened per 
representative of the service department. They 
manage the service department 100 per cent 
spot-on, but it’s a free-for-all in the front of 
the showroom, where a dealership is lucky to 
log and be accountable for 80 per cent of its 
visitors.”

For example, a dealership might spend $50,000 
a month on advertising, but only be accountable 
for 80 per cent of the showroom business and 
not be aware of the 20 per cent that were on the 
property looking at cars. Those people leave 
without the dealership registering their name and 
information. 

“So, in essence, a dealership that spends $50,000 
a month and only keeps track of 80 per cent of 
its visitors, they’ve wasted $10,000 every single 
month. If they took that $10,000 that they’re 
wasting and put in accountability – for which 
there’s programs for a couple of hundred dollars 
a month for 100 per cent accountability – and 
management skills and sales skills, they would sell 
more units. “It’s been said a million times in the 
car business: if you think training is expensive, try 
ignorance.

“We still lack the proactiveness in dealerships 
to build customer relationships. It seems like 
everybody talks about building customers for 
life, but without training you’ll lose customers for 

life. With a good buying experience and, more 
importantly, ownership experience, you’ll build 
customers for life who’ll keep coming back and 
referring their friends and relatives.”

Mr Stuker said if a person has a bad experience at 
a dealership, a) they don’t buy the car, and b) they 
tell everybody else not to. 

“What value do you put on the impression, 
because most sales are lost in the first three 
minutes they talk to a sales person, whether it’s on 
the phone, an internet enquiry or on the lot. 

“The amount of money that’s lost in revenue from 
the lack of proper skills is exponentially larger 
than the investment a dealership would have to 
make in reducing that problem dramatically.

“At least 95 per cent of dealerships don’t train their 
sales people to sell vehicles; they train them how 
to wait on someone who wants to buy something. 
There’s no such thing as a born sales person. Sales 
people are made, not born, and the only way you 
make sales people is with proper training.”

http://motorone.com/protektiv-hydro
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VALVOLINE IS THE RIGHT CHOICE
FOR YOUR DEALERSHIP
HERE’S A FEW REASONS WHY...

HERITAGE
Having first introduced engine oil back in 1866, 
Valvoline have remained a trusted brand for over 
150 years.

GUARANTEED SUPPLY
With 15 million litres of finished stock held at any 
one time throughout Valvoline’s national warehousing 
network, you can be assured of supply.

TECHNICAL SUPPORT
A team of full time technical experts are at the ready 
to answer your technical questions. Oil analysis is 
also available at our laboratory.

FINANCE & EQUIPMENT
Finance and equipment available.

PRODUCT RANGE
No matter the make or model, Valvoline have the 
product to suit, including a dedicated Professional 
Series range developed exclusively for workshops.

CUSTOMER SERVICE
With the largest sales team of any lubricant supplier, 
you can be assured of industry leading customer service.

TRANSITION PLAN
We understand there is a period of adjustment when 
making the switch to a new supplier and thus we 
have a tried and tested transition process in place
to ensure the move is a seamless one.

Contact Barry Breen on 0417 422 875 or Mark Maclure on 0418 366 086 
to discuss how we can contribute to your business.
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The 2018 AADA Auto China Study 
Tour to the historical City of Beijing 
will be a highlight of the Australian 

automotive calendar. The Chinese auto 
industry is the fastest growing vehicle 
market in the world, and there is much for 
Australian Dealers to learn. 

The Greening of the Chinese Auto Industry

Beijing Electric Vehicle Co says that it expects to 
see a more than 160-fold increase in its sales of 
new-energy powered taxis and ride-hailing cars in 
the next five years, attaining a firm foothold in the 
country's booming new-energy vehicle market.

Zhang Yong, general manager of the company – 
the NEV arm of state-owned automaker Beijing 
Automotive Industry Corp, said the company 
plans to launch 500,000 NEVs for the taxi and 
ride-sharing sectors in 1,000 cities by 2022.

The charging stations, developed by the company, 
Shanghai-based Aulton New Energy Automotive 
Technology Co Ltd and Shanghai Dianba New 
Energy Technology Co Ltd, have shortened 
charging times for new-energy taxis to less than 
three minutes, making charging for NEVs as 
convenient as fossil fuel cars.

According to Li Yixiu, BAIC BJEV's head of 
marketing, the company's sales of NEVs is 
expected to reach 100,000 this year, almost 
doubling the amount from 2016.

CADA predicting 20 percent annual growth 
in used car sales

CADA statistics show that 1.05 million used 
cars were sold in China in August, a 21 percent 
increase from the same time last year. It was the 
third consecutive month that used car sales were 
over 1 million.

According to PricewaterhouseCoopers estimates, 
used car sales will hit 20 million vehicles in 2020, 
doubling the 2016 level.

Despite its boom, China's used car sector has a 
long way to go compared to developed markets. 
A total of 7.89 million used cars were sold from 
January to August, 45 percent of total new car 
sales in the same period. Used car sales are usually 
more than double those of new cars in developed 
markets (triple in Australia).

China embraces parallel imports

In the first eight months of the year, auto parallel 
imports in China surged 47.2 percent to 110,000 
units.

This was up from 16.3 per cent growth in 2016, 
which saw the total number of cars imported 
using the parallel imports scheme at around 
133,000 for the whole year.

MUCH TO LEARN ON 2018 CHINA STUDY TOUR

http://www.valvoline.com/en-australia


REGISTER ONLINE NOW AT WWW.AADA.ASN.AU

BEIJING        April 24-28

AADA
AUTO CHINA
STUDY TOUR

2018

$2,999 PER PERSON TWIN SHARE INCLUDES:
• 4 Nights (twin share) accommodation 

at the 5 Star Hotel Jen
• Auto China / Beijing Motor 

Show Registration
• Mercedes Benz Factory 

& Dealership Tour
• Dinner & Cocktail Events including 

Famous Peking Duck Experience

• CADA hosted Industry 
Relations Dinner

• Optional Tours of the Great 
Wall & Forbidden City

• Unrivalled Networking Opportunities
• Return Airport Transfers
• All Applicable Taxes & Gratuities

SINGLE ROOM SUPPLEMENT: $697

The 2018 AADA Auto China Study Tour to the historical City of Beijing will be a highlight 
of the Australian automotive calendar. The Chinese auto industry is the fastest growing 
vehicle market in the world. The 2018 AADA Auto China Study Tour will be a business 
centric packed four days beginning with the world famous Beijing Motor Show. One of 
the biggest motor shows in the world featuring just about every manufacturer, it offers 
a powerful look into what the auto industry will look like in just a few short years.

Included in our 2018 AADA Auto China Study Tour will be a tour of the Mercedes Benz 
factory where the world’s most iconic car brand has a state of the art manufacturing 
plant creating world class vehicles, followed by a tour of an operating Mercedes Benz 
Dealership right in the heart of Beijing.

Another highlight of the 2018 AADA Auto China Study Tour will be a special industry 
dinner which includes guests from CADA (China Automobile Dealers Association) and 
a Keynote Address by Mr. Shen Jin Jun, CADA Chairman. 

Fast becoming ground zero for electric vehicles, amazing Beijing will deliver beyond 
your imagination with sumptuous cuisine, history in abundance and a business 
outlook that will inspire all. 

Join us on the 2018 AADA Auto China Study Tour.

OR REGISTER YOUR INTEREST WITH:

Corporate Blue Travel Management
P: +613 9578 6555  E: terence@corporateblue.com.au

 W: www.corporateblue.com.au

AUTO CHINA
2018

http://www.aada.asn.au
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When it comes to driving loads of quality leads, 
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Simple and Affordable

No cost per lead, sign-up or annual fees.  
Your monthly subscription prices are simply  
based on the number of listings.
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website details, buyers have even more ways  
to connect with you.
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