
  DEALERNOMICS OVERVIEW OF 'SUPER SATURDAY' BY-ELECTIONS
  INDUSTRY DEALERNOMICS LAUNCH YIELDS POSITIVE FEEDBACK
  UNDERSTANDING THE TAKATA COMPULSORY RECALL
  AADA WELCOMES NEW EXHIBITORS TO SOLD-OUT EXPO

POLITICAL PRESENCE 
AT CONVENTION PROVES 
POWER OF ADVOCACY

PRINT POST 100019106www.automotivedealer.com.au

OFFICIAL PUBLICATION OF AADA  |  JULY 2018  |  ISSUE 23



This document is issued by Motor Trades Association of Australia Superannuation Fund Pty. Limited (ABN 14 008 650 628, AFSL 238 718) of Level 3, 39 Brisbane Avenue Barton 
ACT 2600, Trustee of the MTAA Superannuation Fund (ABN 74 559 365 913). The information provided is of a general nature and does not take into account your specific needs 
or personal situation. You should assess your financial position and personal objectives before making any decision based on this information. The MTAA Super Product 
Disclosure Statement (PDS) can be obtained by calling MTAA Super on 1300 362 415 or visiting mtaasuper.com.au/handbooks. You should consider the PDS in making 
a decision.

For over 25 years we’ve built our name 
as the leading industry fund for the 
automotive industry.

Whether you’re paying your team’s super, 
or building your own, we have the tools, 
resources and people to help you make 
financial decisions that work for  you. 

To find out how we can support you, 
call us or visit our website today. 

1300 362 415
mtaasuper.com.au/get-started

Members 
first, always.

http://mtaasuper.com.au


WELCOME       Australian Automotive Dealer Association

CONTACT AADA 
Office 6, Level 4, 150 Albert Road 
South Melbourne, VIC 3205

CONTACT AUTOMOTIVE DEALER 
936B Glenhuntly Rd, 
Caulfield South, VIC 3162

Issue No. 23  |  JULY 2018

PUBLISHER: AADA

MANAGING EDITOR: Luke Prendergast 

PRODUCTION MANAGER: Stace Nagle

ART DIRECTOR: Nick Murphy

ADVERTISING MANAGER: Geoff Vine 
geoff@automotivedealer.com.au 
Mobile: 0413 854 779

Phone (03) 9576 9944  |  Fax (03) 9576 7277

AUTOMOTIVE DEALER 
DELIVERY/CHANGE OF ADDRESS 
(03) 9576 9944 or  
editor@automotivedealer.com.au

EDITORIAL 
editor@automotivedealer.com.au

EDITORIAL & ADVERTISING OFFICE 
936B Glenhuntly Rd, 
Caulfield South, VIC 3162

@AADA_ASN
AUSTRALIAN 
AUTOMOTIVE DEALER 
ASSOCIATION

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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During May AADA took its board 
meeting to our national capital. 

It gave us a great opportunity to introduce our 
DealerNomics website to well over 100 guests, 
including a considerable number of sitting 
members of both houses and from both sides 
of the political divide.

It was launched by the Hon Craig Laundy MP, 
Minister for Small and Family Business. The 
Minister enunciated the important role family 
businesses play in our economy. He showed a 

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

real interest in the information DealerNomics 
displayed for his electorate, quipping that he 
had a pretty slim margin of votes and our site 
made that point abundantly clear.

More importantly, it seemed every politician 
there wanted a rundown on their electorate 
or state. 

Earlier that day our Board was addressed by 
the Assistant Minister to the Treasurer, the 
Hon Michael Sukkar, mainly about a new 
Code for Dealers and a revised right to repair 
accord.

We have their attention.

Also in May, AADA CEO, David Blackhall, and 
I were invited (gratis) to lunch with our new 
Deputy PM, the Hon Michael McCormack. 

There is no doubt in our minds that our 
legislators see the need to create a new 
franchise code with a separate section to 
specifically address the needs of new car 
Dealers.

No doubt more could be said when our 
Deputy PM gives his keynote address to our 
Convention on the Gold Coast in September.

There is a lot in play at the moment and, 
in the near future, decisions about your 
long-term future will be made by regulators 
and legislators. Now is not the time to be 
apathetic. We need a record attendance at our 
Convention. If you don’t care, why should they. 
Please be there in numbers, especially on the 
Tuesday.

FROM THE AADA CEO

David Blackhall
AADA CEO

As we approach the conclusion of 
the first half of 2018, I am happy to 
report the AADA secretariat has 

completed a number of important advocacy 
activities, including the launch of our 
DealerNomics website at Parliament house 
last month; progress has been made on the 
Automotive Franchising Code of Conduct 
with key Ministers briefed and stakeholders 
consulted, along with a number of 
parliamentary meetings carried out to 
discuss important and relevant policy 
issues such as LCT and Tariffs; Australian 
Consumer Law; add-on insurance; 
emissions; sharing of service and repair 
information and, of course, the need for a 
mandatory Automotive Franchise Code.

As Terry outlined, the AADA’s DealerNomics 
launch event was a huge success. I hope AADA 

members use the DealerNomics website at the 
grass-roots level to have direct conversations 
with their elected representatives. For the first 
time ever you are now armed with the real 
facts about car retailing in Australia. With a 
number of upcoming by-elections around 
Australia, now is a great time to arrange a 
meeting with your local member. We look 
forward to improving the website over the 
coming months to widen the scope of the data 
and functionality.

Early last month the Treasurer handed down 
the 2018-19 Federal Budget. I attended 
numerous events over the course of the week, 
including Treasurer Scott Morrison’s Press 
Club address the day after the budget was read. 
The AADA expressed its disappointment that 
the first Budget since the cessation of local 
manufacturing failed to abolish the Luxury 
Car Tax and the Passenger Vehicle Tariff. 
However, the AADA offered support for the 
Government’s ongoing efforts to extend the 
company tax cuts to businesses over the $50 
million turnover threshold. 

We have recently been contacted by a number 
of media outlets regarding the government’s 
plans around Fuel Efficiency/CO2 Standards. 
We have urged the Government to implement 
a vehicle emissions policy, which does not 
come as too much of a shock to the industry, 
as it has in the UK.

New car Dealers have already absorbed a 
number of regulatory hits in recent times, 
including higher taxes at a state and federal 
level; changes in financial and insurance 
regulations, and legislation which requires 
increased reporting to the franchisor. 

All Dealers want to do is sell cars and they do 
not care if those cars are powered by electricity, 
hydrogen or conventional fuel, but electric 
vehicle uptake in Australia is being hampered 
by high upfront cost, range anxiety and a lack 
of charging infrastructure. The AADA has 
been supportive of Government and private 
sector initiatives to address these challenges.

I hope you enjoy this issue of Automotive 
Dealer magazine and, as always, good luck and 
good selling!
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AADA is disappointed the Federal Budget 
has retained inefficient new car taxes 
and missed the opportunity to reward 

consumers and local businesses.

“The first budget since the cessation of local 
passenger vehicle manufacturing provided the 
Government with an opportunity to modernise 
the taxation regime for new cars,” said AADA 
CEO, David Blackhall.

“Unfortunately, both the passenger vehicle tariff 
and the luxury car tax remain on the books and 
will collectively generate almost $1.3 billion in 
2018-19, significantly more than previously 
forecast.

“The sale of new cars brings significant societal 
benefits, as they are safer, more environmentally 
friendly and more fuel efficient. Improving road 
safety, reducing vehicle emissions and bringing 
down energy costs are all Government priorities 
and these taxes hinder progress towards these 
goals.” 

Mr Blackhall said that increased taxes on the 
sale of new cars by various levels of government 
simply force consumers to pay more and, in the 
process, hurting many of the people working 
in the automotive industry, such as sales staff, 
finance providers and workshop technicians.

We support the Government’s ongoing 
commitment to extend company tax cuts to firms 
with turnover over $50 million. Due to the high 
value of their stock, new car franchised Dealers 
often have high turnover but much lower profit 
margins, and a corporate tax cut would benefit 
local car Dealers and the tens of thousands of 
people they employ,” Mr Blackhall said.

Luxury Car Tax (LCT) and Passenger Vehicle 
Tariff (PVT) retained

Despite the cessation of local vehicle 
manufacturing, both the LCT and the PVT 
have been retained. Collectively, both taxes will 
raise $1.27 billion in 2018-19.

The LCT will generate $740 million in 2018-19, 
$40 million more than forecast in the Mid-year 
Economic and Fiscal Outlook (MYEFO). 

The LCT is forecast to grow over the forward 
estimates to $830 million by 2021-22.

The tariff on motor vehicles will raise $530 
million in 2018-19, $50 million more than 
forecast in MYEFO.

“LCT receipts are forecast to grow by 7.0 
percent in 2017-18, consistent with strong 
growth in prices of vehicles subject to LCT,” the 
Budget papers say. “Since the 2017-18 MYEFO, 
forecast LCT receipts are $50 million higher 
over the four years to 2021-22.”

The tariff is forecast to decline over the forward 
estimates to $400 million by 2021-22.

Record growth set to continue

The Australian economy has entered its 27th 
consecutive year of growth. Real GDP is 
forecast to grow by 2.75 percent in 2017-18 
and is forecast to accelerate further to 3 percent 
growth in 2018-19 and 2019-20.

The underlying cash balance is forecast to be a 
deficit of $14.5 billion in 2018-19. The underlying 
cash balance is expected to return to a budget 
balance in 2019-20. An underlying cash surplus 

is projected in 2020-21, growing to more than 1 
percent of GDP in the medium term.

These projections are consistent with the 
Government’s fiscal strategy, which requires that 
tax receipts do not exceed 23.9 percent of GDP 
throughout the medium term.

Tax relief

The Government is providing income tax 
relief, which includes immediate relief of up to 
$530 per annum for low and middle-income 
earners, helping to protect Australians’ earnings 
from bracket creep by increasing thresholds 
and ensuring more Australians pay less tax by 
making personal taxes simpler and flatter. 

From 1 July 2024 the personal income tax 
system will be simplified by abolishing the 
37 percent tax bracket entirely, reducing the 
number of tax brackets from five to four. 

Break for business

The budget lowers taxes for small and medium-
sized businesses as part of the Enterprise Tax 
Plan and the Government will continue to seek 
full implementation of the tax plan (businesses 
with turnover more than $50 million).

The budget will extend the $20,000 instant asset 
write-off for businesses with a turnover of up to 
$10 million, to apply in 2018-19.

The budget will invest $75 billion in transport 
infrastructure over the coming decade.

The budget will be implementing a number 
of recommendations of the Black Economy 
Taskforce Final Report.

MISSED OPPORTUNITY IN FEDERAL BUDGET

mailto:lweekley%40coderedmarketing.com.au?subject=I%20would%20like%20a%20free%20demonstration%20of%20the%20Code%20Red%20CRM%20solution%20


6  | JULY 2018  |  automotivedealer.com.au

POLICY       Australian Automotive Dealer Association 

Since AADA reformed in 2013 we 
have massively increased the amount 
of advocacy work we do on behalf of 

Dealers. We have formed relationships with 
governments and with regulators such as the 
ACCC and ASIC.

Thanks to these relationships AADA has 
had a real say in government and regulatory 
approaches to vital issues such as used and 
parallel imports, and finance and insurance, 
resulting in better outcomes for Dealers in 
these areas.

In 2018 AADA has been working hard 
in the communication and stakeholder 
engagement areas of the organisation. Since 
the start of the year, AADA has carried 
out a number of communication and 
advocacy activities to increase awareness of 
the organisation, build relationships with 
stakeholders and government, and improve 
the organisation’s communication with 
members to ensure they are kept informed 
and updated on key industry issues.

AADA has generated a quarterly report to 
demonstrate all the work that has taken 
place across digital communications, 
face-to-face meetings, media activity and 
government relations. 

In the first three months of the year AADA 
was involved in 15 political meetings, 36 
member/AMDC meetings, had 121 mentions 
in the media, 1,193 website views, made 
25 social media posts, published three 
newsletters, two media releases and five 
Dealer bulletins, and made three submissions 
to government on behalf of our members.

In our policy and advocacy work on 
behalf of franchised new car Dealers, one 
of our uppermost objectives is to always 
ensure we are never so far apart from our 
industry colleagues and regulators that 
communication is impossible.

To this end we constantly engage with the 
AAAA, MTAA, FCAI, AAA, ANCAP and 
other groups, as well as the key teams at 
ASIC, ACCC and with government and 
opposition leaders communicating on our 
updated Vital Five:

• Automotive Industry Code

• Access to Service and Repair 
Information

• ACL Review (changes to the 
Competition and Consumer Act 2010)

• ACCC Add-On Insurance Review

• Affordability Issues – LCT, Import 
Duty, State Duties and Taxes 

On all these topics we never want to hear 
any of these important industry partners ask 
the question, “Why have we not heard from 
you?”

Other policy issues in which AADA is 
extremely active include the Takata Airbags 
Recall; Anti-Money Laundering and 
Counter-Terrorism Measures; Luxury Car 
Tax; Vehicle Emissions; Skills & Training; 
Company Tax; Passenger Vehicle Tariff, and 
Automated Road Vehicles.

AADA has made submissions to 
government on crucial issues pertaining to 
new car retailing, including the ACCC’s New 
Car Retailing Study; the power imbalance 
between automotive manufacturers and new 
vehicle Dealers; the Tax and Superannuation 
Laws Amendment; the Road Vehicles 
Standards Bill; annual Federal Budgets and 
the Consumer First Review Motor Vehicles.

You only have to look at the roll call 
of speakers at AADA National Dealer 
Conventions to see how well-regarded your 
association is in the corridors of power: Paul 
Keating; Peter Costello; ACCC Chairman, 

ADVOCACY AT WORK: 
GET INVOLVED IN AADA 2018
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Rod Sims; various Federal and State 
Government Ministers, and other respected 
leaders, have all thought highly enough 
of AADA to give us the benefit of their 
experience and expertise.

AADA represents around 1,500 new car 
Dealers covering about 3,500 new vehicle 
outlets. Our membership base ranges 
from small, family-owned businesses (96.5 
percent of automotive businesses are small 
and family-run enterprises), to publicly-
listed companies operating in the capital 
cities and regional areas of every state and 
territory in Australia. There are 72 vehicle 
marques operating in Australia – a total that 
is among the greatest number in any of the 
world’s markets.

The new vehicle retailing sector makes 
a massive contribution to the Australian 
economy. With total turnover/sales of 
more than $65 billion, the estimated total 
economic contribution is almost $15 billion. 
The industry also generates over $6 billion 

in wages and $4.7 billion in tax revenue; it 
is a source of significant taxation revenue 
for governments, incurring and collecting 
a number of taxes, including Stamp Duty, 
Tariff Duty, Fringe Benefits Tax, Luxury Car 
Tax and GST. The industry employs more 
than 69,000 Australians directly and its 
indirect contribution to employment and 
the wider economy is massive.

This transformation has not escaped the 
attention of our regulators and legislators. 
Much of the ‘education’ of these groups has 
come via our secretariat. Hence the people 
who represent us every day on matters with 
these bodies have become well-respected 
by these regulators and legislators. In fact, 
we are often invited to closed sessions 
to help them better understand not only 
our industry but also the role we play as 
businesses and the problems we sometimes 
face. 

We have invested heavily in our secretariat 
to make it as effective as it can be. The 

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

AADA has become a powerful voice in 
Australia, but an association such as ours 
is only as strong as its membership. The 
AADA secretariat does a power of work 
on behalf of Dealers, but we need you to 
support us as we support you. We need your 
voices, opinions and input. We need your 
participation, both on the ground in your 
own areas to lobby and influence politicians 
and decision-makers, and also through your 
attendance at our marquee event, the 2018 
AADA National Dealer Convention. 

Together we are stronger and better able 
to advance our shared interests. We are 
becoming a major player on the Australian 
political stage, as befits our size and 
impact as an industry. Now is the time 
to consolidate our position and continue 
to grow our influence. We need your 
commitment for that to happen. See you at 
AADA 2018.

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


http://www.motorone.com/
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The presence of Deputy Prime 
Minister, Michael McCormack, 
and high-ranking Opposition MP, 

Anthony Albanese, at the 2018 AADA 
National Dealer Convention is a sign of 
the growing power of the advocacy work 
AADA does on behalf of its members.

As well as being the Deputy Prime 
Minister - a position he took up earlier this 
year - Mr McCormack is the Minister for 
Infrastructure and Transport, a key portfolio 
for the retail automotive industry.

Mr McCormack will speak at the Cox 
Automotive Keynote Session on the 
afternoon of Tuesday, 4 September, while 
Mr Albanese will be part of the Macquarie 
General Session earlier that morning.

AADA has welcomed powerful people in 
the past, but never two in such influential 
positions – one from either side of politics – 
at the height of their influence.

As Minister for Infrastructure and 
Transport, Dealers will be keen to hear 
Mr McCormack’s views on the future of 
Australia’s automotive industry. He is known 
for his forthright views, having once told 
then-Prime Minister Tony Abbott that 
“being less forthright is not in my nature. I 
didn't come to this place to snivel and be a 
backroom Dealer”.

His previous ministerial positions include 
a stint as Minister for Small Business – 
another department of great relevance to 
our industry – and Parliamentary Secretary 
to the Minister for Finance. 

Mr Albanese is a former Deputy Prime 
Minister and the current Shadow Minister 
for Transport, Infrastructure, Cities and 
Towns. He is a potential leader of the Labor 
Party, so delegates will be carefully listening 
to what he has to say as well.

The power of advocacy

The presence of these two men is testament 
to the work put in by AADA to expand 
the sphere of influence of Dealers. In 
May, we launched our economic data 
mapping website 'DealerNomics' (http://
dealernomics.aada.asn.au) at Parliament 
House in Canberra. Political leaders and 
staff, automotive industry stakeholders and 
key media outlets attended and are coming 
to realise just how important our industry is 
to the national economy.

The mapping tool demonstrates the 
economic contribution of new car Dealers 
in Australia. The ‘DealerNomics’ tool was 
developed for the AADA by professional 
services firm BDO, and shows the economic 
contribution made by new car Dealers at a 
national, state/territory and electorate level.

It’s a great visual tool which shows a range of 
economic indicators, including that new car 
Dealers make a total economic contribution 
of $14.9 billion to the economy and employ 
about 70,000 people countrywide.

The impact of DealerNomics has already 
been felt and the event was attended 
by various federal MPs from both the 
Government and the Opposition, many 
of whom were very interested to see 
the contribution Dealers made in their 
respective electorates, both state and federal.

Minister for Small and Family Business, the 
Hon Craig Laundy MP, spoke at the event, 
sharing with attendees his passion around 

car Dealers and their importance in the 
local community as small business owners. 
He was impressed by the DealerNomics 
website and the data it contains for not only 
Australia and the States/Territories but for 
each electorate around the country.

AADA CEO, David Blackhall, expressed his 
determination to give legislators an idea of 
the economic impact franchised new car 
Dealers have as they consider regulatory 
issues which affect this important industry.

“The cessation of passenger vehicle 
manufacturing in Australia has created the 
perception that there is no longer a local 
automotive industry. Nothing could be 
further from the truth,” he said.

“New car dealerships are located in federal 
electorates across Australia and we are 
determined to give legislators an idea of our 
economic impact as they consider regulatory 
issues that affect this important industry.” 

It is more important than ever that 
decision-makers in Canberra are informed 
of the contribution Dealers make in 
communities across Australia. Over the 
past few years the industry has been hit 
with a raft of regulation which shows 
little sign of abatement. The AADA 
secretariat is currently fighting for 

POLITICAL PRESENCE AT CONVENTION 
PROVES POWER OF ADVOCACY
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Dealers on a number of fronts, including 
a joint parliamentary inquiry into the 
effectiveness of the Franchising Code 
of Conduct; the Federal Government’s 
likely implementation of a regulatory 
solution to the sharing of service and 
repair information; reforms to Australia’s 
Consumer Law, and ASIC’s reforms on the 
sale of add-on insurance.

Other regulations are coming, with the Federal 
Government due to make a decision on vehicle 
emissions and implementation of reforms 
around the treatment of vulnerable workers.

AADA urges Dealers to visit the 
DealerNomics website and encourages them 
to make an appointment with their Member 
of Parliament or Senator to demonstrate our 
value to this country.

By-elections bring opportunity

The five ‘Super Saturday’ federal by-elections 
to be held on July 28 due to the dual-
citizenship fiasco represent a great chance 
for Dealers to use the DealerNomics tool.

The seat of Braddon in Tasmania is held by 
the Labor Party with a margin of 2.2%, or 
just 2,846 votes. DealerNomics shows that 
in this electorate alone the retail automotive 
industry contributes $303.14 million in 
annual turnover, spends $46.76 million in 
wages and other expenses, employs 320 
people, collects $4.83 million in duties, $2.41 
million in new car registrations, and $11.20 
million in taxes, amongst a total economic 

contribution of $65.20 million.

The ALP holds the Queensland seat of 
Longman by an even smaller margin – just 
1,390 votes, or less than 1%. Here, Dealers 
make an overall economic contribution 
of $97.25 million, employing 464 people 
and contributing almost $30 million in 
combined taxes, duties and registrations. The 
numbers are similar for the seats of Perth and 
Fremantle in Western Australia, and Mayo in 
South Australia.

These by-elections are the first opportunity 
for Dealers to use the DealerNomics tool 
to flex their own advocacy muscles and 
show the politicians making decisions on 
our livelihoods just how important and 
influential we are.

Advocacy works. AADA will continue to 
represent Dealers’ interests, and we urge 
Dealers to use this tool to advocate on their 
own behalf as well.
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Braddon, a rural electorate in the 
north-west of Tasmania, has evolved 
from being a safe Liberal seat to a 

marginal seat in recent elections. Held 
by the Liberal Party from its inception in 
1955 through to 1998, it has changed hands 
between the two major parties five times in 
the past 20 years. 

It is currently held by Labor’s Justine Keay, 
who won the seat from Liberal incumbent, 
Brett Whiteley, with a 4.76% swing at the 
2016 federal election. Ms Keay held the seat 
with a two-party preferred margin of 2.2%, 
but was forced to resign after she was found 
to have UK citizenship. 

Ms Keay is seeking pre-selection and Mr 
Whiteley is likely to again be the Liberals’ 
candidate, so the battle is likely to be a 
replay of the 2016 election.

BRADDON, TASMANIA

DealerNomics in Braddon at a Glance

Previous Results: 2016 Australian Federal Election
Party Candidate Votes Percentage +/-

Liberal Brett Whiteley 26,841 41.50 -5.36

Labor Justine Keay 25,898 40.05 +2.46

Greens Scott Jordan 4,358 6.74 +1.57

Recreational Fishers Glen Saltmarsh 3,701 5.72 +5.72

Liberal Democrats Joshua Boag 1,380 2.13 +2.13

Renewable Energy Clinton Rice 1,343 2.08 +2.08

Christian Democrats Graham Hodge 1,151 1.78 +1.78

Two-Party-Preferred Result

Labor Justine Keay 33,759 52.20 +4.76

Liberal Brett Whiteley 30,913 47.80 -4.76

2018 Declared Candidates
Party Candidate Background

Labor Justine Keay Previous MP for Braddon elected at the 2016 federal election

Liberal Brett Whiteley One-term MP for Braddon elected at the 2013 federal election

Greens Jarrod Edwards Indigenous land management supervisor
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An original division dating back to 
Federation, Fremantle is a traditional 
Labor stronghold. The party has held 

the seat since 1934, with notable members 
including Kim Beazley Sr., John Dawkins 
and Carmen Lawrence, as well as former 
Prime Minister, John Curtin.

Josh Wilson won the seat with a margin of 
7.52% in 2016, and is running again after 
resigning over the citizenship/eligibility 
controversy.

As with the Perth by-election, the Liberal 
Party is not fielding a candidate, with the 
Greens’ Dorinda Cox opposing Mr Wilson.

The retail motor industry employs 440 
people in the electorate, paying $38.64 
million in wages, contributing $15.39 
million in taxes, and collecting $10.93 
million in duties.

FREMANTLE, WESTERN AUSTRALIA

DealerNomics in Fremantle at a Glance

Previous Results: 2016 Australian Federal Election
Party Candidate Votes Percentage +/-

Labor Josh Wilson 34,792 40.99 −0.36

Liberal Pierrette Kelly 31,292 36.87 −0.61

Greens Kate Davis 15,053 17.74 +5.87

Mature Australia Mick Connolly 2,335 2.75 +2.75

Socialist Alliance Chris Jenkins 1,404 1.65 +0.79

Two-Party-Preferred Result

Labor Josh Wilson 48,821 57.52 +2.12

Liberal Pierrette Kelly 36,055 42.48 −2.12

2018 Declared Candidates
Party Candidate Background

Labor Josh Wilson Previous MP for Fremantle elected at the 2016 federal election

Greens Dorinda Cox Small business owner, former police officer, anti-domestic violence 
campaigner

Lib. Dems. John Gray Former Maritime Wartime Officer in the RAN, Law Student at Notre Dame, 
children's entertainer at Starlight Children's Foundation
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Longman, in the Moreton Bay region 
north of Brisbane, is a young electorate, 
first proclaimed in 1994. In that time it 

has proved to be mostly a Liberal National 
seat, although Labor did hold it from 2007-
2010, and won it again at the 2016 election.

Susan Lamb enjoyed a massive 7.71% 
swing to win the seat from Liberal National 
member, Wyatt Roy, by a thin 0.79%.

Ms Lamb resigned over the citizenship 
saga, but is recontesting the seat. Former 
State MP, Trevor Ruthenberg, is the Liberal 
National candidate, while One Nation 
and the Australian People’s Party will also 
contest the seat. 

LONGMAN, QUEENSLAND

DealerNomics in Longman at a Glance

2018 Declared Candidates
Party Candidate Background
Labor Susan Lamb Previous MP for Longman elected at the 2016 federal election

Greens Gavin Behrens Father and IT professional. Ran in Morayfield at the 2017 state election

One Nat. Matthew Stephen Caboolture businessman. Ran in Sandgate at the 2017 state election

Lib. Nat. Trevor Ruthenberg One-term MP for Kallangur elected at the 2012 state election

People John Reece Ran in Longman at the 2010 federal election

Lib. Dem. Lloyd Russell Local business owner

Previous Results: 2016 Australian Federal Election
Party Candidate Votes Percentage +/-

Liberal National Wyatt Roy 34,359 39.01 −5.83

Labor Susan Lamb 31,161 35.38 +4.73

One Nation Michelle Pedersen 8,293 9.42 +9.42

Greens Ian Bell 3,865 4.39 +0.45

Family First Will Smith 3,002 3.41 +1.05

Drug Law Reform Frances McDonald 2,677 3.04 +3.04

Katter's Australian Brad Kennedy 1,597 1.81 −1.01

Independent Greg Riddell 1,111 1.26 +1.26

Independent Rob Law 945 1.07 +1.07

Independent Caleb Wells 830 0.94 −0.13

Arts Stephen Beck 228 0.26 +0.26

Two-Party-Preferred Result
Labor Susan Lamb 44,729 50.79 +7.71

Liberal National Wyatt Roy 43,339 49.21 −7.71



14  | JULY 2018  |  automotivedealer.com.au

FEDERAL BY-ELECTION FEATURE       Australian Automotive Dealer Association 

A rural electorate to the east, south, 
south-east and south-west of 
Adelaide, Mayo was established 

in 1984. It was a safe Liberal seat held 
by former Foreign Minister Alexander 
Downer from 1984-2008, and by Jamie 
Briggs from 2008 to 2016. 

Rebekha Sharkie of the Nick Xenophon Team 
(now known as the Centre Alliance) won the 
seat at the 2016 Federal Election with 55% 
of the two-party-preferred vote, but resigned 
when she was found to hold British citizenship.

Ms Sharkie will re-contest the seat, but faces 
a tough challenge from Georgina Downer, 
daughter of Alexander, who is running for the 
Liberal Party. The Greens are also contesting 
the seat, however the ALP is not.

With 459 employees in Mayo, the dealership 
footprint is large, paying more than $40 
million in wages in the electorate, amongst a 
total economic contribution of $95.48 million.

MAYO, SOUTH AUSTRALIA

DealerNomics in Mayo at a Glance

Previous Results: 2016 Australian Federal Election
Party Candidate Votes Percentage +/-

Liberal Jamie Briggs 35,915 37.76 −16.06

Xenophon Rebekha Sharkie 33,158 34.86 +34.86

Labor Glen Dallimore 12,859 13.52 −7.62

Greens Nathan Daniell 7,661 8.05 −6.10

Family First Bruce Hicks 4,375 4.60 −2.54

Liberal Democrats Luke Dzivinski 1,148 1.21 +1.21

Two-Party-Preferred Result

Liberal Jamie Briggs 52,650 55.35 −7.16

Labor Glen Dallimore 42,466 44.65 +7.16

2018 Declared Candidates
Party Candidate Background

Centre Alliance Rebekha Sharkie Previous MP for Mayo elected at the 2016 federal election

Liberal Georgina Downer Lawyer, Institute of Public Affairs research fellow, former diplomat. 
Daughter of former MP for Mayo Alexander Downer

Greens Major Sumner High-profile Ngarrindjeri elder, activist and community worker

Labor Reg Coutts Telecommunications consultant and academic professor
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Perth was one of the 65 original seats 
contested in the first federal election. 
A marginal seat between the 1940s 

and 1980s, it has been a safe Labor seat since 
1983.

Tim Hammond retained the seat for the 
ALP with a 3.33% two-party-preferred 
margin at the 2016 election. Unlike the other 
by-elections, this one has nothing to do with 
the citizenship saga, with Mr Hammond 
resigning to spend more time with his young 
family. WA Labor state secretary, Patrick 
Gorman, will run in his place.

The Liberal Party is unlikely to field a 
candidate, with the Greens and Independent 
Liberal, Jim Grayden, opposing Mr Gorman.

PERTH, WESTERN AUSTRALIA

DealerNomics in Perth at a Glance

2018 Declared Candidates
Party Candidate Background

Labor Patrick Gorman Western Australian Labor state secretary. Aligned with Labor Left

Greens Caroline Perks Public servant for climate change policy

Science Party Aaron Hammond Multi-disciplinary engineer

Independent Jim Grayden Property manager, former teacher. Son of former Swan MP Bill 
Grayden. Running as an Independent Liberal

Previous Results: 2016 Australian Federal Election
Party Candidate Votes Percentage +/-

Liberal Jeremy Quinn 35,381 42.31 +0.20

Labor Tim Hammond 31,248 37.36 −1.02

Greens Tim Clifford 14,272 17.07 +5.10

Liberal Democrats Mark Walmsley 1,430 1.71 +1.71

Online Direct Democracy Andrew Chambers 1,300 1.55 +1.55

Two-Party-Preferred Result

Labor Tim Hammond 44,602 53.33 +1.15

Liberal Jeremy Quinn 39,029 46.67 −1.15
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In our endeavours to represent the 
interests of Australia’s retail automotive 
Dealers, AADA has put in place a highly 

experienced, qualified team of professionals.

Together they share decades of experience and 
a passion for our industry that drives them to 
advocate fiercely for Dealers’ interests. 

The AADA Secretariat

MEET YOUR AADA TEAM

David is a highly experienced automotive 
executive with a strong background in 
finance, corporate strategy, automotive 
operations and all aspects of marketing and 
advertising. David was appointed CEO of 
the AADA effective 1 June 2016.

He was Managing Director of Jaguar Land 
Rover Australia/Pacific for more than 10 
years and Director of the FCAI for eight. As 
FCAI Director, David also held the roles of 
Vice-President and Treasurer.

David began his automotive career in Ford’s 
graduate trainee program, rising through 
the ranks and through most areas of the car 
business in Australia and the US, as well 
as completing a stint as General Marketing 
Manager for Ford's vehicle manufacturing 
joint venture in Taiwan.

In 2015, in recognition of his lifelong 
contribution to the industry, David was 
made a life member of the Federal Chamber 
of Automotive Industries.

David Blackhall
Chief Executive Officer

Vinesh is an experienced commercial lawyer 
who has advised automotive clients for 
many years and who understands the unique 
issues in the Automotive Industry. 

Vinesh runs his own legal practice, V.S. 
George Lawyers in Sydney.

Vinesh George
AADA Company 
Secretary and Legal 
Counsel

Brian is a highly experienced automotive 
executive with an extensive background in 
policy development, member relationship 
management and industry relations, having 
held senior positions at the VACC and with 
vehicle importers.

Brian is responsible for all operational 
matters including finance, IT and member 
services and is playing a key role with the 
Australian Motor Dealer Council.

Brian Savage
Executive Director 
Operations

Sharnee is a communications professional 
who has worked in a number of industry 
associations in the communications, 
marketing, events and project management 
space.

Sharnee is responsible for all internal and 
external communications, branding and 
events. 

Sharnee Pardy
Communications 
Manager

Jenni has worked in the banking sector and 
Automotive Industry, including experience 
in dealership administration.

Jenni’s main responsibilities are for AADA 
members and general office administrative 
duties.

Jenni McAulay
Membership Officer

James Voortman
Executive 
Director Policy & 
Communication

James has extensive policy & automotive 
advocacy experience and has worked as 
an advisor to a Federal Minister as well as 
holding several senior policy roles within a 
range of industry associations.

James is responsible for all political 
engagement and communication strategy.

Board of Directors
The AADA Board is comprised of Dealers 
from each Australian state and territory, 
along with four independently elected 
Dealers, making up a total of 12 national 
representatives. The AADA now has input 
from all sectors of the Dealer community, 
from small rural dealerships to large 
metropolitan operations, including AP 
Eagers and AHG.
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The AADA CEO David Blackhall wrote 
an opinion piece on the issue of used 
car imports. The article came off the 

back of Senator David Leyonhjelm's article 
in the Australian Financial Review, in which 
he expressed support for the wide spread 
importation of used cars. In addition the 
AADA logged a submission to the Senate 
Standing Committee on Rural and Regional 
Affairs and Transport. The submission, on 
the Road Vehicle Standards Bill 2018 and 
Related Bills, outlined broad support for 
the Bill. However, the AADA made it clear 
that much of the detail will be in the rules 
and regulations underpinning this Bill and 
the policy team will be working closely with 
the Government to ensure that these are in 
accordance with the policy intent of the Bill.

Used Cars are not the Answer 
Opinion Piece by David Blackhall

Senator David Leyonhjelm recently weighed 
into the debate on motoring affordability on 
the opinion pages of the Australian Financial 
Review with piece titled ‘Cars are a top tax grab 
for government’.

While Senator Leyonhjelm made a number of 
compelling arguments on the inadequacies of 
the taxation regime on new passenger vehicles, 
he misses the mark in calling for an opening of 
the floodgates for used car imports as part of the 
solution.

The Federal Budget showed that over $1 billion 
of revenue is raised from two taxes on new 
vehicles – the passenger vehicle tariff and the 
luxury car tax. The absurdity of these taxes has 
been laid bare by a number of independent 
Government reviews, such as the Henry Review 
and the Productivity Commission. It is telling 
that consumer groups and the automotive 
industry are singing from the same song sheet 
in calling for the abolition of these taxes.

In October 2017, the last locally manufactured 
vehicle rolled off the production line and with 
it disappeared the rationale for the passenger 
vehicle tariff. A tax designed to protect an 
industry should be removed once that industry 
ceases to exist. The luxury car tax is similarly 
illogical as demonstrated by the fact that the 
vehicle most frequently subject to this tax is the 
Toyota Land Cruiser. Hardly a luxury car.

These taxes merely make new cars more 
expensive and discourage motorists from 
trading in their older cars for new cars. This 
is a shame because the sale of new cars brings 
significant societal benefits as they are safer, 
more environmentally friendly and more 
fuel efficient. Improving road safety, reducing 
vehicle emissions and bringing down energy 
costs for consumers are all Government 
priorities and making new vehicles more 
affordable will assist in achieving these goals.

Renewal of Australia’s vehicle fleet is a worthy 
pursuit, a point recently made by ANCAP, 
Australia’s leading vehicle safety advocate, in 
its recommendation to a national road safety 
inquiry. ANCAP urged the Government to 
‘Review options to encourage fleet renewal 
including a review of Australian Government 
tariffs and charges to reduce the cost of new 
vehicles’.

Importing used cars not the answer

While we are at one with Senator Leyonhjelm 
on the need to reduce taxes on new cars and 
bring down the age of the fleet, we simply 
cannot agree with his proposed solution to 
allow for the unrestricted import of used cars.

The Senator calls the New Zealand example 
of allowing second-hand imports as a “great 
success”. In fact, the average age of New 
Zealand’s vehicle fleet is over 14 years compared 
to Australia’s which is below 10 years. In terms 
of road safety, New Zealand has a rate of road 
deaths per 100,000 population of 6.94 while in 
Australia it is 5.05.

The Government no doubt took this into 
account when it issued its response to the 

Competition Policy Review and decided not to 
allow for the widespread importation of second-
hand cars.

The Government’s justification cited two factors 
– concerns over consumer protection and 
community safety. On consumer protection, an 
ACCC report into new car retailing released in 
December 2017 found that consumers struggle 
to enforce their Australian Consumer Law 
rights in relation to cars they have purchased. 
It’s unclear how allowing second-hand cars with 
no provenance would improve this situation.

On community safety, Australia should be 
striving for newer vehicles on our roads, not 
more second-hand vehicles. One need only look 
at the current Takata airbag recall to grasp the 
importance of vehicle regulators having detailed 
knowledge of the origins of vehicles entering the 
Australian market.

Senator Leyonhjelm is also off the mark in 
stating that the Government is now threatening 
to make used car import arrangements even 
more restrictive. What the Government is 
doing is making changes to the Specialist and 
Enthusiast Vehicle Scheme, which will deliver 
a number of benefits for the importers and 
workshops which profit from this scheme.

However, the intent of this scheme is to provide 
concessions against our vehicle standards to 
allow for vehicles that are truly specialist and 
enthusiast to be brought into Australia. This 
scheme was never designed to allow for the 
importation of mainstream used vehicles – both 
the Government and the Opposition have made 
it very clear that they are opposed to such a 
policy.

USED CAR IMPORTS NOT THE ANSWER
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On 28 February 2018 the Federal 
Government initiated the largest 
compulsory recall in Australian history 

– for all vehicles fitted with 'affected Takata 
airbag inflators' (Takata Compulsory Recall). 
At present the Takata Compulsory Recall affects 
approximately five million vehicles in Australia. 
A contravention of the Takata Compulsory 
Recall can carry heavy financial penalties – up 
to $1.1 million for corporations and up to 
$220,000 for individuals.

The Takata Compulsory Recall comes in the 
wake of many years of voluntary recalls for 
Takata airbags which, since 2009, have seen 
approximately 2.7 million vehicles in Australia 
being subject to voluntary recall notices. The 
reason for the compulsory recall is that, at the 
time of its announcement, the ACCC estimated 
that:

• approximately 860,000 vehicles in Australia 
with defective Takata airbags were not 
subject to any voluntary recall, and

• replacement rates for individual suppliers 
conducting voluntary recalls varied from 
between 36 percent to 84 percent, with 
four suppliers having replacement rates of 
less than 50 percent of the vehicles subject 
to voluntary recalls. 

Compulsory recalls

The difference between a voluntary recall and a 
compulsory recall is that a compulsory recall:

• is initiated by the responsible Minister, as 
opposed to the supplier

• requires all suppliers of affected vehicles 
to recall all affected vehicles in Australia 
(whereas a voluntary recall can specify 
whatever terms the suppliers decide), and

• specifies the manner and timing of all 
recall activity.

There are two principal aspects to the Takata 
Compulsory Recall. The first is the requirement 
on 'suppliers' to effect the recall action itself, 
and the second is the prohibition on the supply 
of vehicles with affected Takata airbag inflators 
(until the recall action has been performed).

Takata Compulsory Recall obligations – 
manufacturers

The Takata Compulsory Recall requires 
'suppliers' to effect the recall action. This applies 
to all affected vehicles, whether new or used.

'Suppliers' are defined as the first person to 
supply a vehicle with a defective Takata airbag 
into Australia. In most cases this will be the 
Australian corporate subsidiary of the vehicle's 
manufacturer which imports the vehicle, not 
the retail Dealer who subsequently acquires the 
vehicle from the manufacturer. Other suppliers 
to whom obligations will usually apply are 
businesses which import and supply 'grey' or 
parallel imports.

Under the Takata compulsory recall, suppliers 
must:

• recall, as soon as possible and on a rolling 
basis, all affected vehicles and replace the 
airbag at no cost to the consumer – with 
priority given to replacement of airbags 
that present the highest safety risk (these 
being the 'alpha airbags')

• publish a recall 'schedule' by 1 July 2018 
which specifies when – on a rolling basis 
– affected vehicles are scheduled to have 
their airbags replaced under the recall – in 
this way an affected vehicle will either be 
under 'active recall' or 'future recall'

• complete all replacements by 31 December 
2020

• contact consumers directly to initiate the 
recall action

• publish a VIN search tool on their websites 
by 1 July 2018 that allows consumer to 
identify if their vehicle is affected, and

• make arrangements for towing or 
transporting a vehicle or providing loan or 
hire cars during the replacement process in 
certain circumstances.

In practice, the recall action itself – the 
replacement of the airbag inflators – will be 
performed by Dealers by arrangement with 
manufacturers, with Dealers compensated for 
parts and labour costs in the same way as for 
other warranty work.

UNDERSTANDING THE TAKATA 
COMPULSORY RECALL

Evan Stents
Lead Partner, 
Automotive Industry 
Group, HWL 
Ebsworth Lawyers
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Takata recall obligations for Dealers

The prohibition on the supply of vehicles with 
affected Takata airbag inflators will have a very 
significant impact on Dealers – in particular 
because of the large number of vehicles affected. 

It is important to understand that the 
prohibition on the 'supply' of a vehicle is not 
limited to a retail sale to a customer. It effectively 
means a blanket ban on all supplies in trade 
or commerce. This means that the prohibition 
extends to wholesale Dealer-to-Dealer trades, 
fleet sales, sales by auction and so on. It also 
includes the supply of courtesy or loan vehicles, 
test drive vehicles and even in the context of the 
sale of a dealership business including a Dealer's 
inventory of used vehicles. Affected vehicles are, 
in effect, ‘frozen’ wherever they are in the supply 
chain.

The prohibition applies differently to new and 
demonstrator vehicles on one hand and used 
vehicles on the other. 

New and demonstrator vehicles

For new and demonstrator vehicles, Dealers:

• must not supply vehicles with affected 
airbags under 'active recall'

• may supply vehicles with affected airbags 
but not under active recall, provided that 
the:

- supply is before 31 December 2018, and

- Dealer has first complied with the 
applicable notice requirements – by 
giving notice to the prospective 
purchaser or recipient of the vehicle 
orally and in writing and before the 
supply of the matters prescribed in the 
Takata Compulsory Recall Notice, and

• must not supply any vehicles with affected 
airbags after 31 December 2018 unless 
their recall action has been performed.

Used vehicles

For used vehicles, Dealers:

• must not supply vehicles with affected 
airbags under 'active recall'

• may supply vehicles with affected 
airbags but not under active recall, 
provided that the Dealer has first 
complied with the applicable notice 
requirements – by giving notice to 
the prospective purchaser or recipient 
of the vehicle orally and in writing 
and before the supply of the matters 
prescribed in the Takata Compulsory 
Recall Notice.

In the case of the supply of used vehicles with 
affected airbags, there is no 31 December 2018 
cut-off. 

The notice requirements

The notice requirements for the supply of 
new and demonstrator or used vehicles differ 
depending on whether the particular vehicle is 
fitted with an 'alpha airbag', is less than six years 
post manufacture or is more than six years post 
manufacture. 

The notice requirements are set out in the 
Compulsory Recall Notice itself. In summary, 
they include:  

• informing the consumer using specific 
prescribed wording of the following 
summary of matters: 

- there is an affected Takata airbag in the 
vehicle

- to avoid future risk of injury or death, the 
affected Takata airbag needs to replace 
as soon as possible once the vehicle is on 
'active recall' 

- suppliers will make direct contact with 
the consumer to arrange for the recall 
activity to occur once the vehicle is on 
'active recall' 

• recording in the service record of the 
affected vehicle the:

- presence of an affected Takata airbag in 
the vehicle

- the location of the affected Takata airbag 
(e.g. driver side, passenger side or both)

- the need to replace the affected Takata 
airbag during the active recall period

• affixing a notice to the vehicle's 
windscreen and engine bay containing 
prescribed text about the affected 
Takata airbag.

The Compulsory Recall Notice does not 
prohibit the private sale of an affected vehicle 
by an individual. The ACCC has stated that if 
an owner of a vehicle wishes to sell it privately 
before receiving a final replacement airbag, the 
owner should inform the new owner that the 
vehicle has an affected Takata airbag that will 
require replacement, and contact the Australian 
office of the manufacturer and provide them 
with the new owner's contact details (with the 
new owner's consent).

The Compulsory Recall does not render an 
affected vehicle unroadworthy or unregistrable. 
The ACCC also stated that it should not affect a 
vehicle's insurance and that if any insurer takes 
a contrary view, a consumer should report that 
to the ACCC. 

The Takata Compulsory Recall and the 
Australian Consumer Law (ACL)

Lastly, the Compulsory Recall does not alter the 
rights or remedies available to consumers under 
the Consumer Guarantee Regime of the ACL. 
This means it is potentially open to a consumer 
to assert a failure of the consumer guarantee as 
to acceptable quality in the context of the Takata 
Compulsory Recall. 

There is not yet any case authority on whether 
a compulsory recall indicates a breach of the 
guarantee as to acceptable quality, but we expect 
this issue to be tested at some point given the 
number of vehicles affected, and the potential 
lure to customers of a refund or replacement 
vehicle – a remedy sometimes available under 
the ACL in the context of a major failure of a 
consumer guarantee. 

For more information, and to view the 
Compulsory Recall Notice, please visit: http://
www.productsafety.gov.au/recalls/compulsory-
takata-airbag-recall/about-the-compulsory-
takata-airbag-recall

This article was written by Evan Stents - Lead 
Partner, and Christian Teese - Senior Associate, 
Automotive Industry Group | HWL Ebsworth 
Lawyers
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DEALERS ARE A ROADBLOCK TO ELECTRIC 
UPTAKE: STUDY

A new study has found that car 
dealerships and sales personnel are 
a major obstacle to the switch to 

electric vehicles (EVs) in the Nordic region 
and possibly beyond.

The study, undertaken by Aarhus University, 
Denmark, and the University of Sussex, and 
published in Nature Energy, shows that EVs 
are at a disadvantage at the point of sale in 
comparison with petrol and diesel vehicles 
across Northern Europe. This is largely due 
to car dealerships misinforming shoppers on 
vehicle specifications and omitting EVs from 
the sales conversation, with a bias towards 
selling traditional, internal combustion 
engine vehicles (ICEVs) instead. 

In 77% of the car dealerships visited that 
stocked EVs, the salesperson did not 
discuss the existence of these vehicles. 
Geographically the research team calculated 
that, outside of Oslo, the chance of a 
consumer purchasing an EV based on 
their Dealer experience was less than 15%, 
and in some cities, notably Malmo, Lund, 
Copenhagen and Aarhus, it was 0%.

Lead author of the study, Gerardo Zarazua 
de Rubens from Aarhus University, said the 
evidenced misinformation and omission of 
EVs within the sales conversation hindered 
the ability of mass market consumers to 
consider electric vehicles as a purchasing 
option and could potentially cause them to 
remain incognisant of EV’s existence. 

“These results stress the need to revisit 
transport policy and incentive schemes, 

if the Nordic countries are to remain 
committed to EVs as a means of achieving 
low-carbon transport,” he said.

Electric vehicles have great potential to 
contribute to decarbonisation by reducing 
emissions of the transport sector, which 
accounts for one-fourth of energy-related 
global greenhouse gas emissions. Countries 
in the Nordic region are known for being 
international leaders in the area of energy 
and climate policy; their policies, however 
– with the exception of Norway – still still 
overwhelmingly incentivise petrol and diesel 
vehicle sales.

The researchers also found that policy and 
signalling from government and industry 
affect EV purchase at the point of sale. These 
create deterrents for car dealers to promote 
and sell EVs, with market conditions 
favouring ICEVs instead. For example, the 
only country to have reintroduced taxation 
of EVs, Denmark, had its sales of EVs stall.

Co-author, Lance Noel, said the effects of 
national transport policy were clear:

“Dealers consistently were looking to sell the 
product that was easiest to sell and had the 
best benefits for consumers which, outside 
of Norway, was almost exclusively an ICEV,” 
Mr Noel said.

“It’s clear that if governments want 
consumers to purchase EVs then 
governments need to make it more 
beneficial for consumers, otherwise the 
Dealers will always revert to the cheaper, 
easier ICEV.”

Professor Benjamin Sovacool, Director 
of the Centre on Innovation and Energy 
Demand (CIED) at the University of Sussex, 
and one of the authors. said switching 
to EVs won’t happen without the right 
incentives and market conditions. 

“The likelihood of people buying an EV is 
strongly influenced by what happens at the 
point of sale, where EVs are currently at a 
disadvantage,” he said. 

“Nordic countries need more progressive 
action in this area if they want to achieve 
their ambitious targets. And if dealerships 
are a barrier there, they are likely an even 
greater obstacle in other countries with less 
ambitious energy, transport and climate 
targets”.

The authors claim the study highlights 
the need for policymakers to develop tax 
systems that address the capital costs of 
EVs rather than the cost of ownership. 
Furthermore, it calls for industry and 
business to recognise the need for training 
schemes for Dealers to improve knowledge 
and sales technique around this new 
technology.

They say there is a need for systematic 
improvements in how governments 
and industry push EVs downstream to 
consumers.

“Without a level playing field there is little 
to no incentive for Dealers to sell and 
consumers to purchase EVs,” Mr Zarazua de 
Rubens said.
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UBER DEATH SETS BACK SELF-DRIVING 
CARS

The death of a woman killed by one of 
Uber's self-driving cars shows that we 
are still a long way from transitioning 

to an autonomous driving utopia.

Elaine Herzberg, 49, was hit by a self-driving 
Volvo XC90 SUV in Arizona in March. Uber 
suspended the program in Arizona as well as 
in Pittsburgh, San Francisco and Toronto.

That driverless vehicle experts say the 
crash could have been avoided shows how 
complicated the issue is.

Cortica, a firm that develops artificial 
intelligence for autonomous vehicles, 
analysed the dash cam video and concluded 
the car, which failed to brake or swerve 
before the collision, had enough time to 
react and potentially save Ms Herzberg's life.

Cortica CEO, Igal Raichelgauz, said the 
firm's self-driving AI system detected Ms 
Herzberg 0.9 seconds before impact, when 
the car was about 15 metres from her, 
travelling at 61km/h.

He said the autonomous car's cameras and 
radar system should have had enough time to 
pick up the pedestrian and react to the situation.

“The advantage of machine response time 
and control means the right actions could be 
made to certainly mitigate the damage,” Mr 
Raichelgauz told CNET.

There was a human safety driver at the 
wheel, but the video showed she was clearly 

distracted and looking down from the road.

The car should have detected the woman 
crossing the road. It was fitted with Lidar 
sensors (Light Detection and Ranging 
Systems), which is how Uber’s autonomous 
cars detect the world around them. Lidar is 
supposed to work well in the dark.

A top executive for the maker of Lidar 
sensors said she was 'baffled' as to why the 
vehicle failed to recognise Ms Herzberg. 
Marta Thoma Hall, President of Velodyne 
Lidar, said the company doesn't believe its 
technology failed.

“We are as baffled as anyone else,” Ms Hall 
wrote in an email.

“Certainly, our Lidar is capable of clearly 
imaging Elaine and her bicycle in this 
situation. However, our Lidar doesn't make 
the decision to put on the brakes or get out 
of her way.”

Bryant Walker Smith, a University of 
South Carolina law professor who studies 
autonomous vehicles, told CNET the dash 
cam footage seemed to show the vehicle was 
at fault.

“Although this video isn't the full picture, 
it strongly suggests a failure by Uber's 
automated driving system. 

“The victim is obscured by darkness – but 
she is moving on an open road. Lidar and 
radar absolutely should have detected her 

and classified her as something other than a 
stationary object.”

One possible explanation is that a faulty 
machine learning process caused the 
software to interpret the pedestrian and her 
bike as a plastic bag or piece of cardboard. 
Even little things, like a few patches of tape 
on a stop sign, have been observed to fool 
these systems. Self-driving cars have also 
been known to see shimmering exhaust as 
solid objects.

One system could not see through certain 
kinds of weather – such as fog – even if 
objects were still totally visible to the human 
eye. 

If the classification is off, the system’s 
predictions might be off too. These systems 
expect humans to move in specific ways 
and plastic bags to move in another. If 
classification is the problem Uber might 
have to collect hundreds of thousands of 
additional images to retrain their system.

Ms Herzberg’s death was not the first 
involving self-driving technology. In 2016, a 
man in Florida was killed while at the wheel 
of a Tesla when using its Autopilot feature, 
which uses a computer vision-based vehicle 
detection system that differs from the 
technology used by Uber. 

It is not clear if or when Uber will return the 
vehicles to the road.
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EX-TESLA EMPLOYEE CLAIMS COMPANY 
KNOWINGLY SOLD DEFECTIVE CARS

A former Tesla employee has sued the 
company, claiming it sold defective 
vehicles and fired him because he 

knew about it.

Adam Williams began working for Tesla 
at the company’s Springfield, New Jersey 
location in 2011. In his lawsuit he claims 
he discovered the company illegally failed 
to “disclose to consumers high-dollar, pre-
delivery damage repairs” before transactions 
were complete. 

Mr Williams said he approached his direct 
superior Matt Farrell, a company vice 
president, Jerome Guillen, and Lenny Peake, 
Tesla’s East Coast Regional Manager, on 
several occasions, to no avail.

In early 2017 Mr Williams was demoted 
from a regional manager to a service 
manager. He claims he was demoted again 
in July 2017 before being fired two months 
later.

Tesla told Mr Williams that his employment 
was terminated due to his work 

performance. However, he argues that his 
performance met Tesla’s standards and he 
was fired because he reported Tesla’s alleged 
illegal practices, an action that would come 
under the protection of the Conscientious 
Employee Protection Act (CEPA), New 
Jersey’s ‘whistle-blower act’...

According to cnbc.com, Tesla is 
manufacturing a “surprisingly” high ratio 
of flawed parts and vehicles, according 
to several current and former employees, 
leading to more rework and repairs than 
can be contained at its factory in Fremont, 
California.

The US news website said one current Tesla 
engineer estimated 40 percent of the parts 
made or received at its Fremont factory 
require rework. The need for reviews of 
parts coming off the line and rework has 
contributed to Model 3 delays, the engineer 
said.

“Another current employee from Tesla's 
Fremont factory said the company's defect 
rate is so high that it's hard to hit production 

targets. Inability to hit the numbers is in turn 
hurting employee morale,” cnbc.com claimed.

Tesla has denied the claims. 

"Our remanufacturing team does not 'rework' 
cars," a company representative said. The 
spokesperson said the employees might be 
conflating rework and remanufacturing, and 
said every vehicle is subjected to rigorous 
quality control involving more than 500 
inspections and tests.

In a separate statement a Tesla spokesperson 
dismissed Mr Williams’ claims as “totally 
false,” and described the firing and sale of 
defective cars as “not how we do things at 
Tesla.”

“It’s also at odds with the fact that we 
rank highest of any car brand in customer 
satisfaction, with more owners saying 
they’d buy a Tesla again than any other 
manufacturer,” said the Tesla representative.

In 2016 Tesla settled with a Model X owner 
who sued the company over alleged design 
flaws.
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IMPROVE DEALERSHIP PROFIT WITH 
SMARTER MARKETING

Marketing is one of the top expenses 
for Dealers. There are ways for you 
to instantly improve the business 

impact of marketing through deploying a 
few simple tactics on Facebook.  

How you spend your marketing budgets 
can have a material impact on the bottom 
line. With increased pressures on margins 
in a challenging automotive market, look to 
invest in marketing tactics that are measurable 
and allow opportunities for continual 
improvement. Digital – and specifically mobile 
– advertising needs to be a central pillar in 
your dealership marketing strategy in order to 
start capitalising on where the audience is.

To be clear, there is no silver bullet provided 
here but, instead, principles for Dealers to 
establish fundamental digital tactics, track 
performance in line with business objectives 
and use data to improve performance over 
time.  

Be a mobile first Dealer

Today’s consumer approaches the research 
and car buying process dramatically differently 
than they did 10-20 years ago. We live in 
the mobile age. The mobile device is central 

to the entire process now and represents a 
widely untapped opportunity for Dealers to 
get in front of prospective customers during 
the crucial period of research and purchase 
decision-making. More research on mobile 
equates to less time spent at dealerships. Evolve 
your dealership to proactively communicate 
with today’s mobile savvy customer. Without 
a presence during the mobile research phase, 
your dealership is missing out connecting with 
the majority of the market.

Car shoppers use various online sources on 
the path to buying a car, but one behavior 
that is a daily ritual for the high-majority of 
Australians is visiting Facebook, Instagram 
and Facebook Messenger. Between checking 
review sites or OEM and Dealer websites, 13 
million Australians (including auto intenders) 
are visiting Facebook every single day, while 
11 million come back to Instagram, and 13 
million to Messenger monthly. The majority 
of these people are predominantly accessing 
these services on mobile. 

Instead of trying to track down your prospects 
and customers fragmented across the entire 
web, you can largely find them all across 
Facebook’s various platforms. The key is using 
targeting intelligence and basic measurement 
capabilities to ensure you’re delivering efficient 
outcomes for your dealership.  

Never before has a single advertising offering 
provided the unique combination of mass 
reach with pinpoint accurate targeting. Local 
mass reach on mobile across your primary 
market area is extremely cost-effective and 
more measurable compared to traditional 
channels. 

It’s important to understand that the most 
successful Facebook campaigns require a 
paid marketing budget. Relying solely on free, 
organic posting from your page simply will not 
have impact on your bottom line. It’s not worth 
paying for an agency or internal resource for 
basic page posting on Facebook or Instagram 
unless you have the resources to amplify your 
messaging to drive outcomes as well.

Below are four basic strategies you can 
implement for your dealership today with 
Facebook’s platforms:

Power of the pixel

Action: Install the Facebook pixel across all 
pages of your website

Who: Your website developer

If you do nothing else after reading this article, 
make sure the Facebook pixel is added to your 
website as a priority. Without the pixel your 
dealership is at a massive disadvantage to those 
Dealers already tapping into its capabilities.  

The Facebook pixel is a short line of code 
which helps track and report on website 
activity and should be installed on every page 
of your website. The pixel opens up advanced 
in-market targeting solutions, more intelligent 
media buying and better reporting capabilities 
sure to improve your marketing performance. 
More on this below.

The most effective strategies are not possible 
without the Facebook pixel. Talk to your 
website developer to get the Facebook pixel 
implemented today.

More leads on mobile

Action: Use Facebook remarketing to convert 
more prospective buyers 

Who: Your media agency (make sure they are 
‘Facebook preferred’) 

Once your pixel is in place, remarketing to 
people considering your dealership is easy. 
Facebook uses real identity information, 
therefore your remarketing can reach 
customers seamlessly across every device 
from which they access Facebook, Instagram 
and Facebook Messenger. Given that today’s 
automotive customer utilises multiple devices 
to research and shop, Facebook’s unique 
ability to remarket cross-device helps improve 
advertising messaging relevance, which 
minimises media wastage. The long-term 
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impact of better channel efficiency is improved 
profitability.

While targeting potential buyers from 
your website, take advantage of Facebook 
and Instagram’s Lead Generation ad unit 
to seamlessly capture in-market customer 
information. Lead generation ads prepopulate 
basic information (name, email, phone, etc) 
pulled through from a person’s Facebook 
profile, which dramatically increases the lead 
fulfilment rate on mobile.

It’s important to ensure your dealership is 
set up to nurture these leads appropriately. 
Not every Facebook lead will be ready to 
buy immediately, so think about how you 
continue to nurture the prospect based on the 
information input into the lead form (model 
of interest, contact via email or phone, when 
they’re looking to buy, etc).

Pro tip: Ensure you add into the lead 
generation form some blank fields that require 
manual input from the user. We’ve seen this 
help improve lead quality and conversion to 
sale.

Conquer your competition with lookalikes

Action: Use ‘lookalike’ targeting to conquest 
new in-market customers

Who: Your media agency (make sure they are 
‘Facebook preferred’) 

Using your Facebook website pixel as the 
data source, Facebook allows you to create 
‘lookalike audiences’, i.e. people who look and 
behave like the in-market group from your 
website but aren’t currently considering your 
dealership. This targeting function is free, 
but only accessible via your paid advertising 
campaigns with the Facebook pixel installed 
on your website.

Simultaneously utilising lookalikes and website 
retargeting has proven to be a highly effective 
one/two punch for Dealers. Use lookalikes to 
generate traffic of new in-market customers to 
your website and remarket to these prospects 
now aware of your dealership with lead 
generation ads. 

Pro tip: Scale budget across remarketing and 
lookalike audiences to understand for your 
dealership the sweet spot of volume (web 
traffic and leads) and cost per action. The 
optimal monthly budget for every dealership 

will differ, so it’s important to test the limits 
and ensure you’re maxing out the opportunity 
efficiently ongoing.

In a similar manner to how you would 
approach advertising messaging across other 
high reaching channels (like radio), use 
lookalikes to land key messages with broad 
appeal. For example, a four-day sale, specific 
incentive or exclusive servicing offer. These 
will intrigue in-market audiences not thinking 
about your dealership and attract them to your 
website to find out more. Once on your site, 
you can now implement the intelligent cross-
device remarketing to stay in front of them as 
they move down the purchase funnel.

Measuring cars sold

Action: Use ‘offline conversions’ measurement 
to track the advertising impact on actual sales

Who: Your media agency (make sure they are 
‘Facebook preferred’) 

Facebook now offers the capability to link 
your sales data directly into the advertising 
platform to understand which campaigns 
were directly linked to an eventual sale at your 
dealership. No more guessing how advertising 
is impacting your bottom line. 

Simply upload your vehicle sales data into 
Facebook’s Business Manager, and Facebook 
will match your offline data with advertising 
interactions to tell you which offline customers 
were influenced by an ad from your recent 

campaigns. As you know, not every buyer will 
submit their information via a lead form, so 
this helps improve visibility of performance 
beyond direct leads.

This capability is easy to set up and helps build 
a meaningful story regarding your marketing 
return on investment. Don’t wait to get Offline 
Conversions running if you already use 
Facebook, Instagram or Facebook Messenger 
advertising.  

Never stop improving

In closing, take control of your margins with 
more efficient and measurable marketing 
expenditures. Keep an open mind about how 
you can continually optimise your media 
buying and creative messaging to maximise 
performance.  

Not every strategy will work the first time. The 
Dealers who are using Facebook’s platforms 
to deliver a material impact on their bottom 
line aren’t asking whether Facebook is the 
right channel but, rather, how they can most 
effectively scale the current successes they’re 
already experiencing. 

Australia’s current Facebook preferred 
dealership agencies: AdTorque Edge, 
ClickMedia Solutions, Ignite Group and 
McKenzie Partners.

More information available at: https://www.
facebook.com/business/industries/automotive

Better together: Combining the conquest and conversion strategies have proven significant 
improvements in lead generation performance and quality.

Convert your 
considerers

Conquest 
in-market 
prospects

BUSINESS 
OBJECTIVE

MEDIA 
OBJECTIVE AUDIENCE

Website 
traffic

Primary Market Area 
(PMA) 'Lookalike' targeting

Local in-market prospects who 
haven't visited your website

Lead 
generation

Remarketing to recent 
website visitors

In-market and already 
considering your dealership

1

2

THE PROVEN 'ONE-TWO' PUNCH FOR DEALERSHIPS
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In the first of a new series, thanks to 
legendary Fixed Operations Consultant, 
Lloyd Schiller, of LloydSchiller.com, and 

Brooke Samples of Profit Blueprints, we look 

at how you can use stories to motivate your 
staff and improve your sales and service 
outcomes.

Storytelling is in our DNA. For more than 
20,000 years humans have learned and 
remembered through storytelling. Storytelling 
is a strategic learning tool that conveys action, 
not static information.

As we grew up, fairy tales helped form our 
character. Think about “The Boy Who 
Cried Wolf” or “The Little Red Hen”, which 
reinforced the virtues of work ethic and 
personal initiative. Stories aren’t just for 
children; you can use stories to get your 
employees and customers emotionally 
involved, rather than just providing them ‘the 
facts’.

Use stories to teach your employees

As you train your staff, think about how you 
can tie to a story the point you want to make, 
which will greatly increase the chances that 
they will remember the point.

Example: You find your service advisors 
are doing a poor job of presenting repair/
maintenance estimates to customers with 
high-mileage or aged vehicles.

Your advisors are making the assumption that 
the customer can’t afford the repairs or that the 
customer wouldn’t want to spend any money 
on a vehicle with 240,000 kilometres on it. 
Here you could say: “Don’t put yourself in the 
customer’s shoes; just present the estimate and 
let the customer decide.”
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This approach usually works when the 
advisors believe in it.

So start your training with this question, “Do 
you have a favourite memory of riding in a 
car?” Then ask an advisor to share his or her 
memory or prepare to share one of your own. 
Tie that to the point that your customers may 
also have an emotional connection with their 
vehicles and that they may want to spend the 
money to keep the vehicles safe and running 
for years to come. Encourage the advisors to 
connect to their customer by asking them 
the same question: “Do you have a favourite 
memory of riding in this car?” When the 
advisor can see the customer is someone who 
cherishes his/her vehicle, the advisor should be 
more likely to present to the customer all the 
work recommended.

Use stories to inspire

If you want a quick way to instil your culture in 
your new employees, do what a Dealer group 
in Texas does: they tell stories! They have a 
video with stories that embody their culture, 
including one where a cashier took it upon 
herself to buy gluten-free dog treats because a 
regular customer said that was the only kind 
her dog could have.

If you want your employees to solve problems 
and take care of the customers (the point), 
here is an example (the story) from an Express 
Service Department. Just as the last locking lug 
nut was put in place (hand-tightened) after a 
tyre rotation, the lug nut key broke. Instead of 
telling the customer that because the key broke 
there would be a problem next time a tyre 
needs to be changed, the technician tracked 
down a master key to remove the lug nuts. He 
explained to the customer what had happened 

and that, if the customer could wait another 
30 minutes, they were going to get a new set of 
lug nuts to replace the old ones (the dealership 
absorbed the cost of the lug nuts and the 
technician’s time). The customer happily 
waited for the fix and will probably be a loyal 
customer for life.

Use stories to sell

Storytelling is more than a training tool; it's 
also a sales tool. The reason storytelling works 
is that it helps build trust and it makes data 
relevant. To increase your sales, craft a story 
that reinforces the benefits of change.

Example: Tom is a Parts Wholesale 
Salesperson knocking on the door of a 
prospective client, Sue’s Paint and Body. As 
Tom starts to sell the great customer service 
your Parts Department delivers, Sue rolls her 
eyes and says, “I hear that all the time.” 

One of Tom’s responses might be, “Trust me; 
we do have great service.” Or he could respond 
by telling a story: Last month Ding and 
Dents was just hours away from delivering a 
repaired vehicle back to a customer when they 
realised that while the vehicle was detailed, 
the manufacturer’s emblem (escutcheon) had 
been scratched. They could have delivered the 
vehicle with the damage and had the customer 
return once the escutcheon had arrived, but 
instead they called us. We had the part in 
stock and Lloyd, one of our wholesale counter 
people, jumped in his car and delivered it 
within 30 minutes.

Collect stories from your customers

For salespeople, it's easy to gather stories – just 
ask your customers. Call customers from 

a few months back, see how they like their 
new vehicles and what they like about them 
– instant stories to use when selling the next 
vehicle! 

Encourage your sales staff to keep a notebook 
with stories they gather. As a manager you 
come across examples of good processes and 
bad decisions every day. (The express tech gave 
his two-week notice and on his last day he 
failed to fill a vehicle with oil. Lesson learned!) 
Keep a log for when you need to tell a story to 
make a point.

Tips to create stories that make the point of 
the story ‘stick’ with your staff

Don’t start with, “I’m going to tell you a 
story…” (Your customers and employees aren’t 
five years old.) Start with a hook to get them 
interested: “Last week I saw something that 
changed the way I think…”, then share the 
experience. 

• Take no longer than 30 seconds to make 
a single point. Keep the point of your 
story to the last sentence.

• Everything can be a story – but not 
everything is a good story. Make sure 
it makes the point you want it to make 
and that it adds a realistic context to the 
content of your training.

• Make the story personal and easy to 
relate to for the most impact.

Use storytelling to help prospective employees 
understand your dealership’s values, or to 
convince customers why your dealership is 
superior to competitors. Whether you want to 
train your employees or inspire a customer to 
buy from you – tell a story!

http://www.permagard.com.au/divisions/automotive.html
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‘STAR’ SAFETY PERFORMERS ON DISPLAY

An element of ANCAP’s 
communication strategy is to 
provide assistance to dealerships 

to incorporate safety as part of the sales 
conversation.

ANCAP has partnered with AADA to offer 
members the opportunity to display a 'star' 
performer on showroom floors. 

The display is managed by ANCAP and can 
be shared across dealerships on a rotational 
basis. ANCAP supports this by having one 
of its staff visit the dealership at the time the 
car is delivered/set-up, to ensure sales staff 
are fully briefed on details of the specific test 
car and the ANCAP test process as a whole. 

The display vehicle can be dual-branded 
to carry the logos of both ANCAP and the 
vehicle. Accompanying marketing materials 
can be tri-branded to also include the logo 
of the respective dealership.

The Minister for Infrastructure and 
Transport launched the initiative last 
October, and in recent months franchised 
new car Dealers have taken up the 
opportunity of displaying a crashed vehicle 
in their showrooms. The most recent display 
was a Mazda CX-5 installed at Garry and 
Warren Smith Mazda in Mulgrave.

ANCAP Chief Executive, James Goodwin, 
said ANCAP is working with Dealers to 
display tested cars in dealerships to highlight 

to potential buyers the importance of safety 
aspects. 

“We are stepping up our engagement 
with Dealers, working a range of vehicle 
brands, Dealer groups and the Australian 
Automotive Dealer Association, to 
incorporate safety as part of the sales 
conversation,” he said.

“This is a new initiative for ANCAP, 
targeting consumers directly at the point-
of-sale. Dealers are crucial advocates for 
ANCAP and the safer vehicles message, and 
providing our crash-tested vehicle wrecks 
for display in the showroom allows Dealers 
to discuss safety with their customers from 
the point of initial contact.

“Having customers able to see, touch and 
even sit in a vehicle that’s been crash-
tested – complete with deployed airbags 
and dummy injury transfer paint on the 
dash and steering column – is a unique 
experience, and showcasing a crashed 
version alongside a pristine and brand new 
version of the same model provides the 
customer with a tangible insight into the 
safety offered by that vehicle.”

Mr Goodwin said allowing crash-tested 
models onto the showroom floor presents 
an opportunity that Dealers and brands 
can leverage to their advantage. Not only 
does it act as a drawcard to attract buyers, 
it presents to the Dealer a competitive 

advantage because they can point out the 
safety benefits of their model over that of a 
competitor to secure a sale.

“Our consumer polling shows that of those 
who received safety information from 
Dealers or vehicle brands prior to purchase, 
that information played a direct role in the 
purchasing decision of 88 percent,” he said.

“We provide Dealer Principals and their 
sales staff with a full briefing on the vehicle 
that is entering their showroom – from 
the way in which that individual vehicle 
was selected for testing to the injury scores 
recorded for each key body region.

“This is an innovative way to attract and 
hook buyers, where safety should be at the 
core of all purchasing decisions.”

ANCAP have the following vehicles 
available for members:

Mazda CX-5 (four different vehicles) 
Kia Stinger 
Suzuki Swift 
LDV D90 
Hyundai Elantra 
Ford Transit

If you would like to take up this opportunity 
please contact ANCAP's Director of 
Communications & Advocacy, Rhianne 
Robson at Rhianne.Robson@ancap.com.au or 
02 6232 0206. Please note, availability of cars 
and locations may vary.
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AUTOMOTIVE DISRUPTION IMPLICATIONS 
FOR AUTO DEALERS

DISRUPTION THE FOCUS AS WE PREPARE FOR 
AADA NATIONAL DEALER CONVENTION & EXPO 2018

Disruption is the business model of the 
moment, and it’s already affecting the retail 
automotive industry. In this special J.D. Power 
Feature Session at the AADA National Dealer 
Convention & Expo 2018, two experts will 
discuss the implications for Dealers and 
strategies to combat this attack on the status quo.

Darren Slind is Vice President, South East 
Asia, ASEAN and Oceania, J.D. Power and Loi 
Truong is Senior Country Manager, Australia, 
J.D. Power. Together they have decades of 
experience in Australia and around the world, 
in automotive, telecommunications, business 
start-ups, sales, marketing, financial services and 
more.

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 AADA National Dealer Convention & 
Expo 2018, Darren and Loi will decipher the 
technological disruptions we have experienced 
so far and explore the implications these 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 

We’re just a couple of months away from 
the AADA National Dealer Convention & 
Expo 2018, which will be held at the Gold 
Coast Convention & Exhibition Centre 
over 4 and 5 September.

uncertainty in the industry’s evolution, it will 
force Dealers to ask the tough questions now to 
ensure we evolve to a prosperous future.

Market disruption is a well-established business 
practice that we have seen succeed in many 
different industries, including automotive.

Alternative retail platforms, such as Carvana 
and Drivetime, are challenging traditional 
automotive retailers, attempting to take Dealers 
out of the picture completely. Giant retailers like 
Walmart are dipping their toes into our industry.

The new and used car franchise dealership 
model is under attack, both directly and 
tangentially, from many sides. Some will change 
the way Dealers do business, others will aim to 
take that business. 

We don’t know exactly how our industry will 
look in five years’ time, but what we do know is 
that it will not look the same as it does today.

According to US think tank ReThinkX, “The 
rapid, Facebook-like or smartphone-like 
adoption curve of disruptive technologies is 
driven largely by market forces. Self-driving 
electric car share plans, in which consumers 
‘subscribe’ to a self-driving service much like 
they subscribe to a mobile phone plan today, 
will be cheaper and more convenient for 
many people than owning a vehicle. And, as 
a result, incumbent industries like oil, cars 

The theme of this year’s Convention is 
‘Developing Prosperity in the Age of 
Automotive Disruption’. Expo spaces have 
already sold out and we are expecting a 
bumper turnout of delegates from dealerships 
all over Australia. We face a new world and it is 

and transportation will face a consumer mass 
migration away from their old-model products 
and services if they don’t start preparing for the 
disruption now. 

The pre-requisites for market disruption include 
Revolutionary Technology (e.g. horse to car), 
Viable Alternatives (taxi to Uber, TV/DVD to 
Netflix), and Fundamentally Different Buyer 
(you vs. your grandparents). These are the 
building blocks of the next quantum shift in 
the automotive industry and they are already 
happening.

The auto industry has remained largely 
unchanged for decades. Today, however, there 
are disruptors at the gate. For some consumers, 
the vehicle is a commodity and disruptors like 
Amazon are working to capitalise on this fact.

Consumer expectations in automotive are 
shaped outside our industry. Consumers see 
how other goods and services are delivered and 
ask, “Why can’t my car company and Dealer do 
that?”

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.

crucial that we arm ourselves with the latest 
information, products and services that will 
help us adapt to these challenging times. 

In this special feature, we give you a taste of 
what to expect at the Convention, and we 
look forward to seeing you there.



30  | JULY 2018  |  automotivedealer.com.au

THE BEST VALUE 90 MINUTES YOU WILL 
EVER SPEND - SALES & SERVICE
The AADA National Dealer Convention 

& Expo 2018 brings to Australia 
some of the world’s best automotive 

speakers. We want our members to get 
the most out of the Convention, but we 
understand that it is not always feasible to 
send your entire staff for the duration.

That is why we have the Tuesday Team Events 
– two 90-minute night-time (7pm-8.30pm) 
presentations specifically designed not to 
interfere with the running of your dealership. 
With sessions concentrating on both sales and 
service, it is intended to be an affordable way for 
local dealerships to give their staff the benefits 
of some of the best retail automotive brains in 
the business. 

At just $99 per person, the Tuesday Team 
Events represent incredible value. To access 
them, you must have at least one full delegate 
from your dealership site registered to attend 
the Convention. And if you are serious about 
improving your business, you should definitely 
be in that boat.

On the sales side, we have David Kain, one of 
the world’s foremost authorities on digital sales, 
and for your service staff, leadership expert, 
Scott Stein, author of five books and consultant 
to more than 500 dealerships around the world.

Sales: Seven Digital Tools That Sales People 
Must Use and How To Use Them

The internet has changed everything. 
Consumers are so much savvier and do their 
homework – online – before they even set foot 
in a dealership. 

A 2016 Google survey of people who had 
bought a car in the previous year found that 
buyers visited just one to two Dealers before 
purchasing, compared with five just a decade 
ago.

Six out of ten Australians are, at most, test 
driving one vehicle. They are doing their 
homework online and know what they want 
before they ever set foot in a dealership. Seventy 
five percent of the ‘research journey’ is spent 
online. That's why Dealers must strive to ensure 
they provide prospective customers with the 
best possible online experience.

Store visits are dropping but sales are increasing. 
With the internet and mobile technology 

putting more information than ever at their 
fingertips, customers have evolved and their 
expectations are higher than ever.

David Kain will present a compelling session 
designed to help your sales and marketing 
teams understand and utilise the digital tools at 
their disposal.

David will dive into the ‘whys and hows’ of 
using search engines and social media platforms 
to drive your digital sales growth with an eye on 
reducing operational costs. He will explain the 
difference between search engine optimisation 
and search engine marketing, also known as the 
difference between free search and paid search.

David will present real life case studies, where 
US Dealers have effectively used search and 
social strategies to grow their businesses and 
explain how this can work in your dealership. 
He will lay out 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, and present 
solutions to balance and solve dilemmas 
Dealers face.

David will outline the importance of YouTube 
and present case studies highlighting how to 
effectively use this powerful marketing tool. 
Google gives YouTube videos a favoured 
position in search results, so if you are not using 
it you are missing out.

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 
after to engage 1:1 with these automotive 

professionals with a keen desire to improve your 
results.

David has a unique background that includes 
automotive retail, OEM internet leadership and 
digital sales training and consulting. During his 
20 years in retail, working in his family’s Dealer 
group, he served in various positions in sales 
and service, including Dealer Partner at Jack 
Kain Ford where he remains a partner today. 
His internet experience includes developing 
his own dealership internet operation and 
being a co-founder of FordDirect.com, the 
dealer/factory-owned joint venture that is the 
internet lead provider to Ford and Lincoln 
Dealers, where he served as the Chief Operating 
Officer until he developed KainAutomotive.
com. KainAutomotive.com was ranked as 
the Dealer’s Choice #1 Internet Sales Training 
Company every year from 2008-2013 in Auto 
Dealer Monthly.

Service: Hacking Your Service Department: 
Leadership & Customer Strategies 

Is your Service Department up to speed and 
being led in a way that is maximising the 
opportunity, or is it operating like the 1990s? 

We all know that the majority of a dealership’s 
absorption is generated in fixed operations, 
however many service operations are lacking. 
This session is designed to allow you to start 
identifying what areas you as a leader may 
need to ‘hack’ to change the culture, operations 
and customer experience in your service 
department. 

At the end of this presentation the attendees will 
be able to: 

• identify if their service operations 
are stuck in the 1990s or if they are 
innovative and cutting edge – and ready 
for the future

• understand the shift in customer 
expectations and whether or not their 
service department has kept up with 
these new trends – and what to do 
about it 

• analyse their current leadership 
approach including areas of focus and 
ability to delegate and get the best out 
of their staff, and
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• implement a range of service strategies 
that can improve the customer 
experience – including a number of 
leading approaches from overseas.

This highly interactive session will look at a 
range of research items and customer trend 
data that shows the disruption occurring in 
the current marketplace. It will also provide 
practical insights from Scott’s book: Leadership 
Hacks: Clever Strategies to Boost Your Impact 
& Results. 

Scott Stein has worked with thousands of 
leaders from across the world, helping them 
become better leaders by fast-tracking their 
thinking and their approach with their 
people. He has a Masters in Communication 
and wrote his thesis on Teams. He is also an 
internationally-recognised Certified Speaking 
Professional (CSP). 

Although he has worked in numerous 
industries, for the past 20 years he has focused 
on the automotive industry and been involved 
in International Automotive Manufacturer 
rollouts and Dealer group activities, as well 

as working directly with DPs and their 
management teams. 

To date he has been in over 500 dealerships 
across Australia, Asia Pacific and the United 
States and uses these insights to share practical 
strategies that leaders can take to get more done 
in a smarter way. He is the author of five books.

These two sessions are a brilliant opportunity 
for your staff to learn from two of the best 
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We include your business name and 
contact details on every listing. 
In today’s digital world, buyers expect  
to be able to get what they want,  
when they want it. CarsGuide’s branded  
dealer ads instantly connect the buyer 
with your dealership via your Dealer 
Destination Page. 
We like to think of it as a virtual extension 
of your car yard. Ask your local account 
manager about Dealer Destination Pages 
or visit carsguide.com.au/dealer
Sell cars. Build your brand. Simple.

Your buyer wants to jump on  
the phone, not through hoops.

Scott Stein

operators in the retail automotive world, at 
an incredibly low price. The question is not 
whether you can afford it; the fact is you cannot 
afford not to arm your staff with the knowledge 
of these two industry leaders.

The Tuesday Team Events are brought to you 
thanks to the support of Gumtree and MTAA 
Super. Gumtree is Australia's local marketplace. 
They connect buyers and sellers in the local 
community to buy, sell and find just about 
everything. There are more than 2.5 million 
listings across hundreds of categories, including 
more than 150,000 cars for sale. Whether 
buying or selling, Gumtree makes it easy for 
users to find items in and around their local 
area.

MTAA Super is the national super fund for 
the Automotive Industry, and proud Platinum 
Sponsor of the 2018 AADA National Dealer 
Convention & Expo. Since 1989, they’ve grown 
to become one of Australia’s largest super 
funds and now drive the financial future of 
professionals from many trades and industries. 
They have over 230,000 members, and $11.2 
billion in funds under management.

http://www.carsguide.com.au


MOBILITY IS AND WILL ALWAYS BE THE 
DEALER’S BUSINESS
Automotive Dealers sell mobility. 

Traditionally this has been in the form 
of a big metal box on wheels that a 

customer stores at his or her residence and uses 
when and as needed.

This model is likely to change in the future. In 
an 86-page report last year, the NRMA stated 
Australia’s relationship with the car will change 
dramatically within the decade. However, 
as Charles Mills will explain in the Auto-IT 
Opening Breakfast at the AADA National 
Dealer Convention & Expo 2018, Dealers 
must continue to concentrate on their roles as 
merchants of mobility. 

With nearly 30 years’ experience helping car 
companies, Dealers, banks and hotels across 
five continents maximise their customer 

relationships, Charles is a leader in data-driven 
relationship improvement.

Charles believes the strength of the relationship 
between an incumbent business, such as 

Dealers, and their customers, will make or 
break business’ ability to thrive in disruption.

He and his team at ROAR use their deep 
customer, data and tech experience to help 
Dealers maximise return on a relationship to 
win in what he calls the Era of Relationship 
Commerce.

“Trust is the foundation of a relationship. 
Businesses that earn an individual customer’s 
trust by knowing and consistently delivering 
beyond expectations on the dimensions of time, 
value and quality, will dominate Relationship 
Commerce from strong recommendation and 
repurchase levels delivering above average 
RoaR,” he says.
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According to KPMG’s 2018 Global 
Automotive Executive Survey, 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%) the surveyed respondents 
show confidence that half the car owners 
they know today will no longer want to own 
a personal vehicle by 2025.

In today's market, where consumers can 
easily obtain more price and product 
information, Charles believes that, rather 
than focus on the product, sales people need 
to concentrate on the customer’s buying and 
after-sales experiences.

Today's consumers have access to more 
information about cars than any previous 
generation of consumers. For example, what 
is the brand of car after-sales service, quality, 
and consumer experience? After consumers 
have enough information they only want a 
suitable price, which is a big challenge for 
Dealers.

That does not mean the role of sales people 
is redundant, but it will have to evolve. 
Consumers come armed with product 
information, so Charles says sales staff must 
help them understand their needs.

Auto-IT has been helping Dealers for more 
than 35 years, driving developments in 
technology and software that make running 
dealerships so much easier. 

Every year more and more Dealers switch 
to Auto-IT for better service, smarter 
technology and a much brighter future.

Mobile technology is one area that has 
experienced significant growth and today 
many routine functions within dealerships 
can be performed on mobile devices. Auto-
IT leads the way in new generation Dealer 
systems delivered across desktops, tablet 
devices and smartphones.

Delivered with their world-class support 
and technical knowhow, Auto-IT’s Dealer 
management systems are redefining the 
standard for car Dealers in every market 
they serve.

AADA thanks them for their continued 
support for our industry, and we look 
forward to seeing you at what is sure to be 
an enlightening opening breakfast.
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AADA WORKSHOP PROGRAM FOCUS: 
TRACKS 1 AND 4
For the AADA National Dealer 

Convention & Expo 2018, we have 
put together a four-track program 

focusing on the theme of the Convention: 
Disruption.

In this article we take a closer look at Tracks 
1 and 4, which are centred on Operational 
Disruption and Marketing Prosperity 
respectively.

Track 1: Operational Disruption

Disruptive innovation is a term that, in the 
field of business administration, refers 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.

The dynamic nature of the auto market is 
driven by the pace of evolving customer needs 
and changing regulatory environment. This 
creates new challenges but also opens up 
opportunities for innovation and growth. 

This Track will provide updates on areas with 
high disruption potential, including those 
affected by government policy and regulatory 
decisions. These are the potential challenges 
and pitfalls of which decision-makers must be 
aware.

The retail automotive industry has been the 
subject of intense scrutiny by the ACCC and 
ASIC, which has mandated changes in the way 
dealership F&I departments operate. 

Three separate sessions, conducted by highly 
qualified and experienced workshop leaders, 
will guide delegates through this Track. 
Subjects include the changing regulatory 
environment surrounding finance and 
insurance; the increasing influence of 
manufacturers; coping with market pressure 
and the growing threat of fraud in the online 
environment.

Engaging with government and making sure 
your dealership is compliant with the new 
regulations is crucial. This Track will ensure 

you know exactly what you need to do.

Russell Bryant 
National Manager Strategy & Transformation, 
Macquarie Leasing

This workshop will clearly define the 
regulatory changes brought about by ASIC and 
their impact on the Auto Market. 

Russell will walk participants through the 
changes in detail, share valuable insight into 
the auto market and what the research is 
telling us about evolving customer needs and 
evolving sales processes. 

Russell will share with participants his 
knowledge of changing customer needs and 
evolving sales processes. He will share levers 
Dealers can pull to protect your dealership, 
such as starting to have finance conversations 
earlier, on the customer’s terms, with products 
they need, for you to remain competitive in 
this customer-centric environment.

Russell will explain, using examples, 
implications for the average dealership and 
point out simple changes that can mitigate 
negative impacts. 

Based on research shared, Russell will apply a 
customer-focused lens to dealership processes 
and discuss optimal times for F&I discussion 
to maximise conversion.  

He will identify ways Business Managers can 
drive more efficient and customer-centric 
processes to support greater F&I penetration, 
including flexing their style in order to build trust 
with customers as their needs continually evolve.

Delegates will hear about three challenges 
they are likely to face over the next 12-18 
months, and three changes others have or will 
implement to overcome these challenges.

Russell will present examples from different 
rural and metro Dealers Macquarie has 
engaged with to better understand the three 
biggest challenges they face and the plans they 
have put in place to overcome them. By the 
end of the workshop participants should walk 
away with further insight into the regulatory 
changes and action items they can confidently 
implement to ensure they are future-proofing 
their dealerships.

We now have a reason to drive change and, 
irrespective of what is driving it, customer 
requirements and expectations are evolving 
with or without us. Be the one to set the pace.

Randall Bryson & Matthew Cutt 
Partners, BDO

Attendees will learn insights gained from the 
2018 BDO Automotive Dealership Executive 
Salary Survey and attendance at the 2018 
NADA Convention, and understand the key 
drivers to motivate and incentivise their people 
to achieve outstanding results. 

Randall has worked with a multi-franchise 
dealership and a national automotive service 
and repair chain, as well as having 15 years in 
chartered accounting. 

Matthew has significant experience, both 
locally and internationally, helping large 
Dealer groups successfully execute their 
strategy and achieve their growth ambitions. 
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Drive Sustainable F&I Growth in 
a Regulated Dynamic Market

Your People, Your Profit



Grant Cameron 
Lead Partner, 
Deloitte Motor Industry Services

In an ever more online world, businesses 
must protect themselves and their customers 
from fraud. Data security is set to be one 
of the biggest issues facing businesses of all 
types over the coming years.

For the owners and financial controllers, 
fraud in dealerships has always been 
within the boundaries of your various 
departments. Now, in an online world, one 
needs to consider what is happening outside 
in the cyber world and how such cyber 
technologies can reach into your business 
and create such risks. Grant has been 
operating with Dealers for over 23 years and 
will offer a refresh of the traditional fraud 
areas and cover new cyber fraud risks.

Track 4: Marketing Prosperity

This Track is designed to help Dealers 
understand the new world of digital 
marketing in an age of increasingly savvy 
consumers, and develop strategies for using 
the powerful tools available to drive profits.

AADA has engaged the services of four 
experts from some of the most successful 
digital companies in Australia and the 
world: Facebook, Google, carsales and 
Gumtree.

Facebook’s Automotive team will provide 
a detailed overview of how top dealerships 
are utilising Facebook, Instagram and 
Messenger to generate success across every 
profit centre of the dealership. With access 
to best practice from across the globe, this 
session will arm Dealers with the most 
advanced strategies responsible for driving 
the bottom line and retaining customers.

How do you sell to a customer who knows 
more about your product than you do? 
Consumers do more homework than ever 
before and it has tipped retail on its head. 

With the benefit of carsales’ extensive 
knowledge of consumer behaviour, Kane 
Hocking will examine the big trends that 
have led to this shift, exploring what the data 
shows about consumer expectations and the 
part you play in digital retail.

Alex Heat 
Industry Manager Automotive, Google

This session blends current market 
intelligence and data with practical actions, 
allowing participants to view disruption as 
an opportunity to re-imagine key business 
processes. Participants can assess themselves 
against best practice, consider process 
enhancements and identify simple strategies 
to turn disruption into profit. Topics include 
’F&I – real and perceived disruptors’ and 
‘Customer engagement – what they want vs 
what we deliver’.

Kane Hocking 
General Manager Commercial, carsales

Ensuring that ideas are supported by 
evidential data is critical to sound decision-
making. 

Kane has spent over a decade in the 
automotive industry, making sense of the 
growing mountains of data, and at carsales 
he has brought data-informed decision-
making to the Dealer business.

Joe Perkins & Gemma Faye Hernandez 
Facebook

Gemma is the Client Solutions Lead for 
Automotive at Facebook. She leads the 
Australian market on brand, direct response, 
data and technology solutions for the Auto 
industry and has influenced product innovation 
across the country’s top auto brands, agencies 
and dealerships. 

Joe is the Facebook Client Partner for the 
Australian & New Zealand automotive industry. 
He works alongside the country’s top auto 
brands, agencies and dealerships to achieve 
measurable business outcomes across the 
Facebook family of apps and services. 

Luke Miller 
CFO, Gumtree

A panel session combining leading eBay 
Classified Group businesses. Each speaker 
is an automotive specialist with a strong 
understanding of digital and technology.

Remaining local and relevant in your 
community is essential in building repeat 
purchase and spreading positive word-of-
mouth for your dealership.

Learn how leaders from eBay Classifieds Group 
have leveraged their global brand and adapted 
their approach to ensure local relevancy.
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Fraud In and Outside 
of Your Dealership

The Autonomous Customer

The Modern Consumer: 
Informed and Impatient

Winning Your PMA on Mobile. 
Learn How to Drive Dealership 

Success Using Facebook, 
Instagram and Messenger

Thinking Globally, 
Acting Locally



DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

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

Exhibitor booths for the AADA 
National Dealer Convention & Expo 
2018 have sold out in record time, as 

we welcome new exhibitors Cirrus Aircraft 
and American Express.

Cirrus is a regular exhibitor at the NADA 
Convention in the US, so to have them on 
board is a great coup for AADA. They are 
a renowned innovator in areas including 

connectivity, enhanced vision systems, 
electronic stability and protection, smart safety 
and flex-seating. It is exciting to contemplate 
what they plan to bring to the Gold Coast.

American Express is one of the largest 
financial services companies in the world and 
is ranked by Forbes as the 23rd-most valuable 
brand in the world, estimated to be worth 
US$24.5 billion.

An integral component of any AADA 
National Dealer Convention, the AADA Expo 
showcases new products and services designed 
to improve Dealers’ bottom lines. 

Exhibitors this year include all the big players 
in the retail automotive allied industries: 
Pentana Solutions, carsales, MotorOne, Cox 
Automotive, Auto-IT, FUCHS Lubricants, 
Macquarie, Gumtree, Leads247, Google, 

AADA WELCOMES NEW EXHIBITORS 
TO SOLD-OUT EXPO

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
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Facebook, Valvoline, Grays Online and many 
more.

AADA prides itself on delivering every year 
an Expo that gives Dealers access to the latest 
and greatest products and services designed to 
provide them with the cutting edge.

It’s a one-stop-shop through which delegates 
can stroll at their leisure, whether for a short 
break between sessions or for a few hours to 
fully immerse themselves and upload a wealth 
of new knowledge and ideas.

Whether it is after-market products and 
services, insurance, finance, marketing, 

software, customer retention or any other 
aspect of dealership operations, we pride 
our Expo on providing solutions for every 
department.

Other types of exhibits include digital 
marketing, social media, reputation 
management, legal and lubricants.

The Trade Expo Village is always a popular 
destination for delegates to gather and connect 
with friends and colleagues between sessions 
while learning about new business tools. 

The Expo is designed for ease of navigation, 
with an open layout making it a breeze to 

walk around and among the various exhibitor 
stands and check out the cornucopia of 
ground-breaking products and services on 
display. There are always a few treats to eat, 
interesting people to talk to and important 
innovations to hear of.

The Expo Village plays host to some of the 
Convention’s key events, including the AADA 
Pentana Solutions Expo Luncheon and the 
FUCHS Lubricants Networking Events on 
Tuesday and Wednesday nights.

The AADA Expo will be open throughout the 
duration of the convention program.

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
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Australian motorsport was given a 
massive boost over the weekend of 
26-27 May when, in both America 

and Europe, two of the world's renowned 
signature motor racing events were won by 
Australians. 

Australia's motorsport pride and passion meter 
recorded its strongest reading for some time, with 
many local journalists claiming the two wins of 
Daniel Ricciardo at the Monaco GP and Will 
Power at the Indianapolis 500 represented the 
greatest day ever for our sport.

For all Australian followers of motorsport it was 
an unforgettable feat and a source of inspiration 
to the true believers. It was an incredible 
coincidence that within five hours of Daniel’s win 
at Monaco at 1am AEST on Monday 28 May, 
Toowoomba's Will would take the chequered 
flag at America’s most legendary race at the 
102nd running of the Indianapolis 500 in front of 
300,000 people.

Perhaps, however, the most enlightening aspect 
of these two great victories for our drivers on 
the world stage was the manner in which these 
two champions conducted themselves post-
race. Their natural on-camera raw excitement 
was exceeded only by the charm, humility and 
courtesy extended to the TV interviewers and 
fans. Contrast their Aussie warmth of character 
to the histrionics we have had to put up with 
from the superstars of Formula 1 in the UK's 
Lewis Hamilton and Germany's Sebastian Vettel 
in their post-race interviews.

Both Daniel and Will not only taught a lot of 
big names of the sport a lesson in driving but, 
more importantly, taught them a bigger lesson 
on communicating genuine respect, both for the 
fans attending the event and the vast global TV 
audience. The irreverence, brashness and rock 

John Crennan
Motorsport Contributor

star egotistical conduct we have to endure after 
the winning performances of some F1 superstars 
were put to shame by the warm smiles and 
graciousness on camera of our two Australian 
stars.

Role models in sport play an enormous part in 
shaping the attitudes and values of young people, 
therefore the sport/governing bodies carry 
considerable responsibility to ensure its leading 
athletes project an image that is respectful and 
shows a genuine concern for those who pay to 
watch them. Formula 1 cannot be happy with the 
image of surliness Vettel and Hamilton convey. 
They give the impression they have got their 
massive net worth, accumulated through the 
sport, totally confused with their responsibilities 
to the sport of displaying gratitude to the fans.

How good is Scott McLaughlin and how 
good is he for Supercars?

After the first 14 races so far this year, DJR Team 
Penske driver Scott Mc Laughlin has a healthy 
131 point lead in the championship and has 
chalked up five wins and seven pole positions. 

Without getting too far ahead of ourselves, it is 
becoming increasingly evident we may well be 

seeing a change of guard at the pointy end of 
the Supercars Series in terms of Jamie Whincup 
being overshadowed by Scott's performances 
thus far in the season.  

In the last race of the previous season at 
Newcastle it was down to the wire between Jamie 
and Scott, and from there the battle lines were 
drawn for the 2018 season. In Newcastle, Jamie 
snatched victory from the jaws of defeat in the 
most controversial of penalty decisions, which 
decided the championship. 

To the credit of both the drivers and 
management of both teams, this potentially 
explosive situation was handled with great 
class and the sport was not dragged down by 
providing the media with squabble fodder.

The time appears ripe in Supercars for the 
emergence of a new superstar.

With Scott at 25 years old, and Jamie at 35, we 
are ready for a new hero and a reinvigorated 
personality on the top step of the podium. It 
seems safe to say Scott is a game-changer for 
Supercars, with his sparkling on-camera glow, 
refreshing panache and a matching level of 
energy and enthusiasm. Scott's new style will 
create a huge bonus for Supercars, as it needs 
to adjust and move the marketing needle and 
relevance more to the precision point tastes of 
the influential millennials who are increasingly 
setting the agenda in the digital age 

Jamie Whincup is far from conceding his 
championship crown this year or in future years, 
but if he does succumb to the pressure DJR 
Team Penske and Scott and team mate, Fabian 
Coulthard, are applying, we will witness an 
entirely different dynamic and fan connection in 
the winner's circle. 

A new poster boy champion for the sport 
is timely. Jamie has won an amazing seven 
championships and 110 race wins from 450 
races. He has totally dominated the Series for the 
past 10 years. Whilst he deserves the highest of 
praise for his fantastic racing feats, his personality 
and marketability has not necessarily translated 
to fans packing the turnstiles of Australia's 
race tracks to get a glimpse of the seven-time 
Australian champion. 

THERE IS A BIG DIFFERENCE BETWEEN 
CHAMPIONS AND POPULAR CHAMPIONS

MOTORSPORT      Australian Automotive Dealer Association 
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Jamie is one of those understated modest 
champions. He is reserved with his emotions 
and calmly predictable with his rather bland and 
vanilla interviews following victory, and appears 
uncomfortable in front of the camera. Whilst 
arrogance and self-importance appear to be the 
way Vettel and Hamilton come across in F1, 
Jamie, for the past 10 years as leader of the pack, 
could only be accused of being a little too humble 
and politically correct.

We should not get involved in making big 
predictions, but we will, as something very 
special seems to await Scott, Supercars, sponsors, 
media and fans. Not just Scott's potential to win 
championships, but he introduces to our sport a 
higher level of intellectual appeal, marketability 
and thoughtfulness. 

In the same way Peter Brock was revolutionary 
in the 70s, with his ability to attract men, 
women and children to the sport and engage 

unconditionally with the masses, Scott seems 
destined to do the same. The big question will 
be if this new, rare driver and marketing talent 
will remain in Australia, or will he be recruited 
to America where even bigger horizons may be 
available through his valued relationship with the 
Penske Racing enterprise.

In July 2014, over a dinner meeting with Roger 
Penske and Tim Cindric, in Brisbane for a 'what 
if ' discussion as they were contemplating an 
involvement in Supercars, they asked who I 
considered the best driver options at that time. 
I indicated Scott McLaughlin was a new young 
talent well worth targeting. I then recall sending 
Tim Cindric an email two weeks later with a 
press clipping from Auto Action noting Scott had 
just signed a two-year agreement with GRM so 
that option was closed. 

However, as the adage goes, 'good things come to 
those who wait'. DJR Team Penske did ultimately 
attract Scott to the team at the conclusion of his 
two years with Garry Rogers. 

The monitoring and observance of the 
personality, character and marketability of elite 
big name super sports stars is a fascinating 
subject. The examples recently set by Daniel 
Ricciardo and Will Power should be the standard 
for all sports stars to emulate. Fame and fortune 
in the sporting arena seems to have only two 
outcomes for those whose talents and skills 
exceed the norm. Superstars of sport either 
manage it well, not losing their fundamental 
character and the values (and friends) they 
grew up with, or they allow themselves to get 
carried away with their own publicity and self-
importance. It's not hard to work out what makes 
some champions extremely popular and others 
extremely unpopular.
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INDUSTRY REPORT FEATURE
In November 2016 the Victorian Automobile Chamber of Commerce (VACC), in conjunction with the state and territory Motor Trades 
Associations of Australia, conducted a national survey of over 1,000 automotive business members. This is the final instalment of our three-
part series dissecting the report, detailing the key findings, current state of play and recommendations for the future of our industry.

The 2016/17 Automotive Industry National Survey sampled all sectors of the automotive industry 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, in order to 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.

The VACC report notes that there 
is a great level of uncertainty and 
speculation concerning future 

directions and outcomes facing the 
automotive industry over the next few 
years.

“Inevitably there will be some industry 
contraction associated with the closure of 
manufacturing operations,” it says.

Employment trends

Aggregate industry employment data 
along with trend employment forecasts 
derived from VACC modelling show that 
the automotive industry has been on a 
declining employment trajectory since 
2014/15, and this decline is projected to 
continue out to the end of the forecast 
period (2018/19).

Between 2015/16 and 2018/19 industry 
employment is forecast to decrease 
from 379,365 to 364,340 – a decrease 
of 15,025 people, or 4 per cent. This is 
comprised of a projected 1.2 per cent fall 
in employment in 2016/17; a 1.8 per cent 
fall in 2017/18, and a further 1 per cent 
reduction in 2018/19.

“The modelling shows that 88.2 per cent 
of the projected reduction in employment 
beyond 2015/16 is a direct result of the 
closure of local automotive manufacturing 
operations, with the remaining 1.8 
per cent linked to a forecast decline 

in employment within Motor Vehicle 
Retailing and the Automotive Repair and 
Maintenance sectors of the industry.”

The projected decrease in industry 
employment of 15,025 between 2015/16 
and 2018/19 is expected to comprise of:

• a net decrease of 7,165 in 
employment in the Motor Vehicle 
Manufacturing sector – primarily 
due to the exit of Holden and 
Toyota from local passenger car 
manufacturing

• a net decrease of 6,085 in 
employment in the Motor Vehicle 
Parts Manufacturing sector – 
primarily due to reductions in Tier 
1 and Tier 2 component supplier 
companies to local passenger car 
manufacturers Holden and Toyota

• a net decrease in employment of 
1,000 in Motor Vehicle Retailing 
sector, and

• a net decrease in employment of 775 
persons in the Automotive Repair 
and Maintenance sector.

“Employment levels across all remaining 
automotive industry sectors are projected 
to remain relatively stable over the 
forecast period,” the report says. 

“The results show that, apart from the 
impacts associated with the closure of 

local car and component manufacturing, 
there is only a marginal decline expected 
across the rest of the automotive industry 
and this is largely confined to a combined 
employment decrease of 1,775 within the 
Motor Vehicle Retailing and Automotive 
Repair and Maintenance sectors. This 
is primarily due to an expected rise in 
the retirement of small business owners 
within these sectors.”

Business trends

Since 2013/14 the automotive industry 
has exhibited annual business growth. 
This growth reached a peak during 
2015/16, when the automotive industry 
grew by 785 businesses, or 1.1 per cent, 
representing the strongest industry 
growth in almost a decade.

“The business growth recorded in 
2015/16, as well as in previous years, 
has predominantly been concentrated 
amongst small automotive businesses 
and, to a lesser degree, large businesses. 
The number of medium-size automotive 
businesses has, however, fallen over the 
past three years,” the report says.

“In terms of the spike of 785 businesses 
observed in 2015/16, sole traders with no 
employees accounted for more than 80 per 
cent of this growth and this was largely 
confined to the vehicle mechanical repair 
and vehicle body repair sub-sectors. This 
trend was most prominent in Queensland, 
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Victoria and New South Wales, but was 
also present across all other states and 
territories.”

Consolidation

The report notes a trend towards business 
consolidation, especially in relation to Car 
Retailing and Car Wholesaling. 

In Car Retailing the data shows a loss 
of 63 small businesses and a gain of 17 
medium-size and 16 large businesses 
respectively during 2015/16. 

Industry intelligence confirms there has 
been a focus on acquisitions with the Car 
Retailing sub-sector by larger industry 
players in recent periods. This is part of 
an overall strategy to increase market 
share and achieve greater economies of 
scale, thereby enabling the sale of vehicles 
at lower prices. This trend of acquisitions 
of small businesses by large and medium-
size players is expected to continue, 
thereby reducing overall business 
numbers within the Car Retailing and 
Wholesaling sub-sectors over time.

Business projections

In terms of where the aggregate businesses 
population of the automotive industry 
is headed, VACC industry modelling 
shows a projected decrease in the number 
of automotive businesses from 69,365 
in 2015/16 to new equilibrium levels of 
around 68,418 by 2018/19.

This represents a net decline of around 
947 automotive businesses, or 1.4 per 
cent, over the period. These projections 
incorporate the net effects of the exit of 
car and component manufacturers, along 
with trend business entries and exits 
across all automotive sectors, as well as 
business owner retirements due to age 
and health-related reasons, as identified 
through the Automotive Industry 
National Survey.

“Overall, given the strength in trend 
growth within the small and large 
business sector, the exit of manufacturing 
companies is anticipated to have only a 
marginal impact on the total business 
population of the automotive industry 
over the next few years,” the report says.

Trend forecasts in new vehicle sales

“New motor vehicle sales represent 
more than simply the state of the new 
vehicle market. They impact the entire 
automotive supply chain and are a leading 
indicator of consumer and business 
spending and confidence within the 
economy, as most consumers undertake 
loans to finance new car or truck 
purchases,” the report says.

“Recent analysis conducted by the Reserve 
Bank of Australia (RBA), demonstrates 
that there is a unique relationship between 
growth in house prices and consumer 
spending. In particular, using new vehicle 
registrations as a proxy for consumer 
spending, a strong correlation was found 
between rising house prices and new 
motor vehicle registrations. Whilst the 
scope of the RBA analysis was confined 
to the Sydney, Melbourne and Brisbane 
real estate markets between 2006 and 
2011, it was estimated with a high degree 
of precision that a one per cent increase 
in mean house prices was associated 
with a 0.4 to 0.5 per cent increase in new 
passenger vehicle registrations in these 
markets during the period.

“Furthermore, the strength of this 
relationship was found to be sustained 
over the longer run.”

Utilising the findings of the RBA research, 
VACC undertook a study to forecast 
annual new vehicle sales at a national level 
by modelling house price growth out to 
2019. Whilst the RBA developed its own 
measure of mean house price growth 
based on individual property sales data 
by postcode in Sydney, Melbourne and 
Brisbane, VACC utilised the quarterly 

ABS mean residential dwelling price series 
for Australia, to forecast annual new 
vehicle sales nationally. 

Apart from the year 2014, where new 
vehicle sales fell by two per cent despite 
a rise in mean house prices, the VACC 
research findings support those of the 
RBA in that there is a constant and fixed 
relationship observed between house price 
growth and new vehicle sales. Between 
2012 and 2016 the VACC results indicate 
that a one per cent rise in the house price 
nationally is associated with between a 0.3 
to 0.5 per cent rise in new vehicle sales. 
This correlates strongly with the results 
of the RBA study conducted for Sydney, 
Brisbane and Melbourne.

Carrying this relationship forward, 
the VACC modelling shows varying 
projections for annual new vehicle sales 
depending on the level of mean house 
price growth.

“Based on conservative assumptions of 3 
per cent annual mean house price growth 
in the years 2017 through to 2019, new 
vehicle sales are forecast to fall just short 
of 1.2 million units by the end of 2017, 
whilst surpassing 1.2 million unit sales in 
2018 and growing to over 1.23 million in 
2019,” the report says.

“Sustained levels of growth in house prices 
are therefore anticipated to have positive 
flow-on effects for the new vehicle market 
and the automotive supply chain.”

This wealth effect is observed to be stronger 
amongst low income households, which 
have a higher propensity to purchase a new 
vehicle following a rise in housing wealth 
than high income households. The effect is 
not felt amongst renters.
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NEW CHALLENGES FOR AUTO INDUSTRY

The automotive industry will continue to 
face challenges both in the immediate 
future and over the longer term, according 

to the comprehensive VACC report. 

“Whilst the evidence points towards a leaner 
automotive industry in the future, it also 
raises many questions and challenges that the 
industry must overcome or progress beyond. 
The role of government will be an integral part 
in this process in supporting and facilitating 
this transition and through the application of 
coherent transport and infrastructure policy,” the 
report says.

Skill shortages

“Skill shortages within the automotive industry 
are at the highest proportions ever recorded, 
with a current national shortage of 27,377 skilled 
positions that is forecast to rise to over 35,000 
positions in 2017/18. These skill shortages are 
affecting almost half of the automotive industry, 
constraining business productivity, planning, 
investment and growth,” the report says.

“Despite its economic significance, the 
automotive industry continues to struggle for 
appropriate recognition amongst government, 
and this is particularly important in view of 
the transition that is expected to envelop the 
automotive industry and society more broadly in 
the next decade. Over this time, the wider uptake 
of electric, connected and autonomous vehicles is 
anticipated to disrupt the structure and business 
models of the automotive industry to a degree 
never witnessed before.

“As electric, autonomous and connected vehicle 
technologies become more prevalent, this will 
require significant upskilling within the industry 
and the development of new automotive 
qualifications that incorporate the updating of 
software, coding and programming, as well as 
other specialised functions that will be inherent 
with these vehicles.”

The VACC argues that the industry will require 
a greater level of resources and government 
support for automotive trade based-training and 
qualifications development within the vocational 
education and training system.

“As the automotive industry moves through this 
transition period, it is critical that government 

provides better clarity of its policy intentions for 
the future. A signal from government about its 
proposed actions or intentions may help instigate 
a smoother transition process for the automotive 
business community.

“To this extent, the findings and 
recommendations contained in the Senate 
Economics Reference Committee report – The 
Future of Australia’s Automotive Industry, 
1 December 2015 – are very pertinent. 
Recommendations 6 and 7 in the Senate report 
outline the case for economic recognition of 
the automotive industry and the establishment 
of an automotive industry taskforce with 
representatives from industry, unions and 
government to facilitate a national automotive 
policy framework encompassing all sectors of 
the industry. The development of an industry 
blueprint remains a necessary and key objective 
that will assist automotive businesses in their 
planning and development through this 
transition period.”

After the closure of passenger car manufacturing 
in October. Automotive Repair and Maintenance 
will now account for the largest share of the 
industry (54%), followed by Motor Vehicle 
Retailing (8.3%), Motor Vehicle and Parts 
Wholesaling (7.6%) and then a host of other 
sectors with smaller shares.

It’s not just cars

“Unbeknown to many, the automotive industry 
embodies a wide array of sectors and business 
activities beyond that of manufacturing of motor 
vehicles and associated componentry. Whilst 
some activities are inherently recognisable and 
interconnected, others remain less obvious,” the 
report says.

“A key factor unifying most automotive sectors 
is their reliance upon a workforce invested with 
nationally accredited automotive qualifications 
and skills training, thus drawing seemingly 
diverse sectors such as Marine, Bicycles, 
Agricultural Machinery Retailing and Repairs 
and Outdoor Power Equipment within the scope 
of the automotive industry.

“Whilst these aforementioned sectors are 
included within the scope of the industry, a 
profound problem is the lack of reliable statistical 
data in relation to these sectors. Official industry 

and occupational statistical classifications, such 
as ANZSIC and ANZSCO as provided by the 
Australian Bureau of Statistics (ABS), work 
poorly for the automotive industry, as they fail 
to adequately categorise and enumerate sectors 
such as Marine, Bicycles, Agricultural Machinery 
Retailing and Repairs, Outdoor Power 
Equipment, Towing and many others considered 
integral to the automotive industry.”

The new-look industry

Some manufacturing activity will still be in place 
after October, however this will be on a much 
smaller scale and largely comprised of specialist 
vehicles, bus, truck, trailer and associated 
component manufacturing, representing an 
estimated 4.4 per cent of the industry.

“Given the future profile of the automotive 
industry, it is pertinent to suggest that the trends 
and challenges facing the Automotive Repair 
and Maintenance and Motor Vehicle Retailing 
sectors, both now and over the near future, will 
be at the forefront of the automotive industry and 
its overall direction,” the report argues.

Growth of Mobile Mechanical Services

A trend the VACC is concern about is the growth 
of mobile mechanics  operating essentially from 
a van or utility and conducting vehicle servicing 
and repairs at customers’ homes, workplaces and 
other locations. This trend has been particularly 
evident amongst migrant as well as local 
mechanics.

“The danger with these practices is that 
unlike a registered workshop that must legally 
comply with workplace safety, emergency and 
environmental requirements, there is no such 
compliance for mobile operators,” the report says. 

“This raises concerns around actual personal 
safety, accountability and disposal of 
environmentally hazardous wastes. It is argued 
by many that comparable legal requirements for 
a business premise should be enforced on mobile 
operators.

“Whilst such compliance may or may not 
be viable, the broader issue for all industry 
participants is that of adaptation to a changing 
business environment. Without adaptation in a 
timely and efficient manner, the survival of any 
business is not guaranteed in future.”
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BOOKINGS CAN BE MADE DURING REGISTRATION AT www.aadaconvention.com.au

There is nothing more thrilling than pitting your skill against 
Mother Nature by dropping a line in the beautiful waters off 
the coast of Queensland.

Spend a glorious morning deep sea reef and game fishing in the 
pristine waters off the Gold Coast. We head out from the Spit, through 
the Gold Coast Seaway to the offshore fishing grounds for an awesome 
day of deep sea reef and game fishing. This 5-hour morning fishing trip 
is perfect for both beginners and expert fisherman alike. 

The friendly, experienced professional Skipper and deckhand will show 
you the best techniques for catching a wide variety of bottom dwelling 
and pelagic fish species. Target species include Cobia, Mackerel, 
Marlin, Teraglin, Tuskfish, Snapper, Jewfish, Tuna, Wahoo, Tailor, 
Trevally and many more. 

This is a great fun day, enjoying the company of friends and colleagues 
on the beautiful waters off the Gold Coast, with the chance to catch 
some awesome aquatic creatures – or at least come home with a story 
about The One That Got Away! 

Transfers depart from the hotel lobbies at approximately 5:20am 
and the day includes: 

Coach Transfers from AADA Convention Hotels
Food & Beverage    •   Competition & Prizes

COULD YOU BE THE FIRST 
AADA CUP CHAMPION?

JOIN US AT  THE LEADS247 
PRE-CONVENTION LIFESTYLE SESSIONS 

$199 PER 
PERSON $149 PER 

PERSON

JOIN US ON A DEEP SEA 
FISHING ADVENTURE!

The Glades Golf Club will be the venue for the first AADA 
Cup, with bragging rights up for grabs as to just who is the 
best golfer amongst Australia’s retail Automotive Industry. 

This is the title everyone wants to win! 

The Glades Golf Club boasts the reputation as one of Australia’s most 
prestigious resort golf courses and is conveniently located on the Gold 
Coast.

Designed by champion Australian golfing icon, Greg Norman, the 
course is typical of his trademark aggressive layouts, offering golfers a 
challenging round of golf within visually stunning surrounds.

The unique greens ensure a superior putting surface, consisting of 
"Creeping bent grass", which is the preference of professionals and 
amateurs alike.

We know that many among you are keen golfers. How good would it 
be to walk into the 2018 AADA National Dealer Convention & Expo 
as the first-ever AADA Cup champion?

The day includes:

Coach Transfers from AADA Convention Hotels
Food & Beverage    •   Competition & Prizes

Intelligent After Hours Engagement

http://www.aadaconvention.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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