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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

There is a perception in our industry 
that a class war has erupted between 
us as your representatives and the 

Original Equipment Makers (OEMs).

Nothing could be further from the truth. 

But as regulators, such as the ACCC and 
senior federal politicians, encourage us to 
create and lobby for a separate industry 
code for new car Dealers, some OEMs have 
suggested we are at war with them.

The truth is that any OEM that recognises 
that one of their primary assets is their Dealer 
network could never come to this conclusion.

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

But there are a handful of importers who 
do not think this way. They apparently do 
not support fair and equitable arrangements 
with their Dealers. They do not believe in a 
business case where a Dealer’s investment 
in a brand should have a reasonable chance 
of getting that Dealer a fair reward for the 
commitment. 

They use short-term tenure agreements to 
apply duress to meet often unrealistic targets. 
Some do not believe that a contract between 
a Dealer and an OEM should require mutual 
agreement to be altered and, of course, some 
think that incentive-based objectives should be 
set in the stratosphere. 

Those OEMs who would pursue these 
practices not only alienate their best asset – 
their Dealer network – they are also in the gun 
sights of our lawmakers and enforcers. This is a 
time of intense scrutiny of our industry. When 
it feels like the world is against us, we need to 

band together for the mutual benefit of both 
sides of the franchise relationship.

Our policy on these issues is simple. 

If you appoint a Dealer, give that person the 
environment and support to get the job done. 
In most cases it will pay off for both sides, as 
the very many successful manufacturer-Dealer 
relationships can attest.

We also recognise that circumstances will arise 
where a given Dealer will not perform as is 
reasonable and that could lead to sanctions or, 
indeed, a cessation of the franchise. So be it.

We expect high standards from OEMs and we 
understand our members need to reciprocate 
that action.

Our view is that successful brands clearly meet 
this criteria and we look forward to all brands 
in this country joining their peers with ethical 
cultures.

FROM THE AADA CEO

David Blackhall
AADA CEO

The first three months of 2018 have 
tested the capacities and capabilities of 
our AADA Secretariat in ways we just 

couldn’t have imagined when we were toasting 
in the New Year on 31 December last year.

In the car business we’ve all learned to expect 
the unexpected so the team was, of course, up to 
the task, but here are just a few of the short fuse 
issues we’ve recently had to add to our work 
docket as a matter of urgency:

• A smash and grab raid by the State 
Revenue Office in Victoria that 
significantly ramps up stamp duty 
compliance audits and potential 
clawbacks.

• A speculative attempt by the Australian 
Taxation Office to impose the 33% 
LCT on bonuses paid by OEMs on cars 
that would exceed the threshold if the 

bonuses were added to the transaction 
prices.

• A regulatory review by the NSW 
government to re-examine consumer 
guarantees independently of the ACL 
and ACCC reviews.

• Widespread short notice termination 
actions by a number of OEMs involving 
Dealers of long standing. 

• Re-examination of flex commissions, 
add-on insurance sales practices and 
loan origination fees by the Royal 
Commission into Financial Services, 
including a focus on the operation of 
the point-of-sale exemption.

And, of course, there is the gift that keeps 
on giving - the Takata airbag saga. The sheer 
volume of vehicles affected presents enormous 
difficulties in workshop and staff scheduling 
and for some brands inadequate planning 
and poor inventories create real challenges in 
accessing replacement parts to meet consumer 
expectations and legal obligations on timeliness.  

In their own ways, all of these matters highlight 
the issue of how best to tactically support 

members’ important immediate interests while 
at the same time focusing on the long game – 
securing an Automotive Industry Code. 

Our ability to manage these fast-breaking 
issues reconfirmed for us the importance of the 
decisions made by the AADA Board to approve 
our expanded Secretariat staffing levels in the 
last quarter of 2017.

In this issue you will read wise words from 
our Chairman, Terry Keating, that also touch 
on the most crucial issue of a mandatory 
Automotive Industry Code. As Terry points 
out, not everyone in our industry is our friend 
in this matter – all the more reason for each of 
us to join energetically in the process of grass 
roots advocacy with our local politicians while 
we also engage the high officers of the Public 
Service and the Ministers, Shadow Ministers 
and MPs in Canberra.

The next year may well be judged as one of the 
most important in the story of automotive retail 
in this country. Please stay in touch with these 
key themes by reading the Automotive Dealer 
magazine and please also enjoy.

Good luck and good selling!
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The ACCC’s new car retailing industry 
market study clearly demonstrates the 
need for a new car retail industry code. 

The question is, what should it look like?

The ACCC’s final report examined the 
relationship between new car Dealers and vehicle 
manufacturers and found a number of issues 
worthy of further investigation including:

• minimum tenure and capital investment 
requirements

• non-renewal practices
• changes to commercial arrangements
• reimbursement for remedies.

“The ACCC’s 18-month long investigation 
has revealed a structural imbalance in the 
relationship between Australia’s new car 
franchised Dealers and vehicle manufacturers,” 
said AADA CEO, David Blackhall.

“New car Dealers are of the firm view that the only 
way to address this imbalance is to develop an 
industry specific code for the new car retail industry.” 

Currently, Dealers are facing three unstoppable 
global trends that are washing over their businesses 
with the force of a tsunami: compression of the 
average 2 per cent margin on the sale of a new 
motor vehicle, regulatory intervention, and digital 
disruption including online selling. 

The relationship between a multinational OEM 
and an Australian resident Dealer is characterised 
by an imbalance of power. OEMs compete 
in a globalised mainly free trade market with 
enormous investment in R&D, manufacturing 
plants, new products and technology. A 
recoupment of this investment and quest for 
market share translates into unrelenting pressure 
on the management of Australian subsidiaries to 
achieve sales targets set by foreign executives in a 
business environment such as Korea, Japan, US, 
EU or UK, the market conditions and business 
practices of which are different. This in turn 
forces Australian management to set unrealistic 
sales targets on brand franchisees. 

“This relationship is skewed very much in favour 
of the offshore manufacturers and local dealerships 
that employ tens of thousands of Australians 
countrywide are suffering,” Mr Blackhall said.

“An industry code needs to address the fact 
that Dealers have no security of tenure; are 
increasingly being served with non-renewal 
notices; have ineffective capital expenditure 
protections; and unfair end of term 
arrangements.”

Shortfalls in OEM targets (and often revised 
targets) results in a reset of Dealer targets with 
little or no notice. The prospect of securing a 
generous bonus to meet revised targets, remain 

viable and retain the franchise has led to margin 
compression, frequently pushing Dealers to the 
limit of economic viability.

“This report underscores the need for a new 
car retail industry code and the AADA will be 
making the case for such a code to Government 
in order to protect Australian consumers and 
businesses,” Mr Blackhall said.

The ACCC also recommended a mandatory 
scheme for car manufacturers to share service 
and repair information with independent 
repairers.

“The AADA has consistently made the point 
that any regulatory scheme for sharing of repair 
information needs to impose strict conditions 
and safeguards for access to sensitive data, 
particularly security, safety and emissions 
information,” said Mr Blackhall.

“We are pleased that the final report has 
acknowledged this point, especially as we move 
to an increasingly connected world in which 
vehicle technology is advancing rapidly.” 

The AADA has expressed in principle support 
for the ACCC’s recommendations on consumer 
guarantees and vehicle emissions labelling 
and stands ready to assist the Commission 
and Government in improving consumer 
information.

ACCC STUDY SHOWS NEED 
FOR FRANCHISE CODE

Your first choice in  
vehicle wash systems.

• Automatic - Soft Foam Brite - Rollover Machines
• High Volume Conveyor Wash Systems
• Touch-less Automatic Machines
• In-Bay Self Serve High-Pressure Wash Systems
• Cost Saving Pay Per Wash Systems
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PH: (02) 9757 4700
www.goodsight.com.au

e: sales@goodsight.com.au
Distributors of:

http://www.goodsight.com.au/
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ACCC ANNOUNCES NEW CAR RETAILING & 
CONSUMER GUARANTEES AS COMPLIANCE 
& ENFORCEMENT PRIORITIES

On 20 February 2018, the ACCC 
announced that new car retailing 
was among its top 2018 compliance 

& enforcement priorities. 

Specifically, the ACCC identified as 
a priority consumer issues in new 
car retailing, including responses by 
manufacturers and Dealers to consumer 
guarantee claims and other matters 
identified in the ACCC's 2017 New Car 
Retailing Industry Report.

By ‘new car retailing’, the ACCC is referring 
to conduct occurring:

(a) before the sale of a vehicle (such as 
advertising and representations about a 
vehicle’s performance or emissions)

(b) at the time of sale (such as the sale of 
add-on finance and insurance products 
and representations about different 
types of warranties), and

(c) after sale (such as maintenance and 
repair costs and the availability of 
parts).

While launching the 2018 compliance & 
enforcement priorities, ACCC Chairman 
Rod Sims described consumer guarantees 
as a 'perennial issue' for the ACCC, 
and stated that the ACCC will have a 
low tolerance for practices that mislead 
consumers or fail to deliver the full level of 
protection to which consumers are entitled.   
Based on the level of focus the ACCC gave 
to the new car retailing industry in 2017, 
the industry can expect the same amount 

of focus from the ACCC in 2018.

The 2017 New Car Retailing Industry 
Report identified a number of consumer 
issues the ACCC regarded as 'of concern'. 
These included: 

(a) the need to update complaint handling 
systems and improve the approach to 
the handling of consumer guarantee 
claims

(b) enhancing the Australian Consumer 
Law to provide additional clarity to 
consumers about when they are entitled 
to a refund or replacement under 
consumer guarantees, and

(c) the need for ACCC to work with 
manufacturers and dealers to develop 
a concise and simple explanation of 
consumer guarantee rights under 
the Australian Consumer Law and 

their interaction with manufacturer 
warranties – to be provided to 
consumers when they buy a new car.

The 2017 New Car Retailing Industry 
Report came following the ACCC's market 
study on new car retailing in which the 
ACCC identified what it perceived to 
be, among other things, a systematic 
failure in consumers enforcing consumer 
guarantees after the purchase of a new car, 
and a compliance problem with respect to 
information given to consumers about their 
Australian Consumer Law rights at the 
point of sale.  

New car retailing and consumer guarantees 
was a similar priority for the ACCC in 
2017.   In 2017 the ACCC used a varied 
approach to address its concerns. Other 
than the New Car Retailing Industry 
Market Study, the ACCC was very active 
in its compliance and enforcement 

Evan Stents
Lead Partner, 
Automotive Industry 
Group, HWL 
Ebsworth Lawyers
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activities affecting the new car retailing 
industry.   Among other things, the ACCC 
engaged in litigation and obtained court 
enforceable undertakings against a number 
of manufacturers (such as Holden) as well 
as distributors of consumer goods. 

However, in addition to its 
enforcement activities, the ACCC made 
recommendations following its 2017 
Report about reforms to the Australian 
Consumer Law to specifically tackle its 
concerns in respect of new car retailing.  
Some of these recommendations would 
have a particularly significant practical 
impact on Dealers if implemented.  For 
example:

(a) developing an approved explanation of 
Australian Consumer Law consumer 
guarantees and their difference to a 
factory warranty, to be provided to 
consumers at the point of sale

(b) introducing a 30 or 60 day refund or 
replacement guarantee regardless of 
whether a failure is a major failure or a 
minor failure, and

(c) targeting representations about OEM 
parts requirements and authorised 
Dealer network warranty servicing.

The extent to which the ACCC's draft 
recommendations will be implemented 
is unclear. In particular, there is 
real doubt about the legal basis for 
manufacturers and Dealers being required 
to develop an 'approved explanation of 
Australian Consumer Law consumer 
guarantees' (other than by displaying 
the existing mandatory text in warranty 
documentation). 

Significantly, this issue was tested 
unsuccessfully by the ACCC in 2017 in the 
case of ACCC v LG Electronics Australia 
Pty Ltd. In that case, the Court held that, 
aside from displaying the mandatory text 
in warranty documents, there was no 
obligation on LG to provide information 
to a consumer about the consumer's rights 
under the Australian Consumer Law. 
The ACCC has appealed that decision 
and the appeal will be heard in mid 2018.  
The outcome of that decision will have a 

significant impact on sales practices in new 
car retailing.

Finally, although not specifically part of the 
ACCC's 2018 compliance and enforcement 
priorities, the ACCC's report also identified 
submissions made by the AADA in relation 
to the imbalance of power between Dealers 
and manufacturers in their commercial 
arrangements.  The ACCC has stated that it 
considers these issues may require further 
examination, including: 

(a) minimum tenure and capital 
investment requirements 

(b) reasons for non-renewal

(c) unilateral changes to dealer 
agreements, and

(d) reimbursement for consumer law 
remedies provided by dealers.

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

http://www.fuchs.com/au/en/products/product-program/automotive-lubricants/


THE 2018 AADA NATIONAL DEALER 
CONVENTION & EXPO: JOIN US ON THE 
GOLD COAST SEPTEMBER 4 & 5
In 2018 the AADA National Dealer 

Convention & Expo returns to the Gold 
Coast for a two-day program designed to 

equip Dealers with the tools and knowledge 
they require to deal with the ‘shifting ground’ 
in which they must operate in the age of 
disruption.

The Convention will be held at the Gold 
Coast Convention and Exhibition Centre, 
Broadbeach, Queensland on Tuesday 4 and 
Wednesday 5 September. 

The 2018 program will address the changing 
nature of the modern retail automotive 
playing field, with a series of innovative 
tracks designed to help Dealers adapt 
and prosper in the age of "Automotive 
Disruption". The program will consist 
of a suite of workshops, super sessions, 
catered events and feature sessions aimed at 
educating and engaging Dealer Principals, 
management and staff.

The Gold Coast Convention & Exhibition 
Centre provides a state-of-the-art substantive 
venue in which to conduct all the activities 
required of a vibrant and active AADA 
Convention & Expo. 

In 2018 the agenda will be addressed over 
two days and one evening, with sessions 
for sales, service and dealership staff, and a 
bustling, working Expo hub.

The AADA National Dealer Convention 
is the annual chance for Dealer Principals 
and key operational staff from all over 
the country to come together to network, 
learn and socialise. In conversation with 
governments and regulators, AADA does a 
power of work on behalf of Dealers behind 

the scenes. Your association does its best 
to keep Dealers informed of all its projects 
and priorities, but coming together at the 
Convention is the best way to engage in 
that all-important two-way dialogue – 
communicating our message while listening 
to your needs.

As usual, we have put together an 
outstanding Expo, showcasing the latest 
products and services designed to make 
your life easier and your dealerships run 
smoother.

Convention theme: Developing Prosperity 
in the Age of Automotive Disruption

Disruption is more than just a buzzword; 
it’s a business model that has reaped billions 
of dollars for its best practitioners. Uber 
disrupted taxis, Airbnb disrupted hotels, 
Bitcoin is attempting to disrupt currency, 
and let’s not forget one of the trendsetters, 
Carsales, which disrupted the newspapers.

If there’s a product or service for sale or hire 
that involves a middle man buying from 
a manufacturer and adding a margin and 
showroom on the way through, you can bet 
there’s someone developing an app to disrupt 
that middle man.

The retail automotive industry is a ‘middle 
man business’; we shake hands with the 

makers and the users. They’re coming for us. 
The new and used car franchise dealership 
model is under attack, both direct and 
tangential, from many sides. Some will 
change the way Dealers do business; others 
will aim to take that business. 

As always, adaptation is the key to survival. 
Our four-track program of sixteen total 
workshops, two Tuesday Night Super 
Sessions, two feature sessions, keynote 
speakers and policy sessions will explore the 
new environment Dealers find themselves 
in and help them draw a map of their new 
business terrain.

The AADA National Dealer Convention 
prides itself on hosting leaders of the 
industry, and this year we have a Tuesday 
night Super Session conducted by one of 
the USA’s most successful Dealers, David 
Kain. Leaders in the digital space, Google, 
Facebook, Carsales and Gumtree will run 
workshops, and world-class keynote speakers 
will inform and enthrall you.

The 2018 AADA Convention program will 
examine the ways in which disruption works 
at operational and business levels, from legal 
and taxation to supply and profitability, and 
more.

The AADA will present a unique offering of 
sessions and dedicated workshops designed 
around a series of content tracks, aimed 
at giving dealership personnel specific 
information and solutions in dealership 
categories. The tracks – titled “Operational 
Disruption”, “Business Disruption”, “Managing 
Prosperity” and “Marketing Prosperity” – will 
allow delegates to choose a series of sessions 
customised to their specific needs.

AADA NATIONAL DEALER CONVENTION & EXPO 2018 FEATURE       Australian Automotive Dealer Association 
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THIS IS WHAT DISRUPTION LOOKS LIKE
Disruption is more than just a business 

buzzword; it is a legitimate strategy that 
is affecting every established business 

model, and it’s coming for new car retailing.

‘Disruptive innovation’ is a term in the 
field of business administration referring 
to an innovation that creates a new market 
and value network and eventually disrupts 
an existing market and value network, 
displacing established market leading firms, 
products and alliances.

ING is promoting its new car buyer service, 
which is a prime example of an attempt at 
disruption. ING customers are receiving 
emails telling them:

“With ING’s car buyer service, you can 
access your own new car expert who does the 
talking for you.

“Just tell them what you’re looking for. 
They’ll then find the new car that meets your 
specifications from a network of over 500 
Dealers. Plus they can do all the negotiating 
for you. And you’ll save time and hassle too 
– your car can even be delivered to your door 
when it’s ready.

“Find out more and get an online, indicative 
quote in under 60 seconds.”

They are trying to get between the Dealer and 
the consumer. What’s next? Eliminating the 
Dealer altogether?

Digital disruption 

A survey conducted in 2017 by KPMG 
found that 50 percent of executives believe 
battery electric vehicles to be the number 
one key trend, followed by connectivity and 
digitalisation. 

A recent example of disruption was the 
announcement by classified advertising 
portal Carsales that it would move into direct 
vehicle sales through an online platform 
to be launched in the first half of this year. 
According to media reports this will allow 
buyers of new and used cars to complete 
almost all the steps to secure a vehicle and 
completely leapfrog a visit to a Dealer-
financed showroom and could, in many 
cases, include home delivery. 

We can expect to see the emergence of 
channels that allow the ‘purchase journey’ 
and complete transaction to be performed 
online. Disruption will have enormous 
implications across the automotive retail 
sector and some are predicting that the 
transition from human-driven, internal 
combustion (ICE) vehicles to autonomous 
electric vehicles will lead to a new business 
model named ‘transport-as-a-service’ (TaaS), 
which means that far fewer cars will be 
needed. 

Existing platform providers such as Uber 
and Lyft will be joined by other fleets of 

electric autonomous vehicles, with higher 
vehicle utilisation rates obviating the need to 
purchase a motor vehicle. 

Consumer demand for small cars and SUVs, 
together with a continued demand for light 
commercials, have driven Australia’s new 
car retail market to a record sales result in 
2017 according to data released by the motor 
industry’s official statistical service, VFACTS. 
The industry posted a record December result 
to reach a 12-month total of 1,189,116, an 
increase of 0.9 per cent over 2016. Australians 
bought 465,646 SUVs during 2017, for a 39.2 
percent share of the total market, compared 
with 450,012 passenger cars, with a 37.8 
percent share. 

2017 was the first full year in which sales of 
SUVs outstripped those of passenger vehicles. 
Overall it would appear from VFACTS that 
business conditions (measured by sales 
volumes) for OEMs and Dealers are good and 
the Australian market is close to saturation, 
with vehicle ownership around 713 per 1000 
head of population. 

An underlying concern is that the pressure to 
maintain volumes further squeezes a Dealer’s 
thin margin and reduces overall profitability.

With the likes of Carsales and ING 
attempting to disrupt the dealership model, 
Dealers will need to think on their feet to stay 
ahead of the game.

AADA NATIONAL DEALER CONVENTION & EXPO 2018 FEATURE       Australian Automotive Dealer Association 



AWARD-WINNING JOURNALIST 
ANNOUNCED AS 2018 CONVENTION HOST
AADA is thrilled to announce that award-

winning journalist, Anjali Rao, will 
host the 2018 AADA National Dealer 

Convention and Expo.

Warm, engaging and funny, Ms Rao is a multi-
award-winning television journalist and chat show 
host who has spent 17 years in the top tiers of 
broadcast news, current affairs and entertainment. 
Formerly an anchor at Sky News in London, 
Anjali spent the last six years as anchor of CNN 
International's weekday breakfast show and host of 
the network's weekly chat show, Talk Asia, both of 
which air globally to 220 million households.

Born to an Indian father and Australian mother, 
Anjali was raised in Hong Kong, educated in the 
United Kingdom, and is now based in Australia.

Living in Melbourne, Ms Rao is pursuing her 
career as a host and presenter. She is a unique 
talent who is able to connect with people across 

all walks of life, from international A-listers to 
everyday people with a story to tell.

Her honest yet relaxed interview style has made 
for many revealing conversations with some of 
the world's highest profile personalities, including 
former US President Bill Clinton, the Dalai Lama, 
actors Kevin Spacey and Gwyneth Paltrow, pop star 
Rihanna, armed robber turned best-selling author 
of Shantaram, Gregory David Roberts, sporting 
legends Roger Federer and Kobe Bryant, and 
fashion icon Karl Lagerfeld, among countless others.

Ms Rao has also covered numerous breaking 
news events, such as the 9/11 attacks, the 2004 
Asian tsunami, the death of Pope John Paul II, 
the 7/7 bombings in London, the 2008 siege 
of Mumbai, and the 2011 earthquake and 
tsunami disaster in Japan.

She has appeared as a panellist on Channel 
Ten's The Project and Studio 10, and as guest 

host on Sydney's 2UE radio station and 
Triple M Melbourne.

With this vast range of experience, AADA 
believes Ms Rao will prove to be an excellent 
host. She is a true professional who will continue 
AADA’s fine tradition of top-quality hosts.

We look forward to you meeting her.

Start selling the 
moment they click. 

We include your business name and contact 
details on every listing. 
With over 70% of buyers researching their next 
car purchase on the internet, you can’t afford not 
to have your inventory listed online.
Ask your local account manager about Dealer 
Destination Pages or visit carsguide.com.au/dealer
Sell cars. Build your brand. Simple.

Sell cars. Build your brand. Simple.
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TAKE THE PROVEN PATH TO SALES & 
PROFITS – A ‘HOW TO’ WORKSHOP IN 
DIGITAL
Social media. Online marketing. These are 

the new tools with which Dealers must 
become experts if they are to thrive in the 

modern business environment. 

To help Dealers use search and social media 
to increase sales and grow profits, AADA is 
bringing together, for the first time ever, the 
two largest online companies in the world. This 
unique and extraordinary event will take place 
at the 2018 AADA National Dealer Convention.

In this first of its kind Feature Session, David 
Kain, a leading Digital Expert from the US, 
will moderate a unique and fast-paced session 
featuring Caroline Laird, Industry Head, 
Automotive, Google Australia, and Paul 
Balbo, Facebook Client Partner, Australian 
Automotive Industry, Facebook Australia. 
The workshop will provide you with proven 
strategies for leveraging the power of search and 
social media in your digital sales strategies.

Much more than a lively exchange between 
industry experts, this session will dive into the 
‘Whys and Hows’ of utilising search engines and 
social media platforms to drive your digital sales 
growth with an eye on reducing operational costs.

Rather than offer independent sessions on search 
and social media, AADA is providing a rare 
opportunity, with market influencing companies 
sharing the stage and focusing on guiding your 

dealership on its digital success journey.

Mr Kain will present real-life case studies 
demonstrating how US Dealers have effectively 
used search and social strategies to grow their 
businesses. He will engage Paul and Caroline to 
explain how this can work in your dealership in 
Australia. They will weigh in on the investment 
of time and staff to make it work, with very 
clear answers on the commitment and elements 
necessary to replicate success in your market.

Be prepared for a lively exchange where 
there may be opposing views, with solutions 
presented to balance and solve dilemmas you’ll 
face in your own dealership.

Attendees will be provided with Key 
Performance Indicators (KPIs) along with guided 
success paths showcasing how these platforms 
can increase sales, profits and market growth. 
You’ll want to arrive early and stay afterwards to 
engage 1:1 with these automotive professionals 
who have a keen desire to improve your results.

This session will demystify the largely untapped 
opportunity that exists across social media for 
dealerships to improve reputation, generate 
leads and maximise aftermarket efforts.

Led by platforms like Facebook and Instagram, 
the mobile device has dramatically shifted 
consumer attention and, in the process, created 
an undeniably powerful marketing platform 

for local businesses. Attendees will learn of the 
opportunities on Facebook and Instagram to start 
building their dealerships’ competitive advantage.

We live in an increasingly digitalised world. 
With millennials visiting, on average, 10.1 
websites and zero physical dealerships before 
making a purchase decision, having a strong 
online presence is absolutely vital for Dealers.

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

Similarly, Ms Laird will impart crucial 
information and strategies to help Dealers 
transition to the digital age. She will explain 
how to create an online presence that captures 
attention, showcasing best practice solutions 
from around the world, both within and outside 
the automotive industry.

This historic session makes the Convention 
a must-attend event for any Dealer serious 
about maximising their digital impact. In 
an increasingly digital world, that should be 
everyone.

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
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BETTER
FOR YOUR
CUSTOMERS
BETTER
FOR YOUR
BUSINESS

Shell Helix is a trademark of Shell Brands International AG.

Viva Energy Australia Ltd ABN 46 004 610 459

TO FIND OUT MORE, CONTACT YOUR 

LOCAL SHELL HELIX ACCOUNT MANAGER:

QLD & NT  Jodanna Pullen  0402 322 926

NSW & ACT  Sharon Harrison  0408 500 166

WA & SA  Luke Morton  0419 045 620

TAS & VIC  Jeff Kiely  0408 282 526

http://www.vivaenergy.com.au
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J.D. POWER TO ADDRESS DISRUPTION 
ISSUES AT CONVENTION
Through its peerless data, analytics, and 

consumer intelligence, J.D. Power is 
one of the world’s leading consumer 

voices. Combining that insight with its 
knowledge of brands and strategies, the 
company is brilliantly positioned to deal 
with issues of concern to both Dealers and 
drivers, with benefits for all parties.

In one of the Wednesday feature sessions 
of the 2018 AADA National Dealer 
Convention, J.D. Power’s Vice President of 
South Asia, ASEAN and Oceania, Darren 
Slind, and Senior Country Manager of 
Australia, Loi Truong, will present a session 
titled ‘Automotive Disruption, Implications 
for Auto Dealers’, in which they will 
decipher the technological disruptions we 
have experienced so far and explore the 
implications it will have for the automotive 
industry down the track. 

Their presentation will raise as many 
questions as answers, but in this phase of 
chaos and uncertainty in the industry’s 
evolution, it will force Dealers to ask the 
tough questions now to ensure we evolve to 
a prosperous future.

J.D. Power drives and defines brand 
strategies worldwide. They claim to ‘amplify 
the voice of the consumer’ and help brands 
improve the value of their products and 
services. Together, these principles empower 
everyone in the global commerce ecosystem, 
enabling better purchase decisions – and 
better business results.

J.D. Power has been capturing and analysing 
the Voice of the Customer globally, across 
more than a dozen industries, for nearly 50 
years. Measuring customer experience is not 
easy, but that’s where these guys are so good. 
Through their proprietary index model 
they identify the many drivers of customer 
experience, accurately measure and link 
their impact to business results, and uncover 
insights to drive results for their clients.

Data, analytics and resources

Across 17 offices globally, the J.D. Power 
team of more than 750 professional analysts, 
statisticians, economists, consultants and 
experts in demographics and consumer 
behaviour focus on delivering insights 

clients can act on immediately. They serve 
an increasing number of countries and 
regions around the world, including Brazil, 
India, Japan, Taiwan, China, Philippines, 
Indonesia, Singapore, Thailand, Malaysia, 
Vietnam, Canada, Mexico, Europe, 
Australia, Germany and the UK.

J.D. Power research is comprised of their 
Analytical Centre of Excellence (ACE) team, 
a blend of scientists and industry analysts. 
Their scientists, PhD level statisticians and 
methodologists ensure their research meets 
the highest scientific quality standards and 
provides advanced statistical support. 

Their industry analysts are subject matter 
experts within key strategic verticals, 
who provide thought leadership and data 
interpretation for syndicated and key 
proprietary studies within their vertical. This 
combination of expertise allows J.D. Power 
to uphold their core values of independence 
and integrity while delivering impact for 
their clients.

Research Standards and Governance: ACE 
establishes and maintains the research rules 
that regulate how J.D. Power designs studies, 
collects data and determines the framework 
for the J.D. Power Awards.

Study Design and Best Research Practices: 
ACE is responsible for the scientific integrity 
of studies and questionnaire designs, as 
well as ensuring the firm is using the best 
research practices.

Advanced Analytics: ACE statisticians 
perform all advanced analytics required to 

create the J.D. Power Customer Experience 
Index Model (which is used to determine 
customer satisfaction benchmarks) as well 
as other advanced modelling to help clients 
derive the most insight from their data.

Data Insight and Interpretation: ACE 
industry analysts provide thought leadership 
to interpret and apply the insights derived 
from their data to their clients and in 
doing so identify areas of opportunity and 
prioritisation of improvement efforts.

Beyond measure

J.D. Power understands that the customer 
experience is vital and that simply 
measuring it is not enough. Their analysts 
focus on driving results that will improve 
customer loyalty and advocacy and their 
success is driven by how much they help 
improve their clients’ customer experience. 

But data is only as powerful as the analysis 
and insights tied to it. J.D Power is putting 
that power in Dealers’ hands through their 
interactive VoX reporting platform. 

The data, analytics, insights, best practices 
and action plans are available whenever 
and wherever Dealers need them, helping 
them make data-driven decisions that will 
improve their customer experience and 
drive positive financial results.

This session is the heart of what the 2018 
AADA National Dealer Convention & Expo 
is all about. It is the one session you cannot 
afford to miss, tying together the lessons 
and strategies you will receive in other 
workshops and addresses. Don’t miss out!
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DAVID KAIN TO HEADLINE AADA 
SPEAKERS
Leading American automotive sales 

trainer, David Kain, will headline an 
impressive list of speakers at the 2018 

AADA National Dealer Convention.

A blueblood of the American retail automotive 
industry, Mr Kain was an early adopter and 
driver of the use of technology to grow sales. He 
co-founded FordDirect.com, the dealer/factory-
owned joint venture that is the website and lead 
provider to Ford and Lincoln Dealers. He served 
there as Chief Operating Officer from start-up 
until Kain Automotive was born.

Established in 2003, Kain Automotive was 
founded as a way to assist automotive Dealers 
and automotive Manufacturers develop effective 
and progressive internet sales operations. 

Mr Kain will present a series of case studies 
outlining a path to achieving exceptional results. 
His work in internet sales speaks for itself. He 
teaches how to leverage the pre-contact checklist 
to ensure you provide an exceptional response to 
customers requesting information online.

Due to his passion and wealth of knowledge Mr 
Kain is an active speaker at many industry events, 
including the NADA Convention, Innovative 
Dealer Summit, Driving Sales Executive 
Summit and Digital Dealer. Notable speaking 
engagements include the Mercedes Benz Sales 
Conference in Shanghai, China, and Fenabrave 
in Sao Paulo, Brazil. His favourite speaking 
role so far was being the featured International 
Speaker at the AADA Convention, so we’re 
delighted he has decided to return.

Mr Kain shares his unique perspectives by 
writing articles for industry publications such as 
Ward’s Dealer Business and Dealer Success, and 

hosts the popular show Kain & Co. on the CBT 
Automotive Network.

His training modules and workshops have 
been praised as inspiring, informative and 
instructional by industry veterans, providing 
mentoring and equipping participants with the 
tools to succeed.

What they say about David Kain

• “In my 30 years of selling and managing, 
I found David’s training to be some of 
the best mentoring and thought spurring 
engagement I have ever been involved in. 
He opened my eyes to ideas that are hidden 
in plain sight.”

• “He is clearly an industry expert that will 
show you the tools to succeed. It’s up to you 
to use them. If you want to move the needle, 
attend his training.”

• “Some of the best training you can get in the 
automotive world!”

• “Kain Automotive has been instrumental 
to my success as an Internet manager in the 
automotive industry. Their strategies are 
well thought out and simply work! If you 
are looking for digital automotive training, 
let the fine folks know at Kain Automotive 
and they'll help you reach the next level!”

A life in cars

As the son of former NADA Chairman, Jack 
Kain, Mr Kain grew up in the family car sales 
business, which opened its doors in 1960. He has 
been both General Manager and Dealer Partner 
of Jack Kain Ford, where he remains a Partner 
today. 

David Kain is retail automotive royalty. He has 
lived and breathed the industry his entire life, 
and is a major player in the biggest market in 
the world. He has mastered the art of using the 
internet to grow business and increase sales. 
Don’t miss this vital presentation.
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MAKE SURE YOU’RE PART OF 
THE 2018 AADA EXPO
The Expo at the 2018 AADA National 

Dealer Convention promises to be the 
most cutting edge yet, showcasing the 

latest and greatest products and services 
designed to give dealerships the upper hand.

The pace of technological change is so rapid 
these days, the Expo is a one-stop-shop to 
ensure Dealers are fully abreast of all the 
challenges and opportunities in this area. 

If you have a product or service you believe 
will benefit the retail automotive sector 
you would be crazy not to get it in front of 
the decision-makers who determine your 
success or otherwise. 

The AADA Expo has always been a popular 
between-session destination for delegates, 
but this year we’re taking it to another level. 
The AADA Expo will be open between 
6.30am through to 10.00pm on the Tuesday 
and 6.30am to 5.30pm on Wednesday.

The AADA Pentana Solutions Expo Luncheon, 
held in the Expo Lounge, is a catered event 
where delegates enjoy a sumptuous lunch, 
network with their contemporaries and 
discover the latest and greatest products and 
services the industry has to offer. The food is 
always delicious, the company stimulating and 
the conversations lively. 

As always, the AADA Expo will showcase 
market-leading products and services designed 
to improve the bottom line for Dealers. 
Whether it is after-market, insurance, finance, 
marketing, software, customer retention or any 
other aspect of dealership operations, we want 
our delegates to have access to it all.

Focus on disruption

The 2018 AADA Convention program will 
examine the ways in which disruption works 
at all operational and business levels, from 
legal and taxation to supply and profitability, 
and more. 

If your business focuses on Franchised 
Automotive Dealers as your customers, you 
cannot afford not to be part of the AADA 
National Dealer Convention and Expo. 

This is the only time of the year that 
Australia’s new car Dealers all come together 
in the one place. More than 1,000 dealership 
leaders and managers assemble for the 
leading retail automotive industry event in 
the nation. They are there to work, learn and 
expose themselves to new ideas, products, 
processes and services that can improve the 
way they do business. 

Attendees include senior and middle 
management leaders, providing you with 
opportunity to put your business name in a 
position of prominence amongst people of 
influence in your target audience. 

Put your product front of mind with 
dealership powerbrokers. Be part of the 
2018 AADA Expo.
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DUTCH GROUP CONVERTS TESLA TO 
HYDROGEN
Netherlands gas supplier, Holthausen 

Group, has taken a Tesla Model S and 
hacked it to run on electricity and 

hydrogen. Combined with their ‘Project Hesla’ 
components, the vehicle can travel 1000km – 
more than double the distance of the cheapest 
Model S.

The Tesla model S is one of the most renowned 
electric vehicles on the market. The cheapest, 
the 75D model, boasts an impressive range 
of 416km, while the 100D and P100D have 
ranges of 539km and 506km respectively.

Holthausen Group boosted the maximum 
range of Tesla’s Model S by essentially hacking 
in a hydrogen power source. The company’s 
success at making an electric and hydrogen 
powered Tesla makes them the first in the 
world to do so. 

Since Tesla wasn’t involved in the process, the 
Model S was acquired second-hand. Getting 
the Model S to accept hydrogen as a fuel 
source wasn’t easy, with Holthausen Group 
engineer, Max Holthausen, calling the vehicle’s 
system “a big maze.” Holthausen had to 
develop and implement a workaround, which 
increased the difficulty of the project.

In the end the team made it work; the Hesla 
now uses two power sources. The first is the 
already-installed battery and the second is 
the hydrogen stored in tanks installed inside 
the vehicle. Hydrogen molecules are pumped 
into a fuel cell where an anode removes their 
electrons which pass through a circuit to 
the battery to give it additional charge. The 
hydrogen (now ions) then pass into a cathode, 
where they are reunited with electrons, bind 
with oxygen to form water and exit the fuel 
cell. 

So is hydrogen the answer?

Hydrogen has the potential to become a 
mass-produced alternative to petrol and even 
electricity thanks to seawater and a specific 
aluminium alloy, but don’t go trying to convert 
your own Tesla – or any electric car – just yet.

First of all the incorporation of hydrogen 
power costs an inordinate amount of money. 
According to The Drive, the hydrogen 
conversion costs upwards of $58,000 – tacked 
on top of the $79,500 Model S price tag. 
Then there’s the issue of replenishing the 
hydrogen supply. It’s not impossible, but not 

as convenient as recharging an electric car. 
There are only 39 hydrogen fuelling stations in 
the US, with most located on the West Coast 
– specifically California. The other four are in 
South Carolina (two stations), Connecticut 
(one), and Massachusetts (one).

Despite the scarcity of refuelling hydrogen 
tanks and the cost of the entire process, 
Holthausen is still moving forward with its 
Project Hesla. The company aims to perfect 
its prototype to acquire more data over the 
next several months. If these tests provide 
pertinent information, it could give other 
companies that have invested in hydrogen-
powered vehicles the technical savvy to catch 
up to the race. Of those presently relevant, 
Honda is releasing hydrogen cars, Toyota has 
a hydrogen-powered truck and Mercedes 
Benz debuted its hydrogen-fuelled SUV in 
September.

These cutting edge companies constitute the 
first big automakers with fully-functional 
hydrogen vehicles on the road, but Holthausen 
and the Hesla could prompt still more 
ambitious parties to invest in hydrogen fuel in 
the near future.
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The Federal Chamber of Automotive 
Industries (FCAI) said the industry 
would move “heaven and earth” to 

satisfy the requirements of the compulsory 
Takata airbag recall announced by the 
Federal Government.

“The safety of our customers is our utmost 
priority,” FCAI Chief Executive, Tony 
Weber, said.

“We already know from the voluntary 
recall, which has been under way for 
some years, that there are a number of 
significant issues in getting the affected 
vehicles rectified. These include difficulties 
contacting the affected customers, 
constraints imposed by replacement airbag 
supply and the ability of the networks to 
process such a huge number of vehicles.

“However, we know our brands are 
determined to do their part and have in 
place strategies to prioritise vehicles and 
have this recall addressed by 31 December 
2020, as determined by the Minister.”

Mr Weber added that state and territory 
registration authorities have a significant 
role to play in ensuring the brands can 
reach affected customers. Repeated requests 
from the FCAI to the ACCC to assist in 
this process have so far been unsuccessful.

“We urge state and territory governments 
to put the safety of the motoring public 
first by working with the Australian 
motor industry in reaching out to affected 
owners,” Mr Weber said.

“Our brands have numerous cases where 
they have made phone calls and sent 
multiple letters to affected vehicle owners, 
but either the contact details are out-
of-date or the owners don’t want to be 
involved.

“Given the significance of this recall and 
the safety concerns for our customers, we 
believe there should be a maximum effort 
across state and federal Governments 
to work with the industry in sharing 
information to reach as many affected 
customers as possible.

“We are calling on the state and territory 
governments to work with us on this issue, 
as we know that will deliver the safest 
outcome. Surely that is what we all want.”

FCAI BACKS TAKATA RECALL

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

http://www.stocksauto.com.au/
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WHAT HAPPENS IN VEGAS SHOULDN’T 
STAY IN VEGAS
AADA Executive Director of Operations, 

Brian Savage, has just returned from 
Las Vegas where he attended the 2018 

NADA Show. The NADA show incorporates 
the Dealer Convention and Expo, attracting 
23,000 registered attendees. It included a large 
international contingency along with over 500 
exhibitors in what is the biggest show of its 
kind in the world.  

“Several industry issues were placed under 
the spotlight at the show, but one of the most 
commonly discussed – and the subject of 
many formal presentations – was the effect on 
Dealers of the disruption currently occurring 
in the automotive sector,” said Brian. 

“Disruptive technologies, such as vehicle 
electrification, autonomous vehicles and the 
emerging ride-sharing platforms, are all seen 
as significant threats to the franchise Dealer 
model,” he said.

The good news is that while new car Dealers 
will have to prepare for these changes 
and adapt their business models to suit, 
the industry experts do not believe these 
disruptions spell the end of the franchised 
new car Dealer. On the contrary, most see 
them as an opportunity for Dealers to enter 
new areas of the market.

Underpinning this view is data obtained 
through studies conducted across many parts 

of the world, including the US and Europe, 
that show consumers still want to own their 
own cars, have no overwhelming desire to 
be driven around by an autonomous vehicle, 
and still hold concerns about the range and 
charge times of electric vehicles.

“No one is suggesting that these 
technologies and market trends will not 
arrive, but the key message here is that, 
when they do, Dealers will continue to play 
a part in delivering them, just as they have 
for the last 100 years.”

This encouraging message was repeated by 
2018 NADA Chairman, Wes Lutz, who in 
his opening address at the show commented 
that, “just because a new system pops up it 
doesn’t mean the old one is dead, and just 
because technology changes it doesn’t mean 
that a car’s usefulness is gone”. 

However, despite the positive messages, 
Dealers in the US and other developed 
international markets continue to find 
challenges in manufacturer relationships and, 
by extension, franchise agreements, margin 
compression and continual intervention 
by government and regulators. Without 
exception, Dealers in the US and across 
the world look to their respective industry 
associations to help them work through 
these issues and deliver positive outcomes for 
consumers and Dealer franchisees.

Brian’s final takeaway from the show was the 
huge amount that delegates learned about 
disruption and how to deal with it. 

“Certainly those who attended the show are 
now vastly better equipped to deal with the 
changes already under way. I would highly 
recommend Australian Dealers attend this 
year’s AADA Convention to arm themselves 
to prosper in the developing market,” said 
Brian.
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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

http://www.graysonline.com/automotive-trucks-and-marine/motor-vehiclesmotor-cycles/motor-vehicles
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LET’S TALK ABOUT STAMP DUTY
Every year, retail automotive Dealers 

collect billions of dollars on behalf 
of state governments, a fact not 

highlighted enough by us and thus under-
appreciated by governments. 

The industry collects stamp duty in the 
order of $6 billion annually for state 
governments, behind only the real estate 
industry.

In Victoria alone, motor vehicle taxes are 
expected to amount to $10.6 billion over 
2014-18, with annual vehicle registration 
fees kicking in another $1.6 billion per year. 
Duties on registrations and transfers will 
add up to $3.8 billion over the four-year 
period.

New car sales contribute around $1 billion 
per year in stamp duty. When you add the 
stamp duty on used cars the economic 
impact rises significantly. Total vehicle 
stamp duty in 2015/16 was $2.7 billion.

To put it another way, the average Holden 
Dealer sold 362 new vehicles in 2017. If 
the average price was $40,000, the average 
stamp duty per sale was $1,200. That means 
the average Holden Dealer collected around 
$435,000 in stamp duty last year on new 
cars alone. Then there are used cars, which 
also attract stamp duty and, of course, 
Dealers have to pay stamp duty on imported 
vehicles.

These numbers highlight how important 
Dealers are to the revenue base of state 
governments. On top of the sheer dollar 
value there is also the work that goes into 
calculating, reporting and transferring the 
money into state coffers.

The Victorian Government used the end 
of local car manufacturing as a reason to 
increase stamp duty on new cars, removing 
a discount that was meant to encourage 
buyers to support local manufacturers.

The massive, crucial contribution Dealers 
make to state economies should put the 
industry in a strong position when it comes 
to negotiating with governments and 
regulators. 

Exemptions for electric

Hyundai last year called for the lowering 
of stamp duty to encourage the take-up 
of electric vehicles. The South Australian 
Government has promised that – if it retains 
power in the state election later this year – it 
will scrap stamp duty charges and offer free 
registration for the first five years for new 
electric car customers.

The proposed policy as announced by 
South Australia's Minister for Sustainability, 
Environment and Conservation, Ian Hunter, 
is the latest in a strategy to make Adelaide 
the world's first carbon neutral city and de-
carbonise the state's transport system.

Stamp duty by state

New South Wales

Stamp duty is based on either the market 
value of the car, or the price paid, whichever 
is greater.

$44,999 or less - 3 percent 
$45,000 or more - $1350 plus $5 per $100.

Queensland

Rates are based on type of engine.

Hybrid and electric vehicles - 2 percent 
1 to 4 cyl, 2 rotors or a steam vehicle - 3 
percent  
5 to 6 cylinders, 3 rotors - 3.5 percent 
7 or more cylinders - 4 percent 

South Australia

Private sale rates are based on the price of 
the car.

Up to $1000 - 1 percent ($1 per $100), with 
a minimum payment of $5. 
$1001 - $2000 - $10 plus 2 percent ($2 per 
$100) for every dollar over $1000 
$2001 - $3000 - $30 plus 3 percent ($3 per 
$100) for every dollar over $2000 
More than $3001 - $60 plus 4 percent ($4 
per $100) for every dollar over $3000.

Commercial vehicles attract the same rates, 
up to $2000. For vehicles worth more than 
$2000, it is $30 plus 3 percent for every 
dollar over $2000.

Tasmania

Based on market value.

Up to $600 - $20 flat rate. 
$600 - $34,999 - 3 percent. 
$35,000 - $39,999 - $1050 plus 11 percent ($11 
per $100) for every dollar over $35,000. 
$45,000 and over - 4 percent ($4 per $100)

Victoria

Different rates for new or used vehicles. Based 
on the higher of market value or sale price.

New vehicles 
Up to $61,884 - 3.2 percent  
Over $61,885 - 5.7 percent 

Non-passenger new vehicles - 2.7 percent

Used cars attract a rate of 4.2 percent.

Western Australia

Based on 'dutiable value': the manufacturers' 
list price (new vehicles) or reasonable market 
value (used cars).

Up to $25,000 - 2.75 percent.  
$25,001 - $50,000 - 2.75 percent plus an 
additional rate calculated on the price of the 
car above $25,000. 
Over $50,000 - 6.5 percent 

Australian Capital Territory

Based on a combination of price and how the 
vehicle is rated by the Green Vehicle Guide 
(four categories: A to D, with A being the 
‘greenest’ and D the least ‘green’).

Up to $45,000 value 
Class A - 0 
Class B - 2 percent  
Class C - 3 percent  
Class D - 4 percent 

Over $45,000 
Class A - 0 
Class B - $900 plus 4 percent for every dollar 
over $45,000 
Class C - $1350 plus 5 percent for every dollar 
over $45,000 
Class D - $1800 plus 6 percent for every dollar 
over $45,000

Northern Territory

3 percent of the dutiable value.
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Dealers have until the end of May to 
make a voluntary disclosure of any 
stamp duty exemptions they may 

have incorrectly claimed over the past five 
years. Such claims would usually have been 
made on demonstrator or loan vehicles, 
which are not eligible for the exemption.

In its recent Duties Bulletin, the State Revenue 
Office (SRO) Victoria said licensed motor 
car traders (LMCT) had until Thursday 31 
May to disclose any motor vehicles they had 
incorrectly obtained a duty exemption on over 
the last five years.

 John Caravousanos, Partner, HWLE Lawyers, 
said this would reduce the amount of penalty 
tax payable to 5 per cent, plus interest on any 
outstanding duty. The usual penalty tax rate is 

up to 90 per cent when a voluntary disclosure 
is not made.

Loan vehicles, service demonstrator vehicles 
and service loan vehicles attract motor vehicle 
registration duty. The SRO Victoria says some 
LMCTs may have incorrectly obtained a motor 
vehicle registration duty exemption for motor 
vehicles registered and/or used as service 
demonstrator or service loan vehicles.

“Under the Duties Act 2000, the exemption 
from duty is only on demonstrator vehicles 
used exclusively for the purpose of sale 
of another vehicle of the same class,” Mr 
Caravousanos said. 

“This means that motor vehicles, such as 
those used for a range of business or private 

purposes, including, for example, customer 
loans, service, workshop and deliveries, 
promotion and use by directors, employees 
and their family members are not exempt from 
duty.”

It is likely that a compliance program will 
then be conducted by the SRO where LMCTs 
will be audited. Penalty tax will be imposed 
at between 25 per cent and 90 per cent (plus 
interest) on any motor vehicle registration duty 
assessments arising from those audits.

AADA recommends that if any Dealers are 
concerned they might not have accounted for 
motor vehicle registration duty correctly seek 
advice and help in determining whether they 
have a liability, and, if so, seek assistance with 
the voluntary disclosure process.

STAMP DUTY AMNESTY PERIOD FOR 
VICTORIAN MOTOR CAR TRADERS

Put your Parts Department in your Customers’ Hands! 
Microcat Messenger empowers your dealership staff and trade customers

with the convenience of instant messaging to interact with your parts counter.

	 3 Send parts queries 3 Take photos
	 3 Scan VIN barcodes 3 Receive catalog illustrations 

Get a 30-day free trial: start@microcatparts.com

Let me find the part

No problem

I have it here for $9.24

Is there anything else you 
need for the repair?

Yes, I also need the hose 
gasket 8255

IFTCR10UXTPA78180
Ford Motor Company

@InfomediaLtd           Infomedia LtdGlobal leaders in parts and service software

A Mobile App with EPC Integration to Boost Efficiency & Grow Sales

AVAILABLE

NOW

http://www.infomedia.com.au/
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In the digital economy, where the use of the 
internet and social media platforms mean 
customers are significantly more informed 
when they arrive at a dealership, these are not 
necessarily the best traits for success. Statistics 
suggest that consumers visit only 1.2 dealerships 
before acquiring a vehicle, therefore closing a 
deal when a customer comes to your dealership 
is no longer the challenge; rather, it is getting the 
customer to the dealership in the first place.

Getting customers to your dealership in this 
new digital landscape  

So how then do you get customers to your 
dealership in this new economy? This is achieved 
via the implementation of a strategic marketing 
plan that considers all channels, including 
digital marketing, website (customer journey 
and experience), social media, search engine 
marketing and optimisation, as well as email 
marketing campaigns on both desktop and 
mobile environments.

Dealerships can no longer rely on the OEM’s 
digital campaigns or other online mediums 
to drive leads in used cars. In fact, specialist 
independent service and parts companies tend to 

DIGITAL DISRUPTION AND CHANGING 
CUSTOMER BUYING BEHAVIOURS - THE 
EVOLVING ROLE OF SENIOR MANAGEMENT 
IN AN AUTOMOTIVE DEALERSHIP

In an earlier article, I wrote about the changing 
dynamics of profitability within an automotive 
dealership. The tightening of available credit 

through responsible lending, the reduction in 
available insurance products and the change 
in original equipment manufacturer (OEM) 
behaviours have changed the makeup of the 
overall profit a dealership makes. 

Key performance indicator (KPI) income has 
never been so important to the viability of the 
dealership. In fact, those prospering are those 
that not only hit factory volume targets but also 
achieve these targets in line with the strategic 
objectives of their OEM (high customer service 
index, win repeat business, etc), thus maximising 
the bonuses and incentives on offer.

The digital economy

In conjunction with the above, perhaps the biggest 
changing dynamic a dealership needs to cope 
with is the digital economy, which is defined as an 
economy based on digital computing technologies. 
It is this digitisation that is having a major influence 
on customer buying behaviours. But have 
automotive dealerships adapted to this change in 
dynamic for all departments within the business?

Changing dynamics

As an example, let’s picture a Dealer Principal. 
Typically, Dealer Principals have a strong sales 
background, exceptional product knowledge, 
are good deal closers and learn the traits of how 
to run a successful business through industry 
experience. This is ordinarily gained via working 
up through the ranks of the dealership, starting 
out ‘on the yard’. 

have an edge over the dealership in this regard.

Changing skillsets – do you have the right mix? 

Historically, individuals with these skill sets 
have not been found within the organisational 
structure of all dealerships/groups; however, in 
the forward-looking groups it is these people 
who are driving the changing agenda and 
becoming key players within senior management 
for successful Dealer groups.

So what are the typical traits of this role? Typically 
it’s someone who can:

• develop and champion best-in-class online 
consumer shopping experiences

• implement and measure interactive 
marketing projects to reach online customers 
with the mission of converting shoppers into 
loyal and long-term buyers

•  make it easy to navigate, learn, compare, 
experience and buy with confidence online

• drive online retailer marketing initiatives, 
driven by shopper insights, for our top retail 
partners and teams, and

• drive development projects to deliver user-
friendly, accurate, innovative, on-brand digital 
experiences.

Clearly people in these roles didn’t necessarily 
start out in car sales, but their presence is more 
important than ever in running a successful 
dealership. In my experience, the most profitable 
Dealer groups are those that have redirected their 
investments in people into these channels to help 
facilitate an exceptional customer experience 
and lead generation without the need for other 
mediums (both online and not) to drive leads to 
the dealership.

So next time you are in your leadership/executive 
meeting at the dealership, ask the question, 
“Do we have the right skills within our team to 
function effectively in the digital economy?”
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When buyers first visit dealership

75% of vehicle purchasing 
research is now performed online.

Do you invest in your online strategy like you 
do bricks and mortar?
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Towards End

At Purchase

Credit: Google
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How we connect with customers has 
rapidly evolved in the automotive 
industry.

Reaching customers at the time they are 
thinking about a vehicle purchase requires 
Dealers and brands to understand a range 
of marketing formats and channels that are 
becoming increasingly complex but also 
opportune.

The relevance of messaging at all stages of the 
automotive lifecycle – pre-market (not your 
customer and not in-market), in-market 
(actively researching and will likely buy), 
and ownership (purchased and/or service 
with you) – is the key ingredient for getting 

cut-through. The ‘spray-and-pray’ method of 
yesteryear no longer keeps up with consumer 
and technology trends.

Today’s customer shops on their terms, not 
yours, and the mobile device is playing an 
increasingly important role in this process. 
In the Deloitte 2018 Global Automotive 
Consumer Study the article ‘The Future is 
Now’ recognises that the transformation of 
automotive retail is imminent, with a focus 
on “the customer experience to one that is 
digital, omnipresent and omni-channel, and 
reflects the customer experiences consumers 
enjoy from retail, banking and a host of other 
industries”.i

These consumers avoid hectic car park battles 
by having groceries delivered to their door; 
they can complete any odd job, big or small, 
that same day, through Airtasker, and they can 
withdraw money from the ATM without their 
credit card. These are the types of experiences 
setting the bar of consumer expectation. 
Your ability to win will increasingly rely on 
the dealership’s ability to deliver on their 
expectations.

The traditional way of building a Dealer’s 
rapport with customers has become 
increasingly difficult as a result of these 
changes. As we witness increases in online 

research and declines in the number of 
dealership visits prior to purchase, new 
customer habits have surfaced: 

• ‘Digital-first’ consumers initiate the sales 
process without physical dealership 
interaction

• Mobile devices are replacing activities 
historically undertaken by salespersons or 
concierges

• High-performing dealerships have rewired 
their business to reflect today’s informed 
consumers.

It is imperative dealerships leverage their 
digital presence to influence and add value 
earlier in the consumers’ research process. 

The Win/Win: Relevance aligned to business 
priorities

Every dealership undoubtedly has a number 
of different business priorities to deliver and a 
set of available resources to do so. Hence you 
should consider, for example: 

• Are your marketing plans built and 
optimised around a return on your 
investment?

• How are you addressing underperforming 
vehicle segments in your primary market 
areas (PMA)? 
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• How are you combatting service retention 
drop-offs?

• How are you building dealership 
awareness? 

• Are you providing value to existing 
customers?

Digital channels offer a sophisticated method 
to simultaneously solve these challenges 
and improve customer relevance. Blasting 
‘one-size-fits-all’ messaging across untargeted 
channels is a surefire way to move your 
dealership toward irrelevance.

A majority of a dealership’s priorities can be 
matched against three key audiences: pre-
market, in-market and ownership. A smart 
idea is to carefully design and map how your 
dealership is being active, with messaging that 
adds value, in front of each of these audiences. 

Right message, right audience 

The vast majority of Australians are not in 
the market for a car today, so you can’t talk to 
them as if they are. This is not being relevant. 
Tailoring different messages to pre-market, 
in-market and ownership audiences allows 
appropriate messaging to digitally reach the 
right customer where they’re active online.

Pre-market customers need to be aware your 
dealership exists and, ideally, understand your 
unique proposition. Using pervasive digital 
platforms to ‘broadcast locally’ with accuracy 
is an excellent way to cost-effectively stay top-
of-mind to the masses.

Progressive Dealers often focus their scaled 
reach efforts across key segments where their 
business needs to improve. For example, only 
targeting males 25-54 across the PMA and 
establishing why they’re the local ute expert. 
This decreases marketing spend, eliminates 
media wastage and increases dealership 
relevancy. 

In-market customers show signs across 
the internet that they’re looking to buy, as 
they embark on researching the best option 
for their situation. They will spend time on 
the large car sites, visit OEM and dealership 
websites, and search among other actions. 
Deloitte’s 2014 Global Automotive Consumer 
Study indicates many customers conduct over 
10 hours of research outside of the dealership 
before purchasing. 

Understanding the ‘information gathering’ 
mindset of in-market customers, tap into 
the visible behaviours and utilise website 
retargeting to defend customers already 
considering your dealership. In addition, there 
are behavioural-based conquest targeting 
options that allow Dealers to get in front of 
customers shopping around but not currently 
considering their specific dealership.

Ownership audience targeting opens up an 
opportunity for a dealership to add value to 
the ownership experience – not just focused 
on trying to sell. A customer who bought a 
vehicle two months earlier shouldn’t receive 
a ‘four-day sale’ message. That’s not being 
relevant or adding value.

Whilst email and SMS should continue to 
be mainstays in owner communication, you 
can extend these efforts through CRM data 
matching across digital channels like Facebook 
and Instagram. While there are countless 
strategies when targeting your own customer 
set, one example could be targeting video 
content highlighting an under-utilised feature 
most owners don’t know exist. Get creative 
with how you can target various pockets of 
your customer database with communication 
that improves the ownership experience.  

Regardless of whether someone sits in the 
pre-market, in-market or ownership audience, 
with 15 million Australians on Facebook daily 
and 9 million on Instagram, both play an 
integral role reaching all three key audiences 
using real identity data that spans all devices. 
This means these channels know the exact 

person being served the ad – age, gender, 
location, etc – which provides a profound 
advantage in terms of a Dealer’s ability to 
deliver more relevant messaging at all times. 

Enlist the experts 

Do you have the right skills and capabilities 
to successfully engage customers in this 
digital sales environment? If you don’t there 
are others that do. Ensure your agencies are 
working in direct partnership with major 
digital providers to maximise return on 
investment and utilise digital channels to 
their full potential. Additionally, specialised 
customer experience consultants can assess 
your effectiveness in market and consumer 
engagement levels. 

Your customers are on digital channels all 
day – and they are not just there for a minute 
or two. Users spend nearly an hour every day 
scrolling through Facebook status updates, 
Instagram posts or chatting on Messenger. 
Maximising their full potential in the digital 
arena should be a top priority to extend 
your showroom beyond the confines of your 
dealership’s physical location.

Deloitte’s Motor Industry Services Team and 
Facebook’s Automotive Team are defining new 
ways in which the automotive industry can 
improve customer experience, connect with 
today’s digitally savvy consumers and support 
dealership growth.
i Andrew Dinsdale and Andrey Berdichevskiy, The future 
is now, 2018 Deloitte Global Automotive Study: Great 
Expectations – Insights exploring new automotive business 
models and consumer preferences, January 2018. 
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LCT HAS TO GO!

Momentum is building for the abolition 
of the Luxury Car Tax – an unfair, 
regressive tax that impacts negatively 

on car affordability and, some argue, is 
hindering the adoption of electric vehicles.

The tax, which is the only luxury tax on 
any product in Australia, is applied to every 
passenger vehicle over $64,132, or $75,526 if 
the vehicle uses less than seven litres of fuel per 
100km. Every dollar over that amount is then 
taxed at 33.33 percent.

Federal Budget estimates last year predicted 
LCT revenue would increase 7.9 percent to 
$650 million.

The government could be forced to remove 
the tax as part of negotiations for a free trade 
agreement with the European Union (EU) 
where most luxury cars come from.

German manufacturers are leading the charge, 
pushing for LCT discussions to be part of a 
Free Trade Agreement, which could also result 
in European vehicles join those from Japan, 
Thailand, South Korea, the US, Canada and 
Mexico in being exempt from the five per cent 
import duty.

A massive imposition

A true luxury vehicle, the Ferrari 812, has a price 
tag of $610,000 before on-road coats. The LCT 
on such a car works out to around $144,000. 

GST is applied prior to the LCT but acts as 
a multiplier on stamp duty, adding a further 
$50,000 to the cost. Stamp duty takes another 
$35,000 or so and import duty another five per 
cent of the price the importer pays.

Almost $250,000 of the purchase price ends up 
in the pockets of various governments.

In Australia, a luxury tax is unique to cars. No 
other luxury good receives a luxury tax simply 
for being luxurious.

Buy a boat, plane, helicopter, diamonds, or that 
Picasso you’ve had your eye on, and you pay 
not one cent of LCT, despite all being arguably 
more deserving of the ‘luxury’ moniker than 
any car.

In Canada, the government of British Columbia 
has doubled its luxury car tax rate to 20 percent, 
which is still only 60 percent of Australia’s.

Spare a thought for Thailand, where luxury car tax 
is 80 percent of cost, insurance and freight. The 
combined rate reaches 328 percent when other 
taxes such as vehicle excise tax, value-added tax 
(VAT) and local tax are added. The high levy has 
encouraged some importers to evade or understate 
their tax payments, which creates another problem 
and has resulted in the impounding of vehicles 
while governments ascertain whether their true 
value equals their reported value.

Gone by 2020?

Mercedes-Benz Australia/Pacific Public 
Relations, Product and Corporate 
Communications Senior Manager, David 
McCarthy, told journalists last year he believed 
the LCT would be gone within a few years.

“I feel confident (by) 2019/2020 there won’t be 
an LCT,” he said. “And that will have been an 
11-year battle.

“LCT will be a casualty in an EU free trade 
agreement. Anyone who tells you otherwise is 
believing in alternative facts – that’s the reality.

"Whilst I'm not a betting man, knowing the 
view of the EU on luxury car tax and import 
duty, I can't see how the EU would agree to a 
free trade agreement that allowed LCT and 
vehicle import duty to continue,"

Brought in around 18 years ago, the LCT 
was designed to encourage new car buyers to 
purchase Australian-made vehicles at the time, 
such as the Holden Commodore, Ford Falcon 
and Toyota Camry.

However, that incentive became redundant last 
year when Australian car manufacturing ended. 

Mr McCarthy said how the government 
phased in the changes was the challenge, but he 
was adamant the LCT will go.

“It’s currently 33 percent. My personal view is 
that you want to implement it over a three-year 
period, so 33, 22, 11, zero,” he said.

“Otherwise you’re going to have a lot of 
dislocation in the market and no-one is going 
to shed a tear over OEMs suffering, but the 
government would potentially lose a lot of 
revenue.

“The interest is for it to be a smooth, gradual 
transition. No free trade agreement implements 
all its parts from day one; it’s staggered, so the 

economy can adjust and supplies can adjust.”

Mr McCarthy said the government could base 
the removal of the LCT on the recent parallel 
import proposal, replacing lost revenue with 
increased employment and spending.

“They know one of the big factors in the 
parallel import decision was the ability for 
that to have a very bad effect on employment, 
schools and training in the network,” he said. 

“They didn’t believe it originally, but they did 
their research – they spoke to the industry 
– and they’ll do the same with this. And the 
automotive sector is a big sector, it’s a big 
employer, it’s a big contributor of tax. Whether 
that’s GST or whether that’s income tax, you 
don’t want to dislocate that.

“They’re always prepared to trade off, as 
they have in other free trade agreements, a 
reduction in revenue in some areas for an 
increase in economic activity in others.”

Mr McCarthy said the government should also 
remove import duty in order to maintain fair 
car pricing, irrespective of where vehicles are 
built and sourced.

“I think import duty on cars will also have to 
go, because otherwise you will be left with a 
couple of places where cars are sourced from 
that will still pay import duty because that 
country is not in the EU or that country might 
be a Commonwealth country,” he said.

Mr McCarthy said LCT changes will happen 
regardless of which party is in government.

“Both the major parties are committed to an 
EU free trade agreement in the framework 
that’s been discussed,” he said.

“There’s always a bit of finessing around some 
of it, but they are both parties that support low 
trade barriers and free trade.”

Discouraging electric uptake

A sale of the Tesla Model X generates $76,292 
in revenue to the government. Even the Toyota 
Land Cruiser – less a luxury car than one used 
by farmers, families and retirees – adds $30,000 
or so to government funds.

Through the Federal Chamber of Automotive 
Industries, car manufacturers have been 
lobbying the government for years to remove 
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the LCT. Electric Vehicle Council Chief 
Executive, Behyad Jafari, has called for a 
package of measures to reduce electric vehicle 
prices by up to $7,000, including fringe benefits 
and luxury car tax exemptions, and the axing 
of stamp duty and registration charges by the 
states.

Mr McCarthy said he was disappointed the 
issue wasn't raised in last year's Federal Budget.

"The government had an opportunity to make 
some small changes that really would have 
been less than a rounding error to send a very 
clear signal and a commitment to lowering 
vehicle emissions," he said.

Mr McCarthy argued the price premium 
meant there was little incentive for Australians 
to buy electric and hybrid vehicles.

"Electric cars over the luxury car tax limit still 
attract luxury car tax. This can hardly be seen 
as encouraging electric vehicles," he said.

According to Porsche Australia Director of 
Public Relations and Motorsport, Paul Ellis, 
the government makes a lot more money on a 

911 sports car than the retailer and distributor 
combined.

"The premium automotive segment is an easy 
cow for the government to milk because it 
keeps producing cream to top up the coffers," 
Mr Ellis said.

In an opinion piece published in January, 
Federal Energy Minister, Josh Frydenberg, 
said the federal government already provided 
a discount on the luxury car tax threshold for 
low emission vehicles, offered carbon credit 
units to encourage fleets to transition to electric 
vehicles, and funded programs for the purchase 
of electric vehicles.

Tesla Australia’s Head of Communications, 
Heath Walker, has argued that Australia is “the 
only first world country to have a tax and no 
incentives on electric vehicles, and despite there 
being some subsidies on Luxury Car Tax, it 
truly does hamper the cross-shopping when it 
comes to a choice between internal combustion 
engine and an electric vehicle”.

In the article, Mr Frydenberg hinted there 
could soon be greater support for the electric 

vehicle industry, predicting the number of 
electric vehicles would grow from 4,000 to 
230,000 within seven years, and to one million 
by 2030.

However, several Coalition backbenchers 
warned against new tax breaks for electric 
cars, arguing that they were no greener 
than equivalent petrol or diesel vehicles. 
Governments can be reluctant to promote 
something that reduces their bottom line. 
Motorists pay fuel excise every time they fill 
up, which helps pay for new roads and other 
infrastructure, while electric car owners avoid 
this because they buy very little to no petrol.

A study for the Department of Infrastructure 
and Regional Development more than a year 
ago found the high reliance on coal-fired power 
in Victoria, NSW and Queensland meant 
electric vehicles charged on the grid in those 
states “have a higher CO2 output than those 
emitted from the tailpipes of comparative petrol 
cars”. However, with the cost of renewable 
energy on a downward trend, this is not 
expected to remain the status quo for very long.

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.

http://www.valvoline.com


THE VALUE OF A CUSTOMER REVIEW

Reviews are incredibly important for 
businesses like restaurants. While they 
are not as vital for the auto industry, 

they are becoming more and more important.

Not only are they important to a vast 
majority of potential customers, they’re 
also responsible for securing your online 
visibility in organic search rankings.

Customer reviews are the first impression 
customers have of your product. If social 
media commentary about your products or 
services is ignored, the impression you send 
is that you don’t care about your customers.

Customer reviews must be monitored and 
responded to in as near to real time as possible, 
because the only way to guarantee four- and five-
star reviews on the most influential review sites 
is to nip in the bud any customer-service issues.

You get reviewed whether you like it or not

In the past there was no viable public outlet 
for consumers to voice their opinions on 
the products and services they were buying; 
dissatisfied customers’ voices couldn’t reach 
beyond family and friends. Now, with the 
click of the mouse or tap of a smartphone, 
consumers can broadcast their opinions 
far and wide. And every consumer can use 
customer reviews to make buying decisions.

According to the results of a recent survey 
by Fan and Fuel, most consumers are greatly 
influenced by customer reviews or lack thereof.

A whopping 97 percent reported that 
customer reviews factor into their buying 
decisions, while 92 percent of consumers will 
hesitate to purchase a product or service if 
there are no customer reviews.

BrightLocal surveys indicate that the importance to 
buying decisions of consumer reviews increasing 
every year. Google’s local SEO algorithm changes 
only seem to increase the weight of consumer 
reviews in visibility and rankings. Further, new tools 
and technologies for consumer reviews, such as new 
review platforms and new mediums like video, are 
emerging and quickly becoming more common. 
User reviews are here to stay and the longer you wait 
to start optimising your reviews, the more you stand 
to lose.

According to a survey by BrightLocal, 88 percent 
of consumers trust online reviews as much as 
a personal recommendation. The same survey 
found that only 12 percent of the population did 
not regularly read reviews for consumer products.

What this means is that not offering user reviews 
(or ignoring them as a potential marketing 
opportunity) is akin to alienating 88 percent 
of your buying population, depriving them of 
information they want to help them make their 
buying decisions.

It’s hard to get a good review

People are more likely to take the time to write a 
review if they had a bad experience. You cannot 
let a negative review go unanswered. You must 
address it or you give the impression you don’t 
care about your customers.

When everything is up to par, customers 
generally see no need to leave a review. No 
matter how satisfied, many customers simply 
aren’t motivated to leave online reviews. 
When a customer verbally expresses his or 
her satisfaction that is your cue to direct that 
customer to online review sites. The best way to 
get reviews is to ask for them. Make it easy for 
the customer to follow through, offer incentives, 
spotlight the customer and follow a routine.

Negative reviews help you improve your 
business

Negative reviews do have their place. Just over a 
third (34 percent) of consumers say they like to 
see a mix of both positive and negative reviews.

Consumers are now more aware that it’s possible 
to throw money at a service that provides fake 
reviews and they see right through the facade. A 
few negative or so-so reviews imply authenticity. 
And negative reviews are a great opportunity 
for your business to demonstrate top-notch 
customer service.

Many companies consistently respond to 
negative reviews online and, if done correctly, 
this can virtually negate the effects of the review 
itself. If your customer service team makes it a 
point to publicly, personally and professionally 
respond to negative reviews, your business’ 
integrity and authenticity will shine through. For 
example, the once-unhappy customer became 
an asset when the business showed is responsive 
and accommodating.

Google reviews

Google reviews are often considered the Holy 
Grail, but a Google review on its own does 
nothing to address the issues raised in negative 
reviews. Unless you fix those problems, whether 
it be a complaint about a salesman, or service 
received, or any other of a host of matters, you 
will still get bad reviews.

One dealership we know of keeps receiving poor 
reviews but does nothing to fix the areas causing 
complaint. A review tells you what is wrong, 
giving you the chance to improve your business. 
If you ignore it, what does that say about your 
desire to operate to the highest possible standard?

Google reviews are important but the culture 
inside the dealership is much more important, so 
it is critical that Dealers pay attention to what their 
customers are saying about them – and act on 

what they learn. It is a myth to believe that getting 
more Google reviews is some kind of magic bullet. 

Google reviews might help your page ranking, 
but if you’re not listening to your customers 
you’re not fixing the problem and your business 
is not getting better. You will continue to make 
the same mistakes and you will lose customers.

There is also the danger of becoming trapped 
into seeking Google reviews. For example, say 
a dealer has 60 Google reviews, with an average 
score of between 2 and 3. Some of those reviews 
will be years old and not relevant to the way the 
dealership operates today. Yet you are still being 
judged on mistakes you or your staff might have 
made five years ago.

A product like Snap21 creates a real time, live 
snapshot of the customer’s view of their purchase 
experience. Snap21 creates a review 53 percent 
of the time, which is more than any other review 
tool. Twenty-seven per cent of these reviews will 
end up on Google Reviews as well.

What is the value of a review? Nothing, unless 
you act on what you learn from it. A review 
is a measurement of your reputation. Your 
reputation is a consequence of your actions. 
Even the good ones won’t matter unless you 
follow up the comments contained in them.

Reviews help your Google page ranking 

Enabling customer reviews on your site can 
have a positive effect on your company’s organic 
search rankings in search engines. For starters, 
each new review written about a product on 
your site increases the amount of unique content 
your site offers on that product, meaning 
you’ll be seen as having higher authority, more 
relevance and, as such, a higher chance of getting 
those pages ranked.

The number of positive reviews you have on 
external websites might actually have a bigger 
impact, because Google’s local search algorithm 
incorporates data from a number of third-party 
directories and review sites. The more reviews 
you have on these sites and the more positive 
they are, the higher chance you’ll have of ranking 
in Google’s local 3-pack, which is valuable 
regardless of whether you only operate locally or 
work on a national scale.

The bottom line

Like everything in the digital marketplace, 
businesses that pay attention to the trends 
and adjust their marketing strategies have the 
advantage over those that don’t. A dealership 
that doesn’t understand the importance of 
customer reviews is missing out on leads and 
customers. If your business doesn’t yet have a 
customer review strategy that includes online 
reputation monitoring and management, you 
are missing out.
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KPMG GLOBAL SURVEY PREDICTS CHANGE

KPMG released its 2018 Global 
Automotive Executive Survey in 
February, outlining key automotive 

trends around the world.

One of its key findings was that 56 percent of 
executives believe physical retail outlets will be 
reduced by 30 to 50 percent by 2025. AADA 
CEO, David Blackhall, recently wrote about 
this in the AADA newsletter.

Another finding was that market capitalisation 
of the top 50 auto companies had fallen from 
above 40 percent in 2010 to just over 20 
percent in December 2017.

Automotive key trends 

Better use of resources 

Fuel cell electric vehicles have replaced battery 
electric vehicles as the #1 key trend until 2025. 
Although fully electric drivetrains dominate 
the ranking again this year, trends indicate 
the future technology roadmap is likely to see 
various drivetrain technologies co-existing. 

“Learning from the aviation industry – almost 
90 percent of executives fully agree that 
remanufacturing is a feasible concept for the 
automotive industry to ensure best use of 
resources,” the report said. 

Three out of four executives are convinced that 
making the most efficient use of resources will 
be one of the biggest drivers in the industry 
and will evolve as the overarching key trend, 
essentially influencing the way we think and 
live, even in areas that exceed mobility.

The rise of China

China is no longer just a hub merely focused 
on volume growth in the automotive world. 
According to this year’s survey respondents, 
China is also outstripping mature markets 

in regard to new business model innovation 
launches.

Autonomy

Autonomy, sharing and platform-based 
delivery services will revolutionise mobility 
patterns and lead to ‘mobilistics’, the merging 
of mobility and logistics. Nearly three-quarters 
(73 percent) of executives believe traditional 
public transport solutions could be replaced by 
on-demand autonomous capsules in 10 years’ 
time. Recent concepts for urban transportation 
solutions covering longer distances, like 
Hyperloop or Sedric by the Volkswagen 
Group, already highlight developments that 
can potentially turn mobility patterns upside 
down. 

‘Competition’ 

Transformation readiness  
Data supremacy 

Asked whether they expect ICT companies 
and automotive companies to compete 
rather than cooperate, 49 percent voted for 
competition and 51 percent for cooperation. 
This is the first time the tendency is more 
towards the cooperative than the competitive 
approach.

Two out of every three executives are 
convinced that product-centric usage of data 
to improve bottom line results, performance 
and safety of the product should be the focus 
for asset-based auto companies. One-third 
of respondents consider customer- and 
ecosystem-oriented business models based 
on downstream data as a great opportunity to 
monetize data. 

“Standard equipment of connected cars 
will need to be redefined. 85 percent of all 
executives and three out of four consumers 
are convinced that data and cyber security 

is the #1 prerequisite for future purchasing 
decisions,” the report said.

Providing data security will only be a 
prerequisite in the future ecosystem; it will not 
be a USP. Failing to provide it, however, will 
lead to severe negative consequences. 

Auto OEMs are considered to be more 
trustworthy as data guardian than digital 
players – but only so long as no data breach 
occurs. 

“The answer to this will play an integral 
role in defining which player can use and, 
consequently, monetise the data generated in 
the ecosystem.” 

Looking at the results, neither the executives 
nor the consumers seem to actually 
differentiate between the value and ownership 
of upstream (vehicle) and downstream 
(consumer) data yet. The #1 strategy for 
success is cooperation with non-asset based 
players from converging industries to fully 
tap the potential of the future ecosystem that 
extends beyond the product ‘car’.

Aside from the difficulties in matching the 
often completely diverging business models 
and corporate cultures of asset- and non-asset 
based companies mentioned before, almost 
every second executive (48 percent) considers 
cooperation with players from converging 
industries extremely important.

Customer centricity 

Mobility on demand 

This year’s results reveal that finding one single 
player who owns all customer relationships 
and dominates/manages the entire ecosystem 
alone is rather unlikely. 44 percent of 
executives and 37 percent of consumers 
believe OEMs to be the big winners in the 
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battle for the direct customer relationship 

“OEMs will never succeed with all other 
features not directly linked to the vehicle and 
which are far away from their home turf, and 
should think of forming partnerships and 
cooperation with non-asset based players from 
the converging ICT industry,” according to the 
report.

Retail of the future 

“Over half of all execs (56 percent) are highly 
confident that the number of physical retail 
outlets as we know them today will be reduced 
by 30-50 percent already by 2025,” the report 
said.

Mobility patterns are changing and if 
customers request more and more intelligent 
mobility solutions instead of owning a 
private car, we will see a shift from a one-off 
transaction towards TCO-driven recurring 
transactions throughout the entire customer 
lifecycle. 

Almost half (43 percent) of the surveyed 
respondents show confidence that half the car 
owners they know today will no longer want 
to own a personal vehicle by 2025. According 
to this year’s executives, the most important 
reasons for this are living circumstances (32 
percent), followed by total cost of ownership 
(23 percent). Vehicle manufacturer executives, 
especially, believe that living circumstances 
and the resulting urbanisation are the most 
important reason (43 percent). 

Primacy of brand

“Brand above all – this year 41 percent of 
execs believe a trustful brand to be the key 
success factor for a sharing economy, followed 

by communities sharing the same values (24 
percent),” the report said. 

In the past, customer perception of a trustful 
brand was very much linked to the product 
itself and possibly to a visit to the retailer – an 
environment which was solely dominated 
and managed by the manufacturer. The future 
is more complex: brand perception goes far 
beyond the mere product. 

Combustion engines 

Autonomy readiness  
Electric readiness 

There will not be a single solitary drivetrain 
technology. Executives project a similar split 
by 2040 for BEVs (26 percent), FCEVs (25 
percent), ICEs (25 percent) and hybrids (24 
percent). Differences in market maturity, 
economic wealth and national interest lead 
to different regional distributions of ICEs, 
Hybrids, BEVs and FCEVs, driven by CO2 
and NOx emission agendas. 

It is still undecided whether diesel is dead 
or not. 50 percent of executives still believe 
that diesel is a technologically viable option. 
[2017:47 percent].

The consumer results show that even though 
the majority opposes diesel cars, a quite 
significant percentage continues to favour 
them, mainly due to cost advantages followed 
by longer engine durability. 

Infrastructure first, e-mobility second 

Of the executives surveyed, 55 percent still 
believe that pure battery electric vehicles 
will fail due to the challenge of setting up the 
required infrastructure.

Norway, a leading e-mobility market, has 
suffered first drawbacks in their ambitions of 
a complete e-mobility rollout. In September 
last year, Norwegian officials recommended 
refraining from buying new electric cars due 
to a shortage of public charge points. An 
imposed growth of e-mobility subsidized by 
tax benefits, or imposed by bans of ICEs, will 
fail if the foundation of a reliable charging 
infrastructure is not put in place first. 

Executives see BMW as the #1 e-mobility 
leader. BMW, already last year’s #1, has 
strengthened its position by increasing the 
gap to Tesla, which stabilised its second place 
ranking. The Chinese manufacturer BYD 
has made a big leap forward, moving up on 
the podium to replace last year’s third place, 
Honda. 

Of the executives, 74 percent believe that 
mixing autonomous and non-autonomous 
traffic will lead to severe safety issues. ‘Secured 
spaces’ for an interim time might be a solution 
to disconnect autonomous vehicles from 
the complexity of today’s car environment, 
making it nearly impossible to include every 
eventuality into an algorithm. 

94 percent of executives believe that a fully 
working and effective driving policy and 
regulations for autonomous vehicles will be set 
up no later than 2040. 

“Mixed traffic is not possible; it is unlikely that 
fully autonomous vehicles and human drivers 
will use the same roads. As a result, we will see 
the trend of separation instead of integration 
and, with it, the implementation of new road 
concepts and traffic systems over the next 10 
years,” the report said.

Takata Recall

Having trouble contacting all the customers
and booking them in for recalls.

Our specialist call centre
can take care of this for you.

1800 014 433
sales@autoreminder.com.au

http://www.autoreminder.com.au/


DOWNWARD TREND IN UK DEALER 
SATISFACTION CONTINUES

The UK’s NFDA Dealer Attitude 
Survey Winter 2017/2018 has been 
released, articulating the level 

of satisfaction Dealers have with their 
franchise relationships.

The survey was conducted in January 2018 and 
asked the views of franchised Dealers about 
their ongoing relationship with their respective 
manufacturers. The NFDA, which represents 
franchised car Dealers in the UK, carries out 
the Dealer Attitude Survey on a twice-yearly 
basis. The results show the general health of 
the Dealer/manufacturer relationship, indicate 
potential difficulties and highlight where 
there are strong and constructive working 
relationships.

The NFDA surveyed 29 franchised networks 
and received 1,893 responses from Dealers, 
equating to a 47 percent response rate, the 
highest response rate since the inception of the 
survey in 1989. 

Profit return 

Asked how satisfied they were with their 
current profit return, Mercedes Dealers were 
the most satisfied, recording a score of 8.5 
points out of 10.

The bottom performer was Alfa Romeo on 
1.7 points, with an average score across all 
brands of 4.5. Nissan Dealers reported the 
most improved satisfaction (+1.9 points), 
while Abarth suffered the biggest decline (-2.8 
points). Only nine Dealer networks saw their 
level of satisfaction increase, whilst 19 saw a 
decrease and one remained the same.

Regarding future profit return, the top 
performer was Kia with 8.6 points. Bottom 
performer was Alfa Romeo on 1.8 points.

Most improved again was Nissan (+2.1 
points), and the biggest decline was Abarth 
(-3.1 points). The average score was 4.8 points. 
Dealers showed more satisfaction with their 
predicted future profit than their current one, 
with 11 out of 29 networks scoring above the 
neutral score of 5.0. Of the Dealer networks 
surveyed, 19 saw their levels of satisfaction 
decrease, nine increased and one did not 
change.

How satisfied are you with your total margin 
on new vehicles?

Top performer: Lexus 8.9 points 
Bottom performer: Alfa Romeo 1.9 points
Most improved: Nissan +1.6 points 
Biggest decline: Abarth -2.5 points 
Average score: 4.9 point.

In respect to satisfaction with total margin 
on new vehicles, 16 Dealer networks saw 
their score decline, 11 saw an increase and 
two remained static. Only 38% of networks 
responded with a score above the neutral point 
of 5.0 and the average rating fell marginally by 
-0.1 points from 5.0 to 4.9.

Return on investment
How satisfied are you with the required level 
of capital investment?

Top performer: Kia 8.7 points 
Bottom performer: Alfa Romeo and Jaguar 
1.9 points 
Most improved: Toyota +2.1 points 
Biggest decline: Jaguar -1.5 points 
Average score: 5.0 points. 

Of the Dealer networks surveyed, 15 saw an 
increase and 14 fell in rating. Slightly less than 
half of the respondents (13 networks) gave a 
response better than the 5.0 neutral point. The 
average score across all Dealers fell slightly by 
-0.1 points since the last survey

How satisfied are you with the return on 
capital for your dealership?

Top performer: Kia 8.6 points 
Bottom performer: Alfa Romeo 1.6 points 
Most improved: Nissan +1.9 points 
Biggest decline: Fiat -2.1 points 
Average score: 4.5 points.

62% (18) of networks responded with a fall in rating 
and 69% (20) scored below the all Dealer average 
mark of 4.5 points. Only nine networks responded 
more positively and two remained static.

Targets 
How satisfied are you that the volume target 
aspirations of your manufacturer are realistic?

Top performer: Kia and Lexus 8.4 points 
Bottom performer: Alfa Romeo 1.8 points 
Most improved: Nissan and Toyota +1.7 points 
Biggest decline: Jaguar -2.3 points 
Average score: 4.5 points.

Of the Dealer networks surveyed, 16 saw their 
score decrease, whilst 12 improved and one 
was unchanged. Nearly half of the respondents 
(42%) scored above the 5.0 neutral point 
showing a level of satisfaction. The overall 
average score dropped by -0.3 points from 4.8 
to 4.5.

How satisfied are you with your new car 
targeting process?

Top performer: Lexus 8.6 points 
Bottom performer: Alfa Romeo 1.9 points 
Most improved: Nissan +1.8 points 
Biggest decline: Jaguar -2.1 points 
Average score: 4.5 points.

With regard to Dealer satisfaction levels in 
respect to new car targeting processes, the 
average score was 4.5, down -0.2 points from 
the previous survey. 16 networks gave a more 
negative score, whilst 13 improved.

Self-registrations 
How satisfied are you with your manufacturer’s 
inducement to self-register vehicles?

Top performer: Kia 9.0 points 
Bottom performer: BMW 2.6 points 
Most improved: Toyota +2.7 points 
Biggest decline: Abarth -3.0 points 
Average score: 4.8 points.

Manufacturer’s inducement to self-register 
vehicles is clearly an issue for the 21 Dealer 
networks who responded with a fall in rating 
since the Summer 2017 survey. Whilst there 
was no change to the all Dealer average score of 
4.8, 17 networks gave a score below this mark.

Incentives 
How satisfied are you with your current 
bonus and rebate rates on new car sales?

Top performer: Kia and Lexus 8.5 points 
Bottom performer: Alfa Romeo 1.9 points 
Most improved: Nissan +2.0 points 
Biggest decline: Renault -1.9 points 
Average score: 4.9 points.

The majority of networks (17/59%) saw a 
decrease in satisfaction with regard to their 
current bonus and rebate rates on new 
cars. Overall, nine networks saw their score 
increase, while three remained static and 
15 experienced a decline. The average score 
declined slightly by - 0.1 points from 5.0 to 4.9.
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Day-to-day working relationship 
How satisfied are you with your ability to do 
business with your manufacturer on a day-
to-day basis?

Top performer: Lexus 9.4 points 
Bottom performer: Alfa Romeo 2.7 points 
Most improved: Nissan +2.3 points 
Biggest decline: Abarth -3.2 points 
Average score: 5.9 points.

“It is a crucial element of the manufacturer/
Dealer relationship to have the ability to do 
business on a day-to-day basis,” the report said. 

“Positively, 22 out of the 29 networks surveyed 
reported satisfaction levels above the 5.0 
neutral point. Despite this, 14 networks 
responded more negatively and 16 fell below 
the average score of 5.9, which was down by 
-0.3 points since the Summer 2017 survey.”

How satisfied are you that the management 
of your manufacturer actually takes Dealers’ 
views and opinions into account?

Top performer: Lexus 9.4 points 
Bottom performer: Alfa Romeo 1.9 points 
Most improved: Nissan +2.4 points 
Biggest decline: Abarth -3.1 points 
Average score: 5.3 points.

“It is positive to see that the majority (16/55%) 
of networks scored on or above the 5.0 neutral 
point,” the report said. However, the average 
score fell by -0.2 points from 5.5 to 5.3 and 12 
Dealer networks reported a decrease in rating 
since the last survey.

Standards and performance measures 
How satisfied are you that your manufacturer 
Dealer standards are fair and reasonable?

Top performer: Mercedes 9.1 points 
Bottom performer: Alfa Romeo 2.3 points 
Most improved: Nissan +1.9 points 
Biggest decline: Abarth -2.9 points 
Average score: 5.7 points.

“The fairness of manufacturer/Dealer 
standards is clearly of some concern to the 18 
Dealer networks that decreased their rating. 
Despite this, 19 franchises still gave a rating 
above the 5.0 neutral point. The average 
score of 5.7 was down by 0.3 points from the 
Summer 2017 survey,” KPMG said.

How satisfied are you that the performance 
measures used by your manufacturer on 
your business are fair and reasonable?

Top performer: Kia 8.9 points 
Bottom performer: Alfa Romeo 2.6 points 
Most improved: Nissan +2.4 points 
Biggest decline: Abarth -3.4 points 
Average score: 5.7 points.

Looking at the responses given in respect to 
manufacturer performance measures, 17 Dealer 
networks responded with a lower score, eight 
increased their rating and four stayed the same. The 
all Dealer average fell by -0.2 points from 5.9 to 5.7.

Used cars 
How satisfied are you with your total margin 
on used car sales?

Top performer: Kia 8.4 points 
Bottom performer: Alfa Romeo 3.3 points 
Average score: 6.2 points.

This edition of the survey included a new section 
focusing on the used car environment. This 
question shows that, on average, Dealers are 
fairly satisfied with their total margin on used car 
sales with an overall average score of 6.2 points. 
Positively, 25 out of 29 Dealer networks gave a 
response above the neutral score of 5.0.

How satisfied are you with your 
manufacturer's used car program?

Top performer: Kia 8.5 points 
Bottom performer: Alfa Romeo 2.7 points 
Average score: 6.0 points.

With regards to the Dealer networks’ 
satisfaction in relation to their manufacturers’ 
used car program, the average score was 6.0. 
In this case, seven networks out of 29 gave a 
response lower than 5.0.

Future directions 
How satisfied are you with the alternative 
fuel vehicle offering?

Top performer: Toyota 9.6 points 
Bottom performer: Alfa Romeo 1.0 points 
Average score: 4.7 points.

A further, new, section of the survey looked 
at the future directions of the market. In 
particular, with regards to the alternative fuel 
vehicle offering, more than half of the Dealer 
networks surveyed (15 out of 29) gave a 
response below the neutral 5.0 mark. 

“Towards the bottom of the table, some of the 
results are concerning,” KPMG noted.

How satisfied are you with your 
manufacturer’s approach to future retailing 
channels?

Top performer: Kia 8.6 points 
Bottom performer: Alfa Romeo 2.2 points 
Average score: 5.4 points.

On average, the different networks are 
neither satisfied nor dissatisfied. Out of all 
respondents, 16 networks (55% of the total) 
gave a score above the neutral point of 5.0.

Overall manufacturer scores 
How would you rate your manufacturer 
overall on scale of 1 to 10?

Top performer: Kia, Mercedes and Toyota 8.9 
points 
Bottom performer: Alfa Romeo 1.4 points 
Most improved: Nissan +2.2 points 
Biggest decline: Abarth -3.4 points 
Average score: 5.3 points.

Turning to the question considered to be the 
benchmark of the survey, where Dealers give 
the overall rating of their brands, 18 networks 
fell in score, nine increased and two remained 
unchanged. There was a fall of -0.3 points to 
the all Dealer average from 5.6 to 5.3.

Average score across all questions 

The average score given to all questions of 
the survey is a fair representation of the 
general satisfaction levels of the different 
networks. Across all questions, the average 
score decreased by 0.2 points compared to 
six months ago. 14 networks saw their score 
decrease, 12 improved, and three remained 
the same.

Total movement across all questions
Most improved: Nissan +60.7 points 
Biggest decline: Abarth -98.6 points 
Average score: -10.1 points.

The movement in score across all the questions 
of the survey gives an accurate insight into 
the overall performance of each of the 
manufacturers. On average, scores decreased 
by -10.1 points compared to the Summer 
2017 survey. Out of all the respondents, 12 
experienced a positive movement, while 17 
saw a negative one compared to six months 
ago.



55 YEARS IN CAR HEAVEN

This article – apart from the segment on tips 
for the winners and losers in the Supercar 
Series for season 2018 – is a departure 

from our normal focus on Motor Sport. 

10 December last year saw the completion 
of my 55th year of involvement in the 
Australian Automotive and Motorsport 
Industry. In those 20,090 days, not one 
has gone by where this great industry had 
not provided me with both an income and 
the enthusiasm to bounce out of bed each 
morning knowing the day would bring 
something new and exciting. 

In recognition (or some may say in sympathy) 
of this occasion, I wrote my memoirs in the 
last quarter of 2017 to coincide with the 55 
years point of my career. 

My memoirs were titled “55 Years in Car 
Heaven”... Crenno’s insights into Car People.

It was a strictly limited book of 155 copies done 
purely for private distribution to close friends, 
family, and past and present business colleagues.

I thought I would share some snippets of the 
book, which is all about people in the car 
business and not cars, which most car industry 
people normally write about. The cover 
depicted here has two points of note. The first 
being the photograph with my father, Henry 
Crennan, crossing Princes Bridge, walking to 
Flinders Street Station en route from GMH’s 
then Head Office in City Road.

John Crennan
Motorsport Contributor

My father was a GMH veteran of 42 years 
(1926-1968) in the Purchasing Department. 
When I told my father I was intent on joining 
GMH when I finished school, he insisted I 
join the Sales Department – which he referred 
to as the GMH ‘lolly shop’ – where all the fun 
was had, with expense accounts, entertaining 
Dealers, travel and company cars. 

My father was the silent inspiration behind 
why I was so keen to join the company, as at 
no point did he ever push me towards a career 
in the car industry or GMH. 

The second point of interest on the front cover is a 
photo of my official GM USA employment record, 
which occurs when you reach a certain executive 
status. It’s hard to read, but line information reads 
‘Race/Ethnic Category: White’. It’s not hard to figure 
that this control form, with that reference, was not 
around long after the early 80s.

At the very first Sales Conference GMH sent me 
to, at 22 years of age, the external Sales training guy 
asked each of the 20 young GMH Sales trainee 
guys around the room, “What business are you 
in?” Every response was “the car business” or “the 
automotive business”. We were then told, very 
firmly, to never forget that first and foremost, “You 
are in the people business”. I have never forgotten 
it, and this was the reason for privately punching 
away at the keyboard writing about all the people I 
have been fortunate enough to be connected with 
over 55 years in Car Heaven.

In the book, 80 pages are dedicated to my 
listing of 2,155 people with whom I have a 
very clear memory of dealing, complete with 
details of where and when we first met. My 
memory of each one of these 2,155 people is as 
clear today as of those people with whom I had 
dealings with in my first year at GMH. 

My list is divided into six sections:

1. All factory/wholesale OEM people, with 
a recall of 695 names 

2. Car Dealers/retail people, with 495 names
3. Motorsport, with 358 names
4. Media/Journalists, 114 names 
5. Suppliers/Business Partners/Agencies, 

with 228 names 
6. HSV/HRT/TWR people, with 278 names

Dealers my favourite

Over my journey I have always stated the 
‘people category’ I have most enjoyed working 
with and admired most were car Dealers.  
Why? Because I respect the enormous 
financial risk they take in running a business 

with such low dollar return on sales versus 
capital requirements. I respect their ability, as 
independent businessmen, to tolerate the often 
crazy demands the car companies place on 
them, their ability to instinctively read people,  
their immediacy in making decisions and in 
getting on with business, not getting bogged 
down with politicking.

I note with interest (and disappointment) that 
of the 2,155 people I recall dealing with only 
7.2 percent are female. Whilst my automotive 
business dealings over the past 10 years clearly 
demonstrates a fantastic turnaround, with now 
a 25 percent-plus female contact rate, it must 
be said our industry was, for far too long, a 
male-dominated business, in particular at the 
Dealer level. 

I also dedicate a chapter to nominating my Top 
100 People from my list of 2,155 and outline 
the year we first met, the location, the role they 
were in at the time of our first encounter and, 
in one word, I summarise my opinion of what 
business attribute best described why I had 
such a strong regard for these special people 
in my business life.  In 30 percent of instances 
it was the word ‘authentic’ that immediately 
kicked in. My next two most mentioned 
attributes were ‘humble’ and ‘enthusiastic’. 

In the longhand definition section, I note my 
meaning of ‘authentic’ being ‘true blue, no 
nonsense, reliable’, ‘what you see is exactly 
what you get’, ‘good bloke’. 

The breakdown of my top 100 went: 33 percent 
OEM/factory people, 33 percent Car Dealers, 
10 percent Motor Sport, 4 percent Media, 9 
percent Suppliers and 7 percent HSV/HRT staff.

I had a lot of fun constructing my opinions of 
the ‘Team of the Century’ listing of the Holden 
Directors over my 55 years, with a total of 
25 names across the various departmental 
directorships. 

No. 1 Managing Director went to Chuck 
Chapman, with a close second being Mark Reuss 
(interestingly, both engineers). No. 1 Marketing 
Director went to John Rock and No. 1 Sales 
Director was John Bagshaw. 

I likewise nominated my Best Dealer Advisory 
Council Members under 20 different 
categories. Some examples of the Best in Class 
Dealer expertise were: 

• Corporate Governance/Sales 
agreements

• Product Planning; Best Practice 
Factory/Dealer Relations
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• Co-op Advertising and Marketing 
campaigns

• Used Cars 
• Vehicle/Showroom Presentation 
• Sales training and people development 
• Special Vehicles and Motor Sport 
• Take no prisoners when the factory 

wasn’t listening and my nomination 
of the most brilliant Dealer Business 
brain combined with understated 
modesty (Michael Cadden).

Another listing of the top 20 People covered 
business personalities and traits with 
categories such as:

• Best Groomed and presented industry 
executive

• Most Charismatic executive 
• Most Inspiring public speaker 
• Most Loyal and Strongest work ethic 

co-worker (Marg Curtis) 
• Most Lovable industry larrikin and 

scallywag 
• Biggest industry character 
• Most Decisive Businessman 
• My Best Boss (Steve Markwell)
• Most Stylish and swashbuckling 

executive (Leo Pruneau) 
• Most Competitive win at all costs 

motor sport personality.

A chapter was also devoted to my opinions on 
the 20 key reasons why Holden market share 
fell from over 40 percent when I started at 
GMH to 7-8 percent 55 years later. I also outline 
my belief that, with Holden having the IP on 
most of the crucial industry assets required 
for success in the car business from their early 
pioneering days, despite the onslaught of 
intense competition from Europe, Japan and 
Korea, I shared the view that their share should 
not have dropped below 18 percent.

Perhaps the chapter I most enjoyed writing 
was “From the Mailing Room to the Executive 
Dining Room in nine years, and why I learned 
more in the former”. Whilst awaiting my 
cadetship to commence in the GMH Sales 
department from 1/4/63, the Employment 
Manager, Mr Merv Giles, asked if I would like to 
first work for three months in the mailing room 
from 10/12/62, the first day after my last exam. 
This chapter allowed me to note just how much 
I learned at 17 years of age in those few months, 
having access to high security areas such as the 
Experimental Garage, Styling Department, the 
Managing Director’s Office, the technical library 
and the private executive dining room.

There were 10 mail boys covering 10 different 
mail runs throughout the vast Fishermen’s 
Bend facility and we all did a different mail run 
each week. This meant in those three months 

I got to meet about 70 different secretaries 
of the various bosses in each department. By 
observation I learned so much about bosses’ 
behavioural patterns’, in particular the high 
proportion who took themselves far too seriously 
and were too pompous and stuck up to even say 
good morning to the polite mail boy! 

The secretaries, however, were all fantastic and 
assisted my inquisitive mind greatly as to who, how, 
why, everything ‘ticked’ in each business division. 

When my cadetship commenced I had a 
knowledge and understanding of every single 
pocket of GMH, from the Executive offices to 
the Foundry, to which many people who had 
been closeted at their desk for five years had 
never been exposed.  

In this chapter I take delight in comparing 
the raw realities of working at the lowest level 
possible in the Corporation to nine years later 
earning various promotions that gained me 
eligibility into the private, strictly invitation-
only Grade 9 and above executive dining 
room. The contrast was disgracefully palpable, 
as one witnessed too many senior executives 
playing a game of elitism and being too far 
separated from the realities of the other 98 
percent of employees in the company.

Another chapter touched on 20 of my most 
memorable ‘Hits and Misses’, which covered so 
many humorous experiences and events over 
the journey. The final chapter is a reproduction 
of my 66 personal diary notes on the events 
leading up to and following the Peter Brock/
HDT/Holden collapse, when Holden did 
everything humanly possible to stop Peter 
getting involved with his mystery ‘Energy 
Polariser’. This outline of 66 notes is the first 
time in 30 years my inside detail has ever been 
exposed and which ultimately lead to the start 
of HSV/HRT and my role there.

So it has been for me ‘55 years in Car 
Heaven’, all made possible by the outstanding 
experiences of working closely with people 
close to the Car and Motor Sport industry. 

I often reflect that the positions and roles I 
have been in took me outside the four walls of 
my office and, as a consequence, my business 
horizons were expanded massively, given my 
dealings with over 500 car Dealers, 75 different 
motor sport sponsors, 20 racing car drivers, 
fleet owners, politicians, lawyers, accountants, 
tax consultants, race teams, advertising/
marketing/PR agencies, media/journalists, 
apparel companies, owners clubs, finance 
companies, banks, sports management groups, 
designers, sales trainers, leasing companies, 
event management companies and auto 
auctions, to name a few .

The 2018 Supercars season 

The new season kicked off with the major 
Adelaide 500 race being conducted 1-3 March.

As has been the tradition of the past two years, 
we again submit some tips and predictions of 
two renowned motor sport journalists, Mark 
Fogarty and Paul Gover, armchair expert and 
enthusiast, Sterlo, and the writer (who fluked 
picking last year’s Quinella of Whincup 1st and 
McLaughlin 2nd).  

Based on this year’s tips Scott Mc Laughlin 
starts favourite, with only four others – 
Van Gisbergen, Whincup, Coulthard and 
Mostert – scoring enough votes to put them 
in contention the Championship. Some big 
names – such as Lowndes, Winterbottom, 
Courtney and Tander – are missing from the 
pointy end of 2018, but there is great interest 
in Richie Stanaway, who came in sixth in 
aggregate numbers.

2018 Season Supercars Championship Tips
Foges Goves Sterlo Crenno

1st McLaughlin van Ginsbergen McLaughlin McLaughlin

2nd van Ginsbergen McLaughlin Whincup Coulthard

3rd Whincup Mostert van Ginsbergen Mostert

4th Mostert Whincup Coulthard Whincup

5th Coulthard Coulthard Mostert Tander

6th Reynolds R. Kelly Waters van Ginsbergen

7th Waters Stanaway Reynolds Stanaway

8th Le Broque Courtney Stanaway Winterbottom

9th Heimester Slade Lowndes Lowndes

10th Stanaway Percat Winterbottom Slade
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INDUSTRY REPORT FEATURE
Last edition we ran the first two of a three-part series of articles based on the VACC's report on a national survey of over 1,000 automotive 
business members.

The 2016/17 Automotive Industry National Survey sampled all sectors of the automotive industry and collected 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 a greater understanding and awareness of the 
industry beyond the era of passenger car manufacturing, including the broader impacts on the economy and society.

Today’s motor vehicles represent perhaps 
the most sophisticated technology 
owned by most consumers. Automotive 

technology is, however, on the cusp of greater 
change which could revolutionise not only 
transport but urban planning, government 
policy, work and society in general.

The VACC report found that many stakeholders 
believe the next decade will see the creation of 
innovations that will impact the automotive 
industry more than any over the previous 
century. In particular, trends and innovations 
relating to electric, autonomous and connected 
vehicles could potentially create a tipping point 
of disruption for the automotive industry, and 
these matters will be examined more broadly in 
this section.

Mobility trends

Traditional automotive supply chains are set to 
change as a result of:

• changing patterns in car ownership and 
use

• new innovative automotive business 
models, and

• the application of technology combined 
with new business models.

Car ownership and use

“Car ownership has been a primary aspiration for 
most people, often being at the centre of people’s 
lives and embodying elements such as self-worth 
and affluence,” the report notes. 

“There is emerging evidence, however, of a 
transition away from car ownership and towards 
car access. This trend is evident particularly 
amongst millennial consumers, many of whom 
are struggling to find full-time employment and 
have developed a sharing mentality in regards 
to services. Many see little separation between 
car sharing, rental, leasing and ownership, with 
cars being increasingly viewed as only one of the 
means that can move them around, rather than 
defining who they are.

“The emergence and growth of companies 
providing mobility services, such as Uber, GoGet, 
GoCatch, Flexicar and many others, stand 
as testament to the strength of these societal 
changes and to the enterprising companies that 
have managed to capitalise on these trends.”

Drivers’ licences

There is evidence, both internationally and 
locally, that fewer people, particularly young 
people, are obtaining drivers’ licences. Drivers’ 
licences appear to have reached saturation at 
0.735 licences per person.

Data on trends in motor vehicle licence holdings 
by age group is readily available only for 
Victoria. The data shows that licence holdings 
by the youngest age group (18-28) declined 
substantially from 2001 to 2010, although it has 
since stabilised. At the same time, licence-holding 
by older Victorians (49 years and over) has 
continued to increase over the period from 1994.

“In recognition of these trends, city planning 
is also now being based around multi-modal 

transportation options that incorporate changing 
car ownership and use models,” the report says. 

“This is seen as a potential solution to issues of 
increasing population growth, urbanisation, 
traffic congestion and air pollution, which are 
growing problems across many cities.”

Connected, electric and autonomous vehicles

Many industry stakeholders believe that perhaps 
the biggest disruption to the automotive supply 
chain could arise from the combination of 
connected, electric and autonomous vehicles, 
especially if they are arranged as part of 
transportation networks.

“As of next year, manufacturers will start releasing 
vehicles with connected features that allow the 
collection of data and the digital exchange of 
information with other vehicles sharing the same 
roads, including the ability to communicate with 
the road network, surrounding infrastructure 
and other applications,” the report says.

“Whilst such technology has many benefits, 
including enhancing overall driver awareness and 
improving road safety through fewer collisions, 
connected vehicles coupled with trends towards 
greater ride sharing and less vehicle ownership 
may have considerable implications for the 
automotive industry.” 

Potentially this could mean that:

• for manufacturers, greater revenues could 
arise from the commercial usage of driver 
and consumer data captured through 
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connected vehicles, rather than through 
the direct sale of vehicles

• vehicle servicing arrangements may in 
future lean towards direct contracts with 
large fleet providers rather than small 
operators

• for those still wishing to purchase vehicles 
outright in future, the whole sales process 
may be provided online, from vehicle 
selection, customisation and payment, 
as well as management of test drives. 
There are already elements of this nature 
emerging on both manufacturer and 
Dealer websites, and

• it is possible that large, expensive vehicle 
showrooms may in future be superseded 
by small, sophisticated retail presences in 
shopping centres and other main locations.

“This trend has already been tested amongst 
luxury vehicle makes such as Tesla and Infiniti,” 
the report says.

Electric vehicles

“Battery electric vehicles (BEVs) have improved 
significantly in recent years, particularly in terms 
of battery capacity, range and cost,” the report 
says. 

“Tesla Inc has been a major driver and innovator 
of electric vehicle and battery technology, and 
the release of the Tesla Model 3 sedan on world 
markets later this year is anticipated by many to 
be a ‘game changer’ towards the mass uptake of 
electric vehicles. The Model 3 will have a range 
of almost 400 kilometres and is expected to retail 
in Australia for between $60,000 and $70,000, 
thereby placing it on a competitive footing with 
conventionally powered vehicles such as the 
BMW’s 3 Series, Audi A4 and Mercedes C-Class.”

Whilst the Model 3 is not expected to be available 
in Australia until mid-2018, battery costs are on 
a rapidly declining trajectory and are predicted 
to reach $100 US dollars a kilowatt hour by 2020. 
The achievement of such a milestone would 
effectively place electric vehicles on price parity 
with petrol vehicles and facilitate their wider 
adoption by the mass market, along with a 
growing electric charging infrastructure network.

The report states that the disruptive capacity 
attached to BEVs stems from the fact that 
they lack an internal combustion engine, 
transmission, cooling system, exhaust system 
and many other components typically requiring 
maintenance. This may reduce the need for many 

traditional mechanical service and repair skills. 
Automotive apprentices and technicians will 
also require new and specialist training tailored 
towards electric vehicles. What is not clear is 
whether current automotive technicians will 
transition into BEV technician roles, or whether 
new job roles for specialist BEV technicians will 
be established.

“Based on current purchasing trends, however, 
and assuming a modest uptake in BEVs over the 
next three years, petrol and diesel vehicles will 
still comprise the majority (at least 95 per cent 
or more) of the Australian vehicle fleet in 2020. 
Even if BEVs were to achieve price parity or 
were cheaper than petrol vehicles now, given the 
average age of the Australian vehicle fleet (10.1 
years), it would take the best part of a decade for 
such vehicles to establish a considerable share of 
the vehicle fleet on road.”

This sentiment is supported by industry views 
captured within the 2016/17 Automotive 
Industry National Survey, where most 
automotive business do not deem electric 
vehicles to be a disruptive force over the short 
and medium term. Rather, they are perceived as a 
longer-term proposition for industry disruption, 
in 10 years or more. Interestingly, government 
revenue projections in the 2017/18 Federal 
Budget incorporate rising fuel excise revenues 
over the Budget forward estimates, thereby 
suggesting that electric vehicles are not expected 
to make a major impact on Australian roads or 
government revenues any time soon.

Autonomous vehicles

Motor vehicle manufacturers are embedding 
more autonomous driving controls in the 
current generation of vehicles produced, as 
well as progressing towards the development of 
fully autonomous vehicles that can undertake 
journeys without any driver intervention. 
Fully autonomous vehicles are expected to be 
commonly available within a few years.

In Australia, research undertaken by the 
Australian Driverless Vehicle Initiative (ADVI) 
– a consortium of government, industry and 
academic partners developing policy, legislation 
and procedures to facilitate the introduction of 
driverless vehicles on Australian roads – suggests 
a take-up rate for autonomous vehicles of 
between 2 and 5 per cent of new vehicle sales 
from 2021 to 2026, rising to 100 per cent from 
2055 onwards.

Nevertheless, trials of driverless vehicles are 

currently in operation in most states, with South 
Australia taking a leading role in becoming the 
first state to legalise driverless car trials on public 
roads in 2016. The South Australian Government 
is also progressing investment in autonomous 
and connected vehicles through the Future 
Mobility Lab Fund – a $10 million program for 
the development, testing and demonstration of 
autonomous technology.

“The potential benefits of autonomous vehicles 
for both industry and government are deemed 
to be highly significant. Autonomous vehicles 
use roads more efficiently and require less road 
capacity. This can translate into billions of dollars 
in traffic infrastructure expenditure that is saved 
by governments,” the report says.  

“There are also potentially large productivity 
gains in terms of work and time savings 
associated with autonomous and connected 
vehicles. Analysts have estimated that these 
savings could be in the order of $6.5 billion 
annually in Australia. This is without even 
considering the costs savings associated with 
lower vehicle accident rates and other social 
benefits.”

Despite ongoing trials and initiatives, however, 
key problems remain in regards to the 
widespread introduction of autonomous vehicles. 
These include potential legislative barriers, the 
lack of common standards and platforms to 
regulate the technology and public concerns 
about safety, reliability and system. 

“In the longer term, the potential for disruption 
is high within sectors such as Body Repairs and 
Vehicle Towing, as far fewer vehicle collisions 
are likely to be witnessed in future. This could 
greatly reduce the number of body repair 
businesses in operation and displace many skilled 
workers within the sector. It could also radically 
alter the underwriting and business models for 
vehicle and injury related insurance. Insurance 
companies may switch from selling policies 
to individuals to vehicle manufacturers, with 
the cost of insurance perhaps bundled into the 
vehicle purchase or lease.”

The report states that “Australia is in the midst of 
a policy vacuum in regards to electric, connected 
and autonomous vehicles”. 

It says the uptake of electric vehicles in Australia 
lags well behind that of other OECD countries, 
with a key factor the lack of incentives towards 
the purchase of electric vehicles. Generous tax 
credits, subsidies, rebates and other measures 
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are widely utilised in many countries around 
the world as policy objectives to incentivise the 
uptake of electric vehicles to reduce emissions 
and pollution.

“Inherently, the challenge for vehicle 
manufacturers and proponents of these 
technologies in Australia is to encourage 
government to provide better clarity of policy 
intentions for the future,” the report says.

“Whilst there is still sufficient time, it is 
advantageous for automotive businesses to start 
preparing for a transition to these technologies 
and the disruption they may cause to existing 
business models. A signal from government 
about its proposed actions or intentions may help 
instigate a smoother transition process for the 
automotive business community.”

Blockchain

Blockchain is a peer-to-peer network that sits 
alongside the internet and records transactions 
between two parties in an efficient, verifiable 

and permanent way, without the need for a 
central authority. The virtual currency system, 
Bitcoin, was the first application of Blockchain 
technology.

The report notes that a Blockchain consortium 
has recently emerged within automotive 
financing involving Toyota Financial Services 
and Daimler AG – the parent company of 
Mercedes Benz. In simple transactions, such 
as the transfer of a vehicle title or lease or the 
handling of a payment, several intermediaries 
can be involved. Blockchain eliminates the 
need for intermediaries as these transactions 
can be performed directly between the parties 
and recorded in a public digital ledger that 
can be shared amongst a distributed network 
of participants without the need for a central 
authority. This has the potential to save vast sums 
of money and generate greater efficiencies.

“Beyond financial services, Blockchain technology 
has the potential to be applied across the whole 
automotive supply chain,” the report says.

“Blockchain could electronically document 
a product’s journey across the supply chain, 
ensuring full transparency from its origin and 
all subsequent touch points. This could improve 
inventory management and assist to avoid fraud 
in the spare parts aftermarket. All users, from 
Dealers, customers, workshops, manufacturers 
and suppliers, could communicate via the 
Blockchain and authenticate a part through 
the local public ledger without approval from a 
central database.

“Car Dealers would also be able to establish 
a record of car ownership history through 
Blockchain, thus improving transparency for 
sellers and buyers of used cars and pinpointing 
‘high fault’ vehicles.” 

Whilst Blockchain is still in its infancy, use of the 
technology is expected to accentuate over the 
next five years and has the potential to impact 
many industries and transform the way business 
processes are handled in the future.
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THE AUSTRALIAN AUTOMOTIVE INDUSTRY’S 
ECONOMIC CONTRIBUTION
The cessation of automotive 

manufacturing in Australia last 
October does not mean that the 

industry will no longer have a significant 
economic footprint.

The VACC’s report into the current state of 
the industry showed that the automotive 
industry contributed $37.1 billion or 2.2 
percent of Australia’s GDP in 2015/16. 
After the closure of car and component 
manufacturing, the industry contribution 
will decrease to around $35.1 billion or 2.1 
percent of GDP.

“Significantly, this places the contribution 
to GDP from the automotive industry to 
be above that of many other industries 
including Agriculture ($26.2billion); 
Education and Training - private ($28 
billion); Arts and Recreation Services ($12.6 
billion) and Public Administration and 
Safety – private ($5.5 billion),” the report 
says.

“The automotive industry will remain a 
vital contributor to Australia’s economy, 
employing more than 360,000 people 
well beyond the closure of manufacturing 
operations.”

Officially, there were 379,365 people 
employed nationally within the automotive 
industry in 2015/16 across 69,365 
businesses, however “it is likely that the 
true population of automotive businesses 
operating within the Australian economy, 
as confirmed through industry intelligence, 
is between 80,000 to 100,000 businesses 
nationally,” according to the report. 

The Automotive Repair and Maintenance 
sector contains the largest automotive 
workforce and business population (142,632 
and 37,406 respectively) and delivers the 
single biggest contribution to GDP ($9.5 
billion). 

Beyond October 2017, Automotive Repair 
and Maintenance, along with Motor Vehicle 
and Parts Retailing and Motor Vehicle 

and Parts Wholesaling, will comprise 
approximately 76 percent of the business 
population and more than two-thirds 
of industry employment and IVA, thus 
representing the economic mainstay of the 
automotive industry.

Economic contribution

“The automotive industry has always 
played a vital role in Australia’s economy, 
contributing significantly towards 
employment, consumer spending, skills 
development and economic growth,” the 
report says. 

“Whilst all automotive sectors add value 
to the economy, it is the Automotive 
Repair and Maintenance and Motor 
Vehicle Retailing sectors that dominate the 
contribution to economic growth by order 
of their sheer size.”

Value of automotive trade

“Automotive exports have exhibited 
considerable volatility over the past few 
years, often in accordance with fluctuations 
in the Australian dollar,” the report notes. 

“In 2016, the total value of industry exports 
was 2.95 billion, a decrease of 11.8 percent 
over 2015. This decrease was primarily 
driven by a $282 million reduction in export 
of passenger vehicles to the United States, 
Canada, New Zealand and the European 
Union, along with decreases in exports 
of goods transport vehicles and parts and 
accessories ($71 million and $38 million 
respectively). By contrast, exports of 
motorcycles, bicycles and other cycles have 
exhibited consistent growth over the past 
three years.”

The value of automotive imports continues 
to grow consistently. In 2016 automotive 
imports reached $34.42 billion, an increase 
of $1.79 billion or 5.5 percent, over 2015.

“Passenger motor vehicles account for the 
bulk of industry imports (62.2%) and grew 
by over $1 billion in 2016, along with goods 

transport vehicles (21.9% of imports and 
$802 million in annual growth). Record low 
interest rates, greater affordability of new 
motor vehicles and reductions in demand 
for locally produced vehicles are key reasons 
for increased motor vehicle imports over the 
period.”

Training

Automotive trade training is amongst 
the most populous within the Vocational 
Education and Training (VET) system, with 
41,457 students enrolled in automotive 
qualifications in 2015 and around 11,000 
new students commencing automotive trade 
training each year.

The apprenticeship system remains the 
preferred model of skills formation and 
development by automotive employers.

Massive indirect impact

The Australian Bureau of Statistics 
identifies a total of 114 industries that 
contribute towards Australia’s GDP. Of 
these 114 industries, 104 are recorded as 
purchasing automotive goods and services 
for intermediate usage towards the value of 
their own production.

That is more than 91 percent of all 
Australian industries that use the goods 
and services of the automotive industry as 
intermediate inputs towards the value of 
their own production. 

The Road Transport industry is amongst 
the largest industry users of automotive 
goods and services ($6.8 billion worth). 
Motor vehicles continue to be the preferred 
form of transport with 71 percent of people 
travelling to work or study by passenger 
vehicle and 88 percent using vehicles to get 
to places other than work.

Motor vehicles continue to influence 
the development of suburbia and the 
accommodation of growing populations 
in urban and regional areas through the 
expansion of roads and land use.
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CAN I INTEREST YOU IN A SUBSCRIPTION?

Selling cars is a tough business – and 
it might get even tougher, with a 
generation of consumers more willing 

to see a vehicle as a service and the technology 
available to deliver on that promise. Several 
manufacturers have sniffed the wind and are 
trialling subscription systems. 

Ride-sharing and autonomous vehicles are two 
examples of rising technologies changing the 
way people view personal transportation.

Since the first Holden rolled off the production 
line, car ownership levels in Australia have risen 
year on year. The ownership rate in Melbourne 
has, however, plateaued over the past decade 
and the number of cars per person of driving 
age (18-84) has actually declined. Canberra has 
begun to see a similar trend.

The 2016 Census revealed that in the City of 
Melbourne, 76 percent of households reported 
having no car. In the Sydney CBD, including 
Haymarket and The Rocks, that figure was 
57 percent, and for the CBDs of Adelaide and 
Brisbane it was 40 percent and 35 percent 
respectively.

Australia’s largest city, Sydney, has the lowest 
average motor vehicle ownership, followed 
by its next two largest cities, Melbourne and 
Brisbane. 

Population density drives vehicle ownership 
rates down. Compare that with the outer 
suburban sprawl, with up to 17 percent of 
households having five or more cars.

Ride-sharing apps such as Uber and Lyft 
have reduced the reliance on personal vehicle 
ownership in inner-suburban areas, where trips 
are usually shorter than in outer suburbs.

Several automakers in the US – including Ford, 
Cadillac, Porsche and Volvo – are trialling 
vehicle subscriptions for those who don’t 
want the commitment of car ownership. A 
choice of vehicles every day, with warranty, 
maintenance and roadside service included, sets 
Cadillac customers back US$1,800 a month, 
while Porsche Passport lets subscribers choose 
between 22 models for US$3,000 a month. 
At the other end of the scale, Ford’s Canvas 
subscription program for pre-owned cars 
costs users as little as US$400 per month, with 
mileage plans sold in the same way as data with 
smart phones, with unused miles rolling over 
into the next month.

Most Australian Dealers have a fleet of unsold 
new and demonstrator vehicles, and some 
already use these in a similar fashion via leasing. 
A second-hand car sitting on your lot could be 
earning income sitting in someone’s driveway. 
The Canvas program lets drivers keep the car as 
if it were their own. 

Fair go

BMW and Penske Automotive Group are 
among the big names backing an independent 
service called Fair, a vehicle subscription service 
based in Santa Monica that has acquired Uber's 
Xchange Leasing portfolio of around 30,000 
vehicles. As part of the deal, Fair will be Uber's 
exclusive US supplier of vehicles for drivers 
using them for more than 30 days at a time.

Fair has the head start on Canvas, which has 
just 600 customers in San Francisco and Los 
Angeles. Ford acquired the start-up Breeze in 
2016, rebranding it last year as Canvas. Where 
Breeze focused on supplying cars to Uber 
and Lyft drivers, Ford saw the promise in its 
technology and recognised the need to pivot to 
a subscription model. 

“Building on our success in 2017, we plan to 
further expand our platform and offerings in 
2018 to meet even more customer needs,” said 
Fair founder and CEO, Ned Ryan.

“Month-to-month subscriptions are just the 
first step. As our product evolves over the 
coming year and beyond, we’ll be focused on 
adding more customisation to the platform, 
implementing solutions to improve the 
scalability of the business and offering bigger 
savings for customers who want longer terms.”

Ford is using Canvas to test the market 
and the product, with the goal of using the 
technology to build expertise in billing and 
fleet management. Part of that is involving Ford 
Dealers with subscriptions to keep Canvas’ used 
car fleet small. 

Dealers are getting service business and Ford 
Credit handles the finances.

The key component is flexibility, according to 
Credit Executive Vice President of Marketing 
and Sales, David McClelland. 

"Multiple cars, multiple customers, variable 
term, variable payment. This is how we stay 
relevant in the world," he said.
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ELECTRIC VEHICLES AT ELIZABETH PLANT?

THE RISE OF THE ELECTRIC VEHICLE

Just months after Holden closed its doors, the 
UK billionaire who saved the Whyalla steelworks 
is looking to bring car manufacturing back to 
Adelaide's northern suburbs.

SA Treasurer, Tom Koutsantonis, said Sanjeev 
Gupta's company, GFG Alliance, recently 
approached the State Government with a 
plan to buy some of the former factory's 
assets. If successful, Mr Koutsantonis said, 
Mr Gupta would use the equipment to begin 
manufacturing electric vehicles at Elizabeth.

"Mr Gupta and the GFG Alliance already 
manufacture motor vehicles in the United 
Kingdom," Mr Koutsantonis said that included 
"elite motor vehicles for motor sports…and road 
bikes".

Electric vehicles (EVs) are becoming 
cheaper and more efficient, and their 
benefit to the environment can’t 

be overstated. To speed up the adoption 
of these vehicles, several nations have 
announced plans to ban the sale of non-
electric vehicles, effectively putting an end to 
the creation of new gas- and diesel-powered 
cars.

The Netherlands, as part of a broader 
commitment to developing the future of 
transportation, plans to sell only EVs from 
2025 onward.

With longstanding efforts to incentivise 
electric vehicles, Norway is a leader in terms 
of public adoption. The country’s goal is for 
all new cars to be zero- or low-emission by 
2025.

In India, only electric and hybrid cars will be 
legally available for purchase after 2030. This 

"They're keen to manufacture and they saw this 
as an opportunity, I understand, to purchase 
some equipment from General Motors Holden 
from a site that's now closed down," Mr 
Koutsantonis said.

"What Mr Gupta is realising, like the rest of the 
world, is that electric vehicles … are the way of 
the future."

In December, Melbourne-based developer 
Pelligra Group was revealed as the buyer of the 
plant, but the site will not be formally handed 
over until after decommissioning, which is 
expected to continue until mid-2019.

Mr Koutsantonis said an electric car industry 
would provide a significant economic boost for 
the northern suburbs in the wake of Holden's 

optimistic deadline may prove challenging 
for the nation, given the relatively small 
number of charging stations currently in 
place compared to drivers on the road.

Germany also plans to implement its total 
ban on internal combustion engines by 
2030. Given the significant amount of 
auto production based in the country, this 
legislation could positively impact the 
industry more broadly.

Sweeping changes proposed by Environment 
Minister, Nicolas Hulot, will see France 
discontinue the sale of gas- and diesel-
powered vehicles in 2040. However, the 
nation’s capital is set to enforce similar 
measures a decade sooner.

Shortly after France announced its plans, the 
United Kingdom followed suit with a similar 
announcement. Cars and vans powered by 
gas and diesel will no longer be sold in the 
UK after 2040.

departure. "We think we can manufacture a 
number of high-tech goods [but] if we could get 
back into automotive manufacturing, that would 
be great," he said.

"Ultimately this is a question between Sanjeev 
Gupta and General Motors Holden."

Federal Energy Minister, Josh Frydenberg, 
welcomed Mr Gupta's attempt to bring car 
manufacturing back to South Australia.

"He has some exciting plans for South Australia, 
and if he wants to invest in creating more jobs 
in this country then of course we would always 
welcome that," he said.

"I don't know how advanced those plans are 
[but] he's proven himself internationally to be an 
entrepreneur who gets results."

However, the vast majority of countries 
have yet to commit to a transition away 
from traditional automobiles. Some, such as 
China, have confirmed their intentions to 
end the sale of fossil fuel-powered cars but 
haven’t yet set specific deadlines, meaning 
they could delay the ban for decades to 
come.

The overall impact of these bans could 
also be less than ideal given the size of the 
nations’ driving populations. Of those with 
official plans in place, only France and 
Norway make the list of top 20 countries in 
terms of vehicles per capita.

Also worth noting is the fact that these 
measures only ban the sale of non-electric 
vehicles. These nations aren’t banning 
the use of gas- or diesel-powered vehicles 
outright by the date specified – they simply 
plan to start phasing them out.
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NORWAY: ELECTRIC AND HYBRID SALES 
TOP TRADITIONAL
Sales of electric and hybrid cars in 

Norway last year outpaced those 
running on fossil fuels, cementing the 

country’s position as a global leader in the 
push to restrict vehicle emissions.

Norway, a major oil exporter, would seem an 
unlikely champion of newer, cleaner-running 
vehicles. But the country offers generous 
incentives that make electric cars cheaper to buy 
and provides additional benefits once the vehicles 
are on the road.

Countries around the world have ramped up 
their promotion of hybrid and electric cars. As 
China tries to improve air quality and dominate 
new vehicle technology, the government there 
wants one in five cars sold to run on alternative 
fuels by 2025. France and Britain plan to end the 
sale of gasoline- and diesel-powered cars by 2040.

Norway is ahead of the rest of the world. About 
52 percent of new cars sold in the country last 
year ran on new forms of fuel, according to data 
released by Norway’s Road Traffic Advisory 
Board, OFV. The share of diesel cars, which were 
once considered more environmentally friendly 
but are now in the spotlight for their noxious 
emissions, fell sharply.

“This trend will only increase,” Oyvind Solberg 
Thorsen, OFV’s Director, said in a statement. 

“This is good for both road safety and the 
environment.”

Sales of electric cars could have been even higher, 
according to the Norwegian Electric Vehicle 
Association, but some buyers continued to hold 
out for newer models like Tesla’s Model 3.

Although electric vehicles make up just a small 
portion of the global market now, automakers 
– including those, like Tesla, that produce only 
electric models, and giants like Volkswagen – 
have bet billions of dollars that such vehicles will 
soon be as cheap and ubiquitous as conventional 
cars. Investments in charging stations and other 
technology connected to electric vehicles are also 
increasing.

General Motors and Ford Motor have said they 
will shift their focus to electric models, while 
carmakers like Volvo have moved to phase out 
the internal combustion engine entirely. 

As the market grows, makers of electric cars 
are facing difficulties. Tesla has lagged in its 
production of the Model 3, its first mass market 
offering. And a slump in overall car sales in the 
United States could put a crimp in the expansion 
of electric vehicles.

Norway, which wants to phase out diesel and 
gasoline cars by 2025, offers a counter example.

The country’s embrace of electric cars has been 
hastened by hefty government subsidies and tax 
breaks that make the technology more affordable. 
The authorities have expanded the nationwide 
network of charging stations. They also offer 
electric car drivers a bevy of other benefits: 
cheaper parking, the use of bus lanes for car-
poolers during rush hours, and exemptions from 
the vast majority of road tolls.

As a result, electric cars – identified by license 
plates that begin with the letters EL or EK – are a 
common sight. Teslas can frequently be seen on 
Norwegian roads, particularly in affluent parts of 
Oslo, the capital. Charging stations are relatively 
easy to find in major cities.

Despite the growth of electric cars, the vehicles, 
and the government’s support for them, are not 
universally popular.

Last year Norway’s conservative government 
proposed paring back the various forms of tax 
relief for electric cars. But the plans attracted 
criticism and have not made headway.

Ms Bu, of the Norwegian Electric Vehicle 
Association, said such a move would create “great 
uncertainty at a time when increasing numbers 
of Norwegians are convinced that electric cars are 
something for them.”
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In the wake of research showing the 
technology can reduce rear-end 
crashes by 38 percent, VicRoads 

is mounting a campaign to make 
automated emergency braking standard 
for all Australian vehicles.

Automated emergency braking, which is 
already being fitted into many cars, uses 
sensors, cameras and radars to detect 
when a car is close to another vehicle 
or object. It automatically applies the 
brakes, and hard enough to save a life.

South Korea has made the technology 
mandatory for all cars by January 2019, 
while the European Commission has said 
these systems should be mandatory in all 
cars by 2020. In the US, 20 car makers 
have pledged to make these systems 
standard equipment by 2022.

In order for the technology to be made 
compulsory for new Australian cars, this 
would need to be included in changes to 
the Australian Design Rules, which are 
administered by the federal government. 
These rules outline the requirements for 
all new cars imported to Australia.

VicRoads' Acting Deputy Chief 
Executive, Robyn Seymour, said she 
wanted to see the automated braking 
technology added to the next review of 
national standards.

"In a range of forums we have had 
with the Commonwealth, we have 
been advocating for the fact that the 
Commonwealth has a key role to play in 
the space of road safety and they have 
one of the strongest capacities to ensure 
we are getting safer vehicles on the road,” 
she said.

"It is one of the technologies we know 
will be very effective in reducing crashes, 
so we’re keen to work with them on how 
we might develop that ADR.”

The technology could be key to reducing 
the road toll, which has been declining in 
Australia for decades but has increased in 
recent years. Victoria’s road toll was 259 
last year, down from 290 the year before.

While changing the national standards 
is one solution, its impact could take 
decades, Ms Seymour said, as the 
standards apply to new cars and the 
average age of Victoria's fleet is 10 years.

For instance, electronic stability control 
was made mandatory for all cars in 2011 
– the most critical safety measure since 
seat belts, the federal government said 
at the time – but a high proportion of 
serious crashes involve older vehicles 
which do not have that technology.

According to the federal government, 
moves are under way to ensure the 
braking technology is widely adopted, 
with Australia contributing to a UN 
forum  forging internationally agreed 
standards, including a requirement for 
automated braking, for new vehicles.

"This is important because vehicle 
sales in Australia represent less than 1 
percent of the total world production 
of motor vehicles," said a government 
spokeswoman.

"Regulation based on internationally 
agreed standards gives consumers access 
to the safest vehicles from the global 
market at the lowest possible cost."

Ms Seymour said VicRoads was also 
pushing for other ways to encourage car 
makers to use automated braking, as 
well as lane keep assist, lane departure 
warnings and intelligent speed assist 

– technologies that are becoming 
increasingly available as cars undergo a 
shift to increased automation.

This includes urging Treasury to buy cars 
with these technologies for its Victorian 
fleet to increase the number of safer 
vehicles in the second hand market.

Minister for Roads and Road Safety 
Luke Donnellan said all new Victorian 
government vehicles must have a five-
star rating by independent crash testing 
firm Australasian New Car Assessment 
Program, which will this year only award 
the top rating to cars with the braking 
technology.

Dr John Crozier, chair of the Royal 
Australasian College of Surgeons' 
trauma committee, which is reviewing 
the government's 10-year road safety 
strategy, warned that the country was not 
on track to meet its target of reducing 
road deaths and injuries by 30 percent by 
2020.

Australia should follow South Korea's 
example, he said.

"That's a much more populous country 
than Australia and it demonstrates how, 
if there is the political will, something 
can be mandated that quickly."

In 2014 the RACV found that up to 
40 percent of crashes, including fatal 
accidents, could be prevented by the 
technology.

MANDATORY AUTOMATED BRAKING?



Chinese startup Nio is redesigning the 
electric vehicle (EV) from the inside 
out in an effort to eliminate the chore 

of driving and make transportation a truly 
comfortable experience.

A number of car manufacturers – including 
industry veterans like Volkswagen and Ford – 
have begun to take the electric vehicle market 
more seriously, but Nio sees a lot of room for 
improvement in the field.

Nio’s CEO, Padmasree Warrior, says this means 
approaching the EV – and the car industry in 
general – differently. 

“The problem with today’s car is manufacturers 
try to emulate the smartphone interface and 
smartphone capability into the car. But the 
smartphone is not just a better cell phone, it’s 

fundamentally a very different device,” she said. 

“We want to be the first company that builds the 
next generation mobile space.”

This means engineering EVs in a totally 
different way, in the same way the smartphone 
completely reimagined the mobile device. The 
ultimate goal is to bring automobiles into the 
future. 

“We want humans to get their time back, 
free from the chore of driving,” Ms Warrior 
explained. "Our vision of the car is a computer 
on wheels.”

The future is autonomous

Like Tesla, Nio plans to integrate self-driving 
technologies into its vehicles. The company’s 

first release is an electric SUV set to debut in 
China in 2018. The Nio ES8, launched at the 
Auto Shanghai motor show, will be a seven-
seater capable of Level 2 autonomy.

The SUV will serve as a testing ground for Nio’s 
more advanced self-driving technology. The 
company plans to gather as much data as it can 
from the vehicle and use this to build an EV 
with Level 4 autonomy, most likely the Nio Eve. 
That vehicle would be launched by 2020.

Ms Warrior said that Nio wants to build a 
“living space that moves you”. The company 
thinks autonomous vehicles should be 
comfortable, high-tech environments in which 
riders can watch movies, take conference calls 
and even sleep. To that end, the company is also 
in the process of developing wireless charging 
technology to integrate into its vehicles.

CHINESE MAKER ATTEMPTS TO 
REVOLUTIONISE CAR EXPERIENCE
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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

http://www.gtechniq.com.au


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

Simple and Affordable

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

Branding Opportunities

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

Join Gumtree Cars today  
gumtreeforbusiness.com.au
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