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We’d like to hear from you about what’s been 
happening at your dealership that you think 
could be worth passing on to our readers.

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

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

WE’D LIKE TO HEAR FROM YOU.
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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AADA CONVENTION

AADA 2020 NATIONAL DEALER CONVENTION & EXPO      Australian Automotive Dealer Association 

The AADA 2020 National Dealer Convention 
& Expo will return to Sydney’s ICC at Darling 
Harbour from 1 to 3 September.

The billion-dollar ICC Sydney is a world-class 
business and function facility right in the 
heart of Sydney's gorgeous Darling Harbour 
precinct. It last hosted the Convention in 2017. 

AADA encourages all Dealers to attend and 
bring along key members of staff from their 
Sales, Service, Aftermarket and Marketing 
departments.

As usual, AADA will put together an 
outstanding program of compelling and 
inspiring speakers, experts in all aspects 
of dealership operations, marketing, new 
technology and media, business and the world 
at large. 

AADA will develop a program of workshops, 
featured guests, keynote speakers and policy 
sessions to comprehensively cover the myriad 
of issues and challenges facing Dealers now 
and into the future.

AADA will make the 2020 Expo the largest 
yet, showcasing the latest and greatest products 
and services designed to provide dealerships 
with the cutting edge. 

The AADA Expo 

As always, the AADA Expo will showcase 
all the new products and services designed 
to improve Dealers' bottom lines. Following 
the success of 2019’s Expo Open Day, AADA 
will repeat an expanded open day line up to 
ensure Dealers and their staff have maximum 
opportunity to benefit.

The 2019 Convention & Expo was one of our 
best yet and AADA will strive to produce an 
even better event next year. See you there!

AADA 2020 CONVENTION & EXPO ANNOUNCEMENT
01.09.2020 - 03.09.2020 SEPTEMBER 

INTERNATIONAL CONVENTION CENTRE SYDNEY

BIGGER & BOLDER IN 2020

AADA 2019 NATIONAL 
DEALER CONVENTION & 

EXPO WRAP UP FEATURE

2020 + Beyond
A vision for car retailers

SEE PAGES 35-43
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A legal battle commenced in the High 
Court in June 2019 has sought to have 
certain sections of the Victorian Duties 

Act 2000, which provide for the assessment 
and imposition of stamp duty on the sale 
and transfer of new motor vehicles, declared 
invalid. If successful, the case may also affect 
the validity of luxury car taxes imposed by the 
Victorian and Queensland Governments on 
the sale of motor vehicles.

The Constitutional challenge has been brought 
by Tourism Holdings Australia Pty Ltd 
(claimant), a business that modifies vehicles into 
motor homes and then hires out new motor 
homes and 4WD vehicles to customers under 
rental agreements for an agreed term and price. 
Its challenge has been brought against the State 
of Victoria and the Victorian Commissioner for 
State Revenue (Victorian Commissioner).

The challenge has been brought following 

two notices of assessment being issued by the 
Commissioner of State Revenue to the claimant 
alleging that the claimant has underpaid duty 
on the registration of its new motor homes and 
4WD vehicles in the amount of approximately 
$2.9 million including penalties and interest. It 
is alleged by the Victorian Commissioner that 
the claimant paid amounts of motor vehicle 
duty for its motorhomes and 4WDs on the 
basis of their original unmodified value, prior to 
being converted into motor homes, instead of 
their increased value as converted.

In summary, the Constitutional challenge 
alleges that:

• Stamp duty imposed by the Victorian 
State Government upon the application 
for registration of a motor vehicle amounts 
to a ‘duty of excise’ within the meaning of 
section 90 of the Constitution;

• Under section 90 of the Constitution, 
the power to impose a ‘duty of excise’ 
rests solely with the Commonwealth 
Government and is not within the power 
of the States; and

• Consequently, the claimant alleges that:

• the Victorian Government never had 
the power to impose stamp duty on new 

motor vehicles in the manner in which it 
has purported to do so;

• there is no proper legal basis for the 
Victorian Government to have received 
and retained any revenue generated from 
the imposition of stamp duty; and

• the Victorian Government is liable to 
repay motor vehicle stamp duty paid by 
the claimant.

The claimant asserts that a duty of excise, within 
the conception of that term in section 90 of the 
Commonwealth Constitution, is a tax upon the 
production, manufacture, sale or distribution 
of goods. The basis for the assertion that motor 
vehicle stamp duty is a ‘duty of excise’ within 
the meaning of section 90 of the Constitution 
is that:

• The Duties Act 2000 provides that:

• the authority responsible for registration 
of motor vehicles must not register a 
motor vehicle unless duty is paid on the 
application (subject to any applicable 
exemption);

• an applicant for registration of a motor 
vehicle must lodge with the application 
a statement of the dutiable value of the 

HIGH COURT LEGAL CHALLENGE SEEKS 
TO HAVE MOTOR VEHICLE STAMP DUTY 
DECLARED UN-CONSTITUTIONAL

Evan Stents
Lead Partner, 
Automotive Industry 
Group, HWL 
Ebsworth Lawyers
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motor vehicle;

• duty is payable by the applicant for 
registration; and

• duty becomes payable on the lodging of 
the application for registration;

• Under the Victorian Road Safety Act 1986, 
the motorhomes and 4WD vehicles must 
be registered in order for them to be used 
lawfully on public roads;

• As a consequence, motor vehicle duty 
is payable at a point prior to the point at 
which the underlying motor vehicle may 
be lawfully used for the purpose it was 
produced; and

• In further consequence, the motor 
vehicle duty amounts to a tax ‘upon 

the production, manufacture, sale or 
distribution of goods’ – in other words, 
a ‘duty of excise’ within the meaning of 
section 90 of the Constitution.

In addition to seeking orders declaring the 
assessment and imposition of stamp duty to 
be unconstitutional and legally invalid, the 
claimant is seeking an order for the refund of 
all stamp duty assessed to it in respect of its 
registration of all new motor vehicles. In the 
alternative, it seeks a refund of motor vehicle 
duty payments within the 12 months preceding 
the commencement of legal proceedings.

The case is very similar to proceedings brought 
in the late 1990s to challenge the Constitutional 
validity of the States imposing 'licence fees' on 
the sale of tobacco. For example, in the case 
of Ha & Anor v State of New South Wales, 

the High Court held that State based tobacco 
licence fees were in fact duties of excise which 
were beyond the power of the States to levy.  

In its initial response to the claim, the Victorian 
Commissioner stated that both he and the 
State of Victoria expect that most, if not all, 
of the States and Territories, and possibly the 
Commonwealth, will seek to intervene in 
the case so as to be heard on the question of 
the Constitutional validity of the imposition 
of motor vehicle stamp duty (the Northern 
Territory having already given notice of its 
intention to do so).

This article was written by Evan Stents - Lead 
Partner, & Christian Teese - Senior Associate, 
Automotive Industry Group | HWL Ebsworth 
Lawyers
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CASE STUDIES: MANUFACTURER INDEMNITY 
UNDER THE AUSTRALIAN CONSUMER LAWS

Morphy v Beaufort Townsville Pty Ltd & 
Jaguar Land Rover Australia Pty Ltd (Civil 
Claims) [2018] VCAT 1520

Facts

In this case the applicant (Morphy) bought 
a Range Rover from Beaufort (Dealer). 
The vehicle was imported into Australia by 
the second respondent, Jaguar Land Rover 
Australia Pty Ltd (JLRA). The vehicle had 
a number of issues from delivery including 
overheating, failing to start on occasion 
and the engine exhibiting excessive carbon 
deposits. The vehicle was found not to be 
of acceptable quality and was found to have 
suffered a major failure. The consumer was 
therefore entitled to reject the vehicle and 
receive a refund.  

Decision

VCAT ordered JLRA to compensate the 
Dealer for the expense of refunding the vehicle 
($283,000) as well as for the applicant’s and 
dealer’s costs in accordance with section 274.

Begovic v Northpark Berwick Investments 
Pty Ltd (Civil Claims) [2019] VCAT 772 

Compensating a consumer for a 
vehicle that has a major failure can 
be expensive. Especially if the failure 

is unsuccessfully contested in a tribunal, in 
which case legal expenses will be added to the 
costs incurred by the Dealer. Fortunately, if 
the legal requirements are satisfied, Dealers 
will be indemnified by their manufacturers 
for the costs they have incurred.  

The following cases, Morphy v Beaufort 
Townsville Pty Ltd & Jaguar Land Rover 
Australia Pty Ltd and Begovic v Northpark 
Berwick Investments Pty Ltd & Mitsubishi 
Motors Australia Pty Ltd offer illustrative 
examples where the dealer has been entitled 
to indemnification or encouraged to pursue 
indemnification from the manufacturer.  

Legal Requirements to be met to obtain an 
indemnity from a manufacturer

The following legal requirements have to be 

met for a Dealer to successfully be indemnified 
by the manufacturer:

• Section 274 of the ACL sets out that 
a manufacturer of goods is liable to 
indemnify the supplier who supplies 
the goods to a consumer if two 
requirements are satisfied.  

• Firstly, the supplier is liable to pay 
damages under section 259(4) to the 
consumer for loss or damage suffered by 
the consumer. 

• Secondly, the manufacturer would be 
liable under section 271 to pay damages 
to the consumer for the same loss or 
damage.  

• Section 259(4) will be satisfied if it can 
be proven that the Dealer’s failure to 
comply with a consumer guarantee 
made it reasonably foreseeable that 
the consumer would suffer the loss or 
damage as a result of such failure.  

• Section 271(1) will be satisfied if the 
guarantee of acceptable quality was 
not complied with, thus enabling the 
consumer to recover damages from the 
manufacturer. 

Vinesh George
Company Secretary 
and Legal Counsel, 
AADA | Principal, 
VS George Lawyers
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Facts

In this case, Begovic purchased a 2017 
Triton because he wanted a more fuel 
efficient vehicle than his previous 2008 
Triton. A fuel consumption label was on the 
front windscreen of the 2017 Triton prior 
to purchase. The information on the fuel 
consumption label was found to be false 
and represented the vehicle to be more fuel 
efficient than it in fact was. Mr Begovic wanted 
a more fuel efficient vehicle than his previous 
2008 Mitsubishi Triton and he alleged that he 
would not have purchased the 2017 Triton if 
he was aware that the actual fuel consumption 
would be higher than both his previous Triton 
and the fuel consumption label.

Decision

VCAT determined that the 2017 Triton’s 
fuel consumption was higher than the fuel 
consumption label and his previous 2008 
Triton. The tribunal accepted that Mr Begovic 
relied on the misleading representation 
contained on the label and suffered losses 
as a result of the increased fuel costs. 
Amongst other issues, the vehicle failed 
to be of acceptable quality because its fuel 

consumption was substantially more than 
represented by the label and the vehicle failed 
to be fit for its purpose of being more fuel 
efficient. These were considered major failures 
by VCAT and Begovic was within his right 
to reject the 2017 Triton for the purposes of 
enforcing a right to refund or replacement. 
As the guarantee of acceptable quality was 
not complied with, the tribunal noted that 
the Dealer was not prevented by this decision 
from making a claim against the manufacturer.  

Lessons Learned

Dealers should be aware that they have a 
right to indemnification from manufacturers 
when a customer claim against them occurs 
as a result of fault from the manufacturer and 
ensure that any consumer claim includes a 
cross claim against the manufacturer under 
s274 of the ACL.

In the Morphy case, the Dealer cross claimed 
and received an award in its favour which 
equalled the award made against it in favour of 
the customer. Accordingly, the Dealer was not 
out of pocket. 

In the Begovic case, the Dealer it appears 

did not cross claim against Mitsubishi but 
was encouraged to make a claim against the 
manufacturer. 

Although both Dealers and manufacturers 
may be sued by the consumer over a vehicle 
failure, manufacturers will likely be held 
responsible for the full extent of the liability 
that Dealers incur during proceedings.

http://www.fuchs.com/au
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In a video message at the AADA 
Convention, the Minister for Industry, 
Science and Technology, Karen Andrews, 

confirmed that the Government would be 
introducing mandatory regulations before 
the end of the year to reform franchise 
relationships in the automotive sector. 

The AADA is working with the Government 
to ensure that, among other things, the 
regulation will cover:

• alternative distribution models, such as 
an Agency model

• a direct link between investment made 
by a Dealer and the length of the Dealer 
Agreement

• requiring OEMs to buy back stock, 
parts and tools in the event of a non-
renewal

• a framework for warranty and ACL 
claims

• protections for Dealers against unfair 
contract terms, and

• a better dispute resolution mechanism.

Minister Andrews said a range of reforms to 
automotive franchising arrangements will be 
considered after consultation with the public 
as well as the industry.

“We have heard the concerns of those within 
the sector and are committed to creating a 
level playing field. It’s about ensuring everyone 
gets a fair go, including our small and family 
car Dealers,” she said. 

“Most players in the sector are already doing 

the right thing, but when the few don’t, the 
consequences can be significant.”

The Government says its reforms will provide 
for more transparent and cooperative end of 
term and capital expenditure arrangements. It 
says these changes will strike an appropriate 
balance between the concerns raised by 
new car Dealers and the flexibility car 
Manufacturers require to manage their 
dealership networks.

The Government has also established an 
inter-agency Franchising Taskforce to carefully 
consider the Parliamentary Joint Committee’s 
Fairness in Franchising report. The Committee 
considered broader reforms across the 
franchising sector.

Minister for Employment, Skills, Small and 
Family Business, Michaelia Cash, said the 
Government was committed to helping 
Australian small and family businesses, 
including those in the franchising sector, to 
grow and prosper.

"The franchise sector has been a powerhouse, 
helping to drive economic growth in this 
country for many years. We know that when 
they are supported more jobs are created for 
hardworking Australians,” Senator Cash said.

“There are over 1,300 franchisors operating 
in Australia and around 97,000 franchisees, 
predominantly made up of small and 
family businesses. They make a significant 
contribution to the economy, with revenue in 
excess of $182 billion dollars and employ over 
594,000 people."

The Government will continue to consult 
industry on draft automotive regulations in the 
coming months. 

Welcome news

AADA CEO, James Voortman, welcomed the 
Government’s commitment to level the playing 
field between Australian new car Dealers and 
powerful offshore Manufacturers.

“The existence of a power imbalance has been 
clearly demonstrated through various inquiries 
and reviews and the announcement that there 
will be reforms to automotive franchising 
arrangements is a significant step in the right 
direction,” he said.

“These reforms will address end-of-term and 
capital expenditure arrangements, which are 
key issues that have been raised regularly 
by our members. We will also be urging the 
Government to address issues of tenure and 
consumer law issues.”

Mr Voortman assured Dealers that AADA 
would work closely with Ministers Andrews 
and Cash, the Department of Industry, 
Innovation and Science, and other industry 
participants to make sure that the reforms 
were implemented.

“The AADA has worked tirelessly to develop 
broad support for industry-specific protections 
for franchised new car Dealers, and the 
Minister’s announcement today represents 
significant progress,” he said.

“Reform in the Automotive retailing sector 
enjoys the support of the Government, the 
Opposition, the Small Business and Family 
Enterprise Ombudsman, the Franchising 
Council of Australia and most bodies in the 
Automotive sector.”

GOVERNMENT WORKING ON AUTOMOTIVE 
FRANCHISING REFORMS

POLICY       Australian Automotive Dealer Association 
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GOVERNMENT 
INTRODUCES 
MANDATORY 
DATA SHARING
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In a move that has ramifications for service 
departments across the country, the 
Australian Government has announced it 

will introduce a mandatory data sharing law 
for service and repair information.

The government announced its decision 
during a specially convened meeting between 
peak automotive bodies with Federal Assistant 
Treasurer, the Hon. Michael Sukkar MP, and 
Treasury Department officials in Melbourne at 
the end of October.

A mandatory data sharing law will ensure 
independent workshops have access to motor 
vehicle service and repair information at a 
fair price. This law will provide a level playing 
field in the sector and allow consumers to have 
their vehicle safely repaired by the repairer of 
their choice. 

“We welcome the Government’s 
announcement that it will develop legislation 
to regulate the sharing of service and 
maintenance information, and commend 

Minister Sukkar for his leadership on this 
matter,” AADA CEO, James Voortman said. 

“The AADA maintains its support for a 
regulatory approach to information sharing, 
provided it is done on fair and reasonable 
commercial terms and allows for the secure 
release of sensitive information such as 
that used on safety, security and emissions 
systems.”

“There is still much detail to be developed 
and we look forward to working with 
the Government and the other industry 
participants to arrive at a workable solution.”

The Motor Trades Association of Australia 
(MTAA) also welcomed the announcement. 
MTAA CEO Richard Dudley said the MTAA 
and its members had arranged business and 
workshop visits for many Parliamentarians 
and stakeholders and engaged experts from 
the United States in preparing a draft Code 
of Conduct to guide further discussions and 
analysis of international jurisdictions. 

 “MTAA congratulates Minister Sukkar on his 
leadership in finalising Government’s response 
to this critical issue and in addressing a 
recommendation of the ACCC for a mandated 
and prescribed scheme,” Mr Dudley said.

As well as AADA, VACC, and MTAA, the 
other peak automotive organisations involved 
in the process were the Australian Automotive 
Aftermarket Association, Federal Chamber 
of Automotive Industries, and Australian 
Automobile Association.

“The AADA will continue to work with the 
Government, Departmental officials and 
the industry association involved to ensure 
the best possible outcome is reached for 
members,” Mr Voortman said.

DEALER EXCLUSIVE LIVE AUCTIONS
QUALITY FLEET CARS
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AADA WORKS ON POINT-OF-SALE 
EXEMPTION CHANGES

The AADA has been working with 
the Australian Finance Industry 
Association (AFIA) on the 

Government’s decision to abolish the Point-
of-Sale exemption. 

Federal Treasurer Josh Frydenberg has 
indicated that legislation will be prepared by 1 
July 2020. 

AADA/AFIA have commissioned research by 
Deloitte which demonstrates the importance 
of F&I income to dealerships, particularly 
during a period in which sales volumes are 
declining. 

“Our members are doing it tough at the 
moment, and the AFIA study reflected 
this. It found that the overall profitability of 
automotive Dealers between 1 July 2018 and 
30 April 2019 was 50 per cent less than a year 
previously” said Mr Voortman. 

“35 per cent of customers use finance from a 
Dealer, and that income makes a significant 
contribution to the Dealers staying viable 
while providing their customers with a 
convenient competitive finance option. We are 
really concerned that removing the Point-of-
Sale Exemption will have drastic consequences 
for the viability of many of our members, 
particularly the smaller, family owned 
operators in regional and rural Australia”.

AADA has sent Dealers a bulletin that 

provides members with an infographic and 
talking points enabling them to speak or write 
to their local MP.

Meanwhile, the Australian Retailers 
Association (ARA), have that if a proposal 
outlined in The Royal Commission into 
Misconduct in the Banking, Superannuation 
and Financial Services Industry Final Report 
– also known as the Hayne Report – goes 
ahead without proper consultation with the 
automotive and retail sales industry then it will 
be consumers who will be negatively impacted.

It says that transparent consultation from 
Treasury and ASIC before any measures are 
put in place, as well as a guarantee that existing 
Point-of-Sale Exemptions will be maintained, 
is the right move for Government and 
consumers.

If the recommendation to remove of Point-
of-Sale exemption – is adopted, any costs 
incurred will likely flow on to consumers. 

Recommendation 1.7 would essentially see 
retail vehicle Dealers acting as brokers for loan 
applications and, therefore, would be required 
to hold an Australian Credit Licence and 
comply with the National Consumer Credit 
Protection Act. 

ARA Executive Director, Russell Zimmerman, 
said ARA was seeking a positive commitment 
from Government that it would not abolish 

the Point-of-Sale Exemption, introduced as 
an interim measure in 2009/10, as part of the 
National Consumer Credit Protection reforms.

“Why short-change the service currently 
offered at retail level? At the end of the day it 
is the finance company which is the licence 
holder of the entity responsible for any 
breaches against regulations,” Mr Zimmerman 
said.  

“The implementation of this recommendation 
would result in a red-tape disaster for both 
retailers and government.”

Having welcomed the establishment of 
the commission, following revelations of 
misconduct within several Australian financial 
institutions, the ARA has now called for a 
thorough and practical approach to findings.
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and timely way. But there are also important 
checks and balances – it is a temporary 
intervention power and we must consult 
before each and every use,” she said.

Investigations are continuing into other 
matters stemming from the Hayne Royal 
Commission, with "a very large pipeline of 
investigations and enforcement action under 
way".

"In many of those referrals and case studies 
from the Royal Commission, we saw that 
an over-reliance on disclosure in some ways 
proved an enabler for the poor conduct and 
poor consumer outcomes," Ms Chester said.

“The product intervention power is not a new 
concept. Australia is joining regulators in 
other jurisdictions with product intervention 
powers like the US, UK, the EU, Hong Kong 
and Taiwan.”

The power is unique in its focus on reducing 
significant detriment to consumers, rather 
than stepping in only after a breach of the law. 
ASIC can also use the power on a market-wide 
basis to address industry-wide problems. ASIC 
is required to consult before making a product 
intervention order.

“ASIC having this power was recommended 
by the 2014 Financial System Inquiry, 
supported by the Financial Services Royal 
Commission, consulted on and agreed to by 
the Government, and received overwhelming 
support across the Parliament in April this 
year,” Ms Chester said.

The product intervention power was enacted 
in April 2019 with new design and distribution 
obligations and is available for the regulator 
to use now. The design and distribution 
obligations do not apply to industry until April 
2021.

ASIC recently levelled 87 criminal charges 
at the Commonwealth Bank insurance 
arm CommInsure in relation to breaches 
on ‘hawking’ laws in the selling of financial 
products.

The Australian Securities and 
Investments Commission (ASIC) is 
proposing the introduction of a deferred 

sales model as a means of regulating the 
sale of add-on insurance and warranties by 
caryard intermediaries. 

ASIC had previously flagged the concept and, 
after three and a half years of scrutiny, has 
now formally released its proposal for using its 
product intervention powers.

The proposal would see a four-day period 
introduced after a consumer has made the 
decision to purchase a vehicle. The customer 
would also have to be provided with online 
information before making the purchase. 

ASIC is also proposing that mechanical risk 
products on new cars should be prohibited 
where the manufacturer’s warranty still has 
more than 12 months’ cover. 

ASIC sought public input, with submissions 
due by 12 November and the AADA has 
submitted its response.

James Voortman, the CEO of the AADA 
commented that the ASIC Consultation Paper 
was somewhat problematic. 

“It is unclear to us why ASIC has singled 
out automotive add-on insurance for special 
attention, given that Treasury has recently put 
forward sweeping proposals for the whole of 
the add-on insurance market,” he said. 

“We understand their concerns about 
consumer detriment, but as they note in their 
paper, this is largely a product of poor product 
design rather than the sales channel through 
which it’s sold,” he said.

 “We are also puzzled by their references to 
Dealer warranties, which are not even financial 
products, yet ASIC wishes to include them in 
the deferred sales model, ” he said.

Mr Voortman is looking forward to addressing 
those concerns directly with ASIC through the 
consultation process going forward.

The new ASIC powers allow the corporate 
regulator to intervene and take temporary 
action where financial and credit products 
have resulted in or are likely to result in 
significant consumer detriment. The range of 
temporary actions include banning a product 
or product feature, imposing sale restrictions, 
and amending product information or choice 
architecture.

To aid the process ASIC released “Consultation 
Paper 313 Product intervention power”, which 
provides case studies of past products and 
practices to illustrate the circumstances in 
which ASIC may have contemplated using 
the product intervention power (had it been 
available) to address consumer detriment 
identified at the time.

Other possible measures on which ASIC 
is consulting include supplementary 
requirements such as ‘knock-out’ questions to 
bar sales where a product has little to no value, 
as well as preventing the sale of warranties that 
provide low levels of cover.

ASIC would also monitor the impact of its 
intervention orders.

ASIC commissioner, Sean Hughes, said there 
had been a history of unfair conduct and poor 
results for consumers in the add-on insurance 
market. 

“We have seen policies sold to consumers 
when they have been ineligible to claim under 
them. ASIC has secured over $130 million in 
refunds to compensate consumers for their 
losses from these practices,” he said. 

“As well as compensation for past conduct we 
are proposing changes to improve consumer 
outcomes in the future.”

Announcing the consultation, ASIC Deputy 
Chair, Karen Chester, said the product 
intervention power was “an incredibly 
important addition to ASIC’s regulatory 
toolkit”. 

“ASIC can now step in and respond to 
significant consumer detriment in a targeted 

DEFERRED SALES MODEL FOR  
ADD-ON INSURANCE?
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GET MOBILE: CARSALES INSIGHTS DATA
Prestige buyers sort more by Price

Differences in sort behaviour become clear 
when comparing mainstream and prestige 
brands. There’s no doubt that Australians 
are keen to assess their ability to purchase a 
prestige car by sorting search results by ‘Price’ 
options.

Buyers searching for prestige cars sorted 
search results by ‘Price (Low to High)’ and 
‘Price (High to Low)’ to a greater extent 
than mainstream brand buyers. Audi, BMW, 
Infiniti, Lotus, Maserati, Mercedes-Benz and 
Porsche buyers were more likely than average 
to sort search results by ‘Price (Low to High)’. 
Aston Martin, Ferrari, Lamborghini, McLaren 
and Rolls Royce buyers were more likely than 
average to sort search results by ‘Price (High 
to Low)’.

Tesla searches ranked sixth for use of ‘Price 
(Low to High)’ and seventh for ‘Price (High 
to Low)’.

Demand for vintage

Alfa Romeo, MG, Fiat, Citroen and Porsche 
were amongst the brands with much higher 
than average sorting by ‘Year (Low to High)’, 
indicating a greater demand for vintage models.

The latest Carsales market watch report 
highlights the key consumer search 
trends, which include sunroofs and slow 

follow-ups. 

As well as mobile browsing, the report says 
25% of enquiries come via text messaging; 
30% of enquiries are still made over the phone, 
while 42% use email.

“Buyers are increasingly turning to their 
mobile during the car buying journey,” the 
report reads. 

“Ensure that you have strategies in place to 
provide customer service when your business 
is closed.”

Above all, consumers are demonstrating that 
they want convenience, which means the 
ability to research and shop any time they 
desire, not just when dealerships are open.

“Half of buyer enquiries now occur outside 
of traditional 9am–5pm business hours,” the 
report says. 

“Engaging a buyer with prompt follow-up or 
an auto response to their enquiry not only 
helps them feel immediately acknowledged 
and excited to set up an appointment, but can 

stop the buyer turning to a competitor.”

The statistics highlight the importance of 
prompt responses to enquiries. Fifteen percent 
of Carsales enquiries are converted to a sale 
within 24 hours, yet a quarter of enquiries 
go unanswered in those vital first 24 hours. 
This further emphasises the importance of 
automated responses when the dealership is 
closed.

The data shows that ‘sunroof ’ was the most 
searched for keyword, prompting Carsales 
to advise Dealers to promote the feature via 
their photography, descriptive comments and 
promotional material.

Most buyers do nothing

Contrary to popular perception, 52.9% of 
searches were not sorted and buyers viewed 
their results in the default ‘Featured’ view.

Just 27.9% of search results were sorted from 
the default ‘Featured’ format to ‘Price (Low to 
High)’, and 6.8% to ‘Price (High to Low)’.

Less than 25% of searches on Isuzu, Toyota, 
Holden and Ford cars were sorted from the 
default ‘Featured’ format to ‘Price (Low to High)’.

FEATURES       Australian Automotive Dealer Association 
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$45K plus on road costs, while a Nissan 
Leaf costs around $50K. It is, therefore, 
no surprise that luxury car buyers are 
driving electric vehicle sales, as they 
can afford to pay the premium.

• Vehicle range and infrastructure – As 
many as 47 percent of people believe 
electric vehicles can only travel 
100-300 kms before recharging. Yet, 
despite most people claiming to drive 
less than 80kms a day, the dangers of 
running out of charge on long road 
trips is a major deterrent to purchase. 
Furthermore, 77 percent of Australians 
say the lack of public infrastructure 
is another key deterrent. This is 
demonstrated by the fact that there are 
only 800 charging stations in Australia 
compared to more than 6,000 petrol 
stations.

Michael Brown, Automotive Lead, Nielsen, 
said that while the adoption rate is lower than 
in other markets, Australians’ concern for the 
environment was growing rapidly. 

“We hope this highlights areas for the 
government and automotive industry to drive 
change to better our environment,” he said.

A new report has called for greater 
education and infrastructure around 
electric vehicles (EVs) as sales in 

Australia lag behind those in other countries.

The study, undertaken by Nielsen and released 
in late October, reveals that while electric 
vehicle sales in Australia reached an all-time 
high in 2018, the number is still very low 
compared to other markets. Only 1,352 EVs 
were sold in Australia compared to 1.2 million 
in China, 360,000 in the US and 3,682 in New 
Zealand.

The Electric Vehicle Council revealed in 
August there were 90 percent more EVs sold 
in the first half of 2019 compared to the same 
period in 2018, despite national petrol vehicle 
sales falling 8.4 percent in the same timeframe.

Business fleets continued to be the largest 
buyer of EVs in 2018, accounting for 63 
percent of total sales. Private purchases made 
up 33 percent, with government fleets buying 
only 4 percent.

To better understand what’s holding back 
electric vehicle sales in Australia, Nielsen 
interviewed 10 senior automotive marketers, 
1,000 Australians, 18+ car owners, and 
reviewed attitudinal and behavioural views.

The report declared that three issues must 
be resolved in order to kick the automotive 
industry into gear regarding EVs. They are:

• Education and awareness – With only 
16 percent of people believing they are 
adequately informed about electric 
vehicles, there is a real opportunity 
for the automotive industry to educate 
them regarding the unique benefits 
of electric vehicles. There are mixed 
results when it comes to awareness 
of brands offering electric cars – 16 
percent of respondents called out Tesla, 
11 percent Toyota and 5 percent BMW, 
Nissan and Hyundai. Interestingly, 
when asked to select a brand they 
thought sold electric vehicles in 
Australia, 23 percent selected brands 
which don’t and 12 percent reported no 
manufacturers sell these types of cars 
in Australia.

• Perceived value – 79 percent of 
Australians said price was the key 
factor to entice them to purchase 
an electric vehicle. As many as 50 
percent said they would pay only $20-
$30K. This is a major barrier to sales 
considering vehicles at the lower end, 
such as a Hyundai IONIQ retail from 
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Half the survey respondents said they had 
no intention to purchase an electric vehicle; 
however, the report claims there is still an 
opportunity to ensure marketers are reaching 
the one-in-three high income responders who 
said they would. 

“Electric vehicle intenders say they want a car 
that is an expression of themselves and are not 
brand loyal with car choice. They are strongly 
influenced by word-of-mouth and they’re 2.5 
times more likely to pay for extras, especially 
when it comes to cars with appealing exterior 
and interior design. They want a car that has 
clever storage compartments and good luggage 
capacity to suit their hobbies, and they prefer 
AWD to 4WD,” the report says.

EV buyer profiles: 

• Young families and couples
• Under 45 years old
• 42 percent use the car to commute to 

work every day
• Adventurous and like to socialise
• Prefer hobbies that require equipment, 

e.g. cycling, surfing
• Interests include food, drinks, cooking, 

cuisine, fashion, shopping, health & 
fitness

• Live in metro areas
• Twice as likely as the general 

population to be trend setters – have a 
strong desire to be different from others

• 78 percent more likely to drive their 
kids around every day.

The survey found that, overall, Australians do 
not feel informed about electric vehicles. 

“This provides an opportunity for automotive 
brands to appeal to the 24 percent of people 
who said they intend to purchase an electric 
vehicle,” the report points out. 

“Only 16 percent of people believing they are 
informed, compared with 60 percent believing 
that they are not, and 24 percent who just 
aren’t sure.”

Respondents were most aware of Tesla (16 
percent) as an EV producer, followed by 
Toyota (11 percent), and BMW, Nissan and 
Hyundai (5 percent).

Price the key factor

When asked which factors would influence 
them to buy an electric vehicle, 79 percent of 
respondents cited price as the key factor, with 
up to 50 percent saying they would only pay 
between $20,000 and $30,000, which is more 

than 50 percent cheaper than EVs currently at 
the lower end of the market. Hyundai IONIQ 
currently retails from $45,000 plus on-road 
costs, while a Nissan Leaf costs approximately 
$50,000. At the other end of the scale, the Tesla 
X retails from $150,000.

Other factors:

• Infrastructure – 77 percent
• Charging Cost – 74 percent 
• Safety – 74 percent
• Driving Range – 70 percent
• After Sales – 69 percent 
• Performance – 54 percent
• Resale – 54 percent 

“The affordability and availability of cheaper 
electric vehicles in Australia will no doubt 
change over time, as technology and 
economies of scale improve and competition 
increases,” the report says. 

“For instance, a new electric vehicle in the 
more mature market for electric vehicles of 
China currently costs less than $20K.”

Range and infrastructure

After price, the next biggest hurdles in the 
adoption of electric vehicles are perceptions 
around range and infrastructure. As many as 
47 percent of people believe electric vehicles 
can only travel 100-300 kilometres before 
recharging. Yet, while most people claim to 
drive less than 80 kms a day, the dangers of 
running out of charge on long road trips is a 
major deterrent to purchase. 

Furthermore, more than three-in-four (77 
percent) say lack of public infrastructure is 
another key deterrent. This is demonstrated 
by the fact that there are only 800 charging 
stations in Australia compared to over 6,000 
petrol stations. Charging times can also vary 
significantly from 15 minutes using a high-
speed charger to 100kw 54 minutes for an 80 
percent charge. The most common are 50kw 
chargers – 80 percent charge in 75 minutes 
and your normal household socket – 28 hours 
for 100% charge. 

In August this year, the Australian Renewable 
Energy Agency announced a $15 million 
investment in infrastructure featuring 42 
new sites on highways connecting Adelaide, 
Melbourne, Canberra, Sydney and Brisbane, 
as well as new charging stations in Perth, 
Tasmania and Far North Queensland. 

Each of the sites will be powered by renewable 
energy and feature charging for two cars 
concurrently. 

The report describes the current state of EVs 
in Australia as a Catch-22 situation. 

“The lack of recharging stations and 
infrastructure discourages electric vehicle 
buyers. Without consumers’ intention to 
purchase, the government will not prioritise 
to build what’s needed. For electric vehicles 
to take off, either the government must 
step in and improve the infrastructure or 
manufacturers have to find new ways to offer 
alternative ways of recharging. Innovative 
charging solutions could include wireless 
charging pads in parking lots, wireless 
charging under roadways and solar roofs,” the 
report says.

“Electric vehicle sales will increase, but further 
education and awareness around the features, 
performance, safety and technology need 
to be addressed. Additionally, Government 
investment in infrastructure is also urgently 
required. Levels of intention, consideration 
and purchase will likely rise significantly when 
incentives are provided to install public and 
private charging stations, and some form 
of subsidy or tax credit is offered to reduce 
purchase cost.”

The report suggested companies incentivise 
consumers with such innovations as special 
electric vehicle charging rates that are lower 
than household electricity costs and/or lower 
rates during off-peak times. 

With countries around the world increasingly 
setting timeframes for sunsetting internal 
combustion engines, the report’s authors 
describe EVs as possibly the biggest game-
changer since the introduction of the first 
automobile itself.

“Investment in research and development 
must be encouraged to produce the 
technological innovations to continually 
improve electric cars,” the report concludes. 

“It is evident that Australians feel electric 
vehicles should reflect their lifestyles, budget, 
tastes and, most of all, themselves. Therefore, 
to avoid homogenisation, brands need to find 
ways to differentiate the performance factors 
and promote strong unique brand attributes, 
philosophies and ideologies for this new class 
of car.”

The federal government is developing the 
National Electric Vehicle Strategy to be 
finalised by mid next year to address barriers 
to EV uptake.
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vehicles was closer than most people thought – 
and was getting closer. 

“In tracking average transaction price, EV 
pricing has only minimally increased in the 
last seven years, while pricing for new internal 
combustion engine vehicles has spiked almost 
19 percent,” the report said. 

“EVs could become even more attractive and 
affordable with the application of new rebates 
and other EV-focused purchasing incentives.” 

Almost all EV considerers (98 percent) believe 
it is less expensive to own an EV, with 65 
percent thinking there are cost savings to fuel/
charging and 54 percent thinking there are 
cost savings to maintenance.

“Consumer awareness and consideration are 
likely to rise with more inventory, more variety 
and affordability coming to the EV category in 
the next several years,” the report said. 

“With these new models, consumers are also 
hoping for more performance and technology, 
particularly around autonomous and safety 
features.”

A US study conducted by Cox 
Automotive has concluded that 
collaboration between Dealers and 

automakers is the key to widespread adoption 
of EVs.

The Cox Automotive Evolution of Mobility: 
The Path to Electric Vehicle Adoption Study 
reports that, without collaboration between 
the two groups, clearing up the common 
misconceptions facing electric vehicles (EV) 
could delay widespread adoption.

Almost 100 new electrified models are 
scheduled to arrive on the US market over the 
next few years.

Cox Automotive surveyed 2,503 consumers 
– divided into EV Owners, EV Considerers 
and EV Non-Considerers – as well as 308 
franchised Dealers. The aim was to explore the 
gap between consumers’ and Dealers’ barriers 
and expectations with current EV realities in 
the US.

The study found that US Dealers do not feel 
a sense of urgency to sell EVs due to a lack of 
inventory levels, perceived profits and OEM 
support. Dealers said they needed more 
education, marketing and sales support from 

automakers to ensure preparedness to sell and 
service EVs, while greater public charging 
infrastructure was seen as critical to increase 
EV penetration. 

“One third of Dealers pointed to the lack of 
OEM sales and marketing support and poor 
sales training as a challenge,” the report said.

“Among Dealers who are receiving support, 
only one-third of them find it helpful. 
Additionally, only nine percent of Dealers feel 
OEMs are exerting pressure to hit certain EV 
sales targets, decreasing the urgency for the 
dealership.”

The study did find, however, that “with the 
right education and technology in place”, EVs 
had a bright future.

Cost and battery remain the biggest consumer 
and Dealer barriers to EV adoption. More 
than three quarters (77 percent) of those 
considering buying an EV, and 87 percent of 
those who weren’t, believed the initial costs 
for EVs were “somewhat or much more” than 
internal combustion engine vehicles.

However, Cox reported that the difference in 
price between EVs and petrol/diesel-powered 

EV COLLABORATION REQUIRED: US STUDY
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The fewer moving parts a car has, the fewer 
things can go wrong. Electric vehicles (EVs) 
have fewer moving parts than conventional 
petrol or diesel cars, which makes them 
simpler to service.

Maintenance needs and safety requirements 
for hybrid electric vehicles (HEVs) and 
plug-in hybrid electric vehicles (PHEVs) 
are similar to those of conventional vehicles, 
while all-electric vehicles (EVs) require less 
maintenance. Manufacturers designing EVs 
publish maintenance and safety guides.

Maintenance comparison

According to the US-based Alternative Fuels 
Data Center, because HEVs and PHEVs have 
internal combustion engines, maintenance 
requirements are similar to those of 
conventional vehicles. “The electrical system 
(battery, motor and associated electronics) 
typically requires minimal scheduled 
maintenance, and brake systems generally last 
longer than those on conventional vehicles 
because of regenerative braking,” the Center’s 
website states.

EVs typically require less maintenance than 
conventional vehicles because:

• The battery, motor and associated 
electronics require little to no regular 
maintenance

• There are fewer fluids to change

• Brake wear is significantly reduced due 
to regenerative braking

• There are far fewer moving parts 
relative to a conventional petrol engine.

Battery maintenance

The batteries used in EVs can be charged only 
a limited number of times. The batteries in 
electric-drive vehicles are generally designed 
to last for the expected lifetime of the vehicle. 
Like the engines in conventional vehicles, 
the advanced batteries in PEVs are designed 
for extended life but will wear out eventually. 
Currently batteries are expensive but prices are 
expected to fall as technology improves and 
production volumes increase over time.

What’s different about an electric service?

A 2018 UK study by automotive data experts 
Cap HPI investigated the average servicing and 
maintenance costs for electric cars. It shows 
that the cost to customers of servicing EVs 
is, on average, 23 percent less than for petrol 
vehicles over a three-year/100,000-kilometre 
period. For smaller cars this difference is even 
more pronounced.  

When an EV is brought in for a service it is 
checked for all the usual service items and legal 
requirements of a roadworthy car, such as wear 
on the braking system, headlights and tyre 
condition. When servicing EVs, technicians 
must also inspect and replace electric-specific 
elements, such as:

• Charging cable: check that cable is 
present and visually check its condition

• High-voltage battery: check the charge 
level and recharge it if necessary

• High-voltage components and high-
voltage cables: inspect these for damage 
and correct routing and securing of 
lines.

Unlike petrol and diesel vehicles, electric 
vehicles don’t need an oil change.

Volkswagen UK has helpfully published the 
following Service Regime Comparison for a 
Golf.

Electric (fixed servicing only)

Inspection service
18,000 miles (29,000km) /  
24 months, then every 18,000 miles 
(29,000km) or 12 months

Expanded 
inspection service

36,000 miles (58,000km) /  
36 months, then every 36,000 miles 
(58,000km) or 24 months

Hybrid (fixed servicing only)

Oil change 9,000 miles (14,500km) / 12 months

Inspection  
service with oil  
(excluding electric)

18,000 miles (29,000km) / 24 months

Inspection service 
extended with oil 
(excluding electric)

Up to 36,000 miles (58,000km) /  
36 months, then every 36,000 miles 
(58,000km) or 24 months

Petrol (Flexible Servicing)

Oil change Up to 18,000 miles (29,000km) / 
24 months

Inspection  
service with oil  
(excluding electric)

18,000 miles (29,000km) / 24 months

Inspection service 
extended with oil 
(excluding electric)

Up to 36,000 miles (58,000km) /  
36 months, then every 36,000 miles 
(58,000km) or 24 months

Diesel (flexible servicing)

Oil change Up to 18,000 miles (29,000km) / 
24 months

Inspection  
service with oil  
(excluding electric)

18,000 miles (29,000km) / 24 months

Inspection service 
extended with oil 
(excluding electric)

Up to 36,000 miles (58,000km) / 
36 months, then every 36,000 miles 
(58,000km) or 24 months

Areas EV mechanics will need to be trained in:

• Knowledge of Advanced Vehicle 
Technologies

• High Voltage Electrical Safety Certification
• Understanding the Development of Electric 

Vehicles
• High Voltage Vehicle Safety Systems 

Requirements
• Hybrid Engines
• AC Induction Electrical Mechanisms
• Power Inverter System Technology
• Permanent Magnet Electrical Motors
• Electric Circuit Systems
• DC-AC Converter Systems
• Gears and Cooling Systems
• Electric Propulsion Sensing Systems
• Battery Construction and Technologies
• Energy/Fuel Management Hardware 

Systems
• Battery Technologies Developments
• Lithium Ion Battery Technology
• Electric Battery Management Systems
• Nickel-Metal Hydride Technology
• Vehicle Battery Regeneration Braking 

Systems
• Electric Car Maintenance and Common 

Faults
• Design of Adapter for an Electric Motor
• Electric Car and Hybrid Car Climate 

Control Systems
• Design and Making a Fibreglass Battery Box

EV SERVICING – WHAT’S THE DIFFERENCE?
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charge time even further, to just five minutes.

“We are working to charge an energy-dense 
electric vehicle battery in five minutes without 
damaging it,” Mr Wang said.

“This will require highly stable electrolytes and 
active materials in addition to the self-heating 
structure we have invented.”

In a development with the potential to 
accelerate the adoption of electric vehicles 
(EVs), engineers in the US have discovered 

a way to recharge electric cars in just 10 
minutes, overcoming one of the biggest 
obstacles with electric vehicles.

Electric cars currently take longer than an hour 
to fully recharge, with the original Tesla Model 
S taking 75 minutes to achieve a full charge.

Researchers at Penn State University have 
developed a lithium-ion battery capable of 
adding 200 to 300 miles (320 to 480 kilometres) 
of driving range to an electric car by charging it 
at an elevated temperature for 10 minutes.

“In addition to fast charging, this design allows 
us to limit the battery’s exposure time to the 
elevated charge temperature, thus generating 

a very long cycle life,” said senior author, Chao-
Yang Wang, a mechanical engineer at Penn 
State University.

“The key is to realise rapid heating, otherwise 
the battery will stay at elevated temperatures 
for too long, causing severe degradation. 
The 10-minute trend is for the future and 
is essential for adoption of electric vehicles 
because it solves the range anxiety problem.”

The extremely fast charging process could 
be carried out without causing significant 
damage to the battery, meaning it could 
sustain 2,500 charging cycles – the equivalent 
of 800,000km of travel. Current lithium-ion 
batteries would only last around 60 charges 
using the new method.

The researchers say they hope to improve the 

NEW FAST-CHARGING EV BATTERY
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HOW REMOVING FRICTION CAN HELP 
AUSTRALIAN AUTOMOTIVE BUSINESSES 
FUTURE-PROOF GROWTH

Australian customer expectations have never been 
higher. Facebook’s Zero Friction Future initiative 
examines how automotive brands can eliminate 
pain points to meet the needs of today’s connected 
car shopper, making it a seamless experience to 
discover, purchase and own vehicles.

The opportunity cost of friction – any 
inconvenience or delay in the shopping 
journey – was AUD$43.4 billion in 2018.1 
Continual leaps in technology mean speed 
and convenience are no longer nice to haves 
for customers, but basic demands. In fact, 
an Accenture study in 2018 revealed that 79 
percent of Australian automotive consumers 
surveyed say it’s important that buying a car is 
as easy and convenient as possible.2 

Any business that wants to thrive into 
2020 needs to create experiences that flow 
seamlessly and meet the demands of your 
customers. That’s why we’ve outlined some of 
the ways you can leverage the Facebook family 
of apps right now to make it easy to connect 
with your customers, let them discover your 
vehicles, make purchases, and engage with 
your business in the long term. 

Help people find the right cars

With 65 percent of Australian automotive 
consumers surveyed indicating that they 
only have 1-2 brands in mind3 in the already 
compressed consumer journey, enable people 
to discover your brand earlier on in the places 
they're already spending time.

Stories are where people discover and engage 
with content they care about, and this includes 
content from businesses. With over 1 billion 
stories shared globally every day, dealerships 
can utilise mobile-first creative and interactive 
elements, such as stickers and polls in stories, 

to captivate the on-the-go consumer.4 A 
collaboration between Mercedes-Benz Cars 
UK Ltd and Facebook Creative Shop resulted 
in a compelling campaign for Instagram 
Stories that yielded great results, including a 
9-point lift in ad recall.

Ted Bergeron
Head of Automotive, 
Facebook 
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Watch, Facebook’s video platform, is also 
gaining momentum in Australia, with 
recent deals with major sporting codes 
like NRL, AFL, Cricket Australia and news 
programming from Australian broadcasters, 
helping to fuel a huge growth in content on 
the Watch platform, and bring in even more 
viewers. 

Car maker, Holden, used In-stream video ads 
in Watch to help launch its Acadia model, 
tailoring its TV ads for the platform to make 
them more engaging. The brand wanted 
people to view the videos with sound enabled 
to hear the Flo Rida track, ‘My House’, they 
used for the campaign, so created a native 
‘Sound On’ sticker. This resulted in a lift 
from 31 percent to 50 percent of video being 
watched with sound on and reached over 
500,000 people during the campaign.5

Create seamless shopping experiences

A recent Boston Consulting Group analysis 
into the auto consumer journey revealed 
that irrelevant ads and content that does not 
include enough detail is a top cause of friction 
for today’s auto consumer.6 Facebook offers 
signals-based marketing solutions that can 
help automotive marketers better understand 
the ways in which people are interacting with 
their business. By adopting a signals-based 
approach, you can leverage machine learning 
to automatically deliver your advertising to 
people showing behavioural signals of being 
in-market for a car right now. This strategy 
instantly increases advertising relevance and 
improves performance.   

With so much excitement around driving 
product discovery and purchase, it can be easy 
to let infrastructure take a back seat. Setting 

up a solid foundation with the Facebook pixel 
and offline events will enable the signals to 
help dealerships track conversions on their 
Facebook ads, optimise their ads for people 
most likely to convert, and generate audiences 
to better target their ads. 

The same Boston Consulting Group analysis 
also highlighted that cars not being available 
for a test drive or physical experience is a 
major point of friction for consumers.7 To 
facilitate a more seamless experience, Lexus 
Santa Monica in the US leveraged automotive 
inventory ads to promote relevant vehicle 
inventory from their entire catalogue with 
unique creative, showcasing one or more 
vehicles, across any device. The dynamic 
ads helped the dealership generate 3.2 times 
more vehicle detail page views (compared to 
previous prospecting campaign with the same 
budget).8

Make purchase the beginning 

While reducing friction can smooth the path-
to-purchase and increase share of wallet, there 
is also an opportunity for businesses to drive 
long-term value through nurturing brand 
loyalists and creating just as powerful post-
purchase or ‘ownership’ experiences.

Messaging is how people communicate with 
their friends and family, and now people desire 
the same ease and speed of communication 
with the businesses they love. Research shows 
that almost three-quarters of Australians (73 
percent) have communicated with a business 
via direct messaging, and Facebook Messenger 
is the most popular service for customers 
looking to connect with businesses. Fifty-five 
percent of those surveyed say the number one 
benefit is the ability to message at any time, 
including outside trading hours.9 

Integrating Messenger into a customer service 
strategy allows customers and prospects to 
communicate with your brand or dealership 
on their terms. Bots can be used to provide 
quick answers to common enquiries. And 
the conversation stays in Messenger, an 
easily accessible spot for questions and 
re-engagement, and opportunity to build long-
term loyalty. 

Removing friction within a business

Whilst friction exists in the end consumer 
experience, it is also equally prevalent within 
businesses. The best advocates for your brand 
should be your employees, so making them 
feel connected and empowered within your 
company has never been more important. 

By giving them the right tools to connect 
with each other and your customers you can 
eliminate many of those internal barriers and 
frustrations and facilitate better employee 
engagement and, ultimately, customer 
experiences. 

Cinema chain Hoyts10 needed a way to 
connect their part-time and largely millennial 
workforce who were distributed at locations 
across the country, to head office and to each 
other. These front-line staff were the only 
people the tens of thousands of customers 
who go to the cinema everyday see as brand 
ambassadors, so it was imperative they felt part 
of the organisation.

Hoyts rolled out to their employees 
Workplace by Facebook, the simple-to-use 
and mobile-optimised interface giving their 
staff easy access to crucial information in an 
environment with which they are familiar, 
leading to increased collaboration across more 
than 50 sites and staff getting involved with 
ideas for promotional activity to help drive 
customer engagement.

In an age where customers are searching for 
speed, simplicity and instant gratification, 
there is a huge opportunity for dealerships 
to raise their game and drive differentiation 
through offering the best customer 
experiences. 

Discover more resources from the Zero 
Friction Future series by Facebook and learn 
more about how your business can overcome 
friction by downloading the Automotive 
Guide at fb.me/zff-au.

Sources:
(1) Boston Consulting Group Data Analysis, 
Mar 2018. Exchange rate used as $1 USD = 
$1.49 AUD from XE.com, Sep 2019
(2,3) “Auto Consumer Study” by Accenture 
(Facebook-commissioned online study of 1,001 
respondents ages 18+, Australia, Nov 2018)
(4) Instagram Internal Data, Q3 2018
(5) Holden Case Study, May 2019
(6,7) “Auto Consumer Journey Analysis” by 
Boston Consulting Group (in partnership with 
and commissioned by Facebook IQ, markets 
include US, Germany, France and the UK), Aug 
2019
(8) Lexus Santa Monica Case Study, Jan 2019
(9) “Messenger Study” by YouGov Galaxy 
(Facebook-commissioned study of 1080 
respondents, ages 18+, Australia), May 2019
(10) Hoyts Case Study, accessed Oct 2019
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The Takata airbag saga continues to drag 
on with no end in sight, after the recent 
announcement that 20,000 vehicles 

involved in the Takata recall have been 
reclassified as ‘critical’.

The Australian Automotive Dealer Association 
(AADA) and the Federal Chamber of 
Automotive Industries (FCAI) have reiterated 
their urgent call to all Australian motorists to 
check the status of their vehicle on the industry 
website, www.ismyairbagsafe.com.au.

AADA CEO, James Voortman, said AADA 
would continue to support Dealers in 
addressing the issue.

“Our members  are committed to ensuring 
that the vehicles their customers drive are 
safe and well maintained. Every day, all over 
the country, Dealers perform expert repairs 
and servicing that keeps people mobile and 
their cars running safely and efficiently. The 

mandatory recall for Takata airbags is a very 
serious safety issue and we encourage all 
motorists affected to visit their Dealer and 
have their airbag replaced.  

Most of the 20,000 vehicles listed as ‘critical’ 
are produced by BMW, Holden, Honda, 
Mitsubishi and Toyota. To date, 3.36 million 
airbags in 2.41 million vehicles have had the 
problem fixed by Australian dealerships.

More than eight million Australians have used 
the industry website www.ismyairbagsafe.
com.au  to check if their vehicle is fitted with a 
faulty Takata airbag.

The FCAI says this figure represents nearly 
half of the 17.8 million passenger cars and light 
commercial vehicles registered in the country. 
Of the eight million, almost 1.3 million 
vehicles have been identified as faulty.

FCAI Chief Executive, Tony Weber, said the 

website traffic was a strong result since the 
website launched in July 2018.

Initially more than three million vehicles 
were affected by the Takata airbags recall, but 
since then the number has been reduced to 
approximately 373,000.

At least 29 deaths worldwide have been linked 
to the rupturing of faulty Takata air bag 
inflators, including two in Australia.

The defect led Takata to file for bankruptcy 
protection in June 2017.

TAKATA: THE NEVER-ENDING STORY
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*Australian Insurance Industry Awards 2018.
Allianz Australia Insurance Limited (ABN 15 000 122 850) AFSL 234708.

2018 
WINNER
Large General 
Insurance Company 
of the Year

While business conditions and context continues to 
evolve, it is good to know that Allianz has had a long 
term track record of supporting the automotive industry.

Allianz is committed to helping your business move 
ahead creating revenue opportunities supported with 
simple sales processes and insurance products that  
meet the needs of your customers.

To find out how Allianz can continue to work with you 
on building your business for the future, speak to your 
Allianz representative today.

YOUR THING IS  
MAKING YOUR BUSINESS SUCCESSFUL  
FOR TODAY AND TOMORROW.
OUR THING IS 
A PROVEN TRACK RECORD OF SUPPORT  
FOR DEALERS AUSTRALIA WIDE.

http://www.allianzdealerinsurance.com.au/motor-insurance


Dealer-Auction.com.au is Here!  
Sell & buy stock 24/7, 365 days a year

• Transparent process
• Simple to use 
• Trade only marketplace
• Great stock just a mouse click away
• Fresh stock added daily
•  Supported by a local team of  

experienced automotive professionals

™

Contact us for more information 
P: 1300 786 877 
E: info@dealer-auction.com.au

Register now

https://www.dealer-auction.com.au/
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STOP DISPOSING AND START SELLING – 
TURN YOUR TRADE-INS INTO PROFIT
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online auctions that can run 24/7, 365 days a year.

Dealer-Auction allows wholesale buyers to 
easily research and compare vehicles online in 
one place. The intuitive digital platform will 
house good quality stock available for the right 
buyer and at a price that drives profitability for 
both buyer and seller.

Dealer-Auction.com.au is supported by a team 
of motor industry professionals with extensive 
dealership experience, who support buyers 
and sellers throughout the entire process. 
Specialist negotiators even help to close sales 
on vehicles that don’t meet reserve.

Franchised Dealers and trade buyers can take 
advantage of benefits such as: 

• Increased profits
• Easy to use platform
• Transparent process
• Trade only marketplace 
• Franchise Dealer annual subscription 

fee of only $200 + GST
• Fixed sale fee $100 (+GST) per vehicle 
• No buyer fees

After a successful launch in Queensland in late 
September, Dealer-Auction will be rolling out 
across Australia during 2020.  

They already have hundreds of wholesalers on 
board and have received fantastic feedback, 
after only one full month of trading, from 
Franchise Dealers that recognise the need for 
the wholesale digital solution that is Dealer-
Auction.

Scott Allen
Head of Dealer 
Auction

Scott is originally from Leicestershire in the UK. 
His entire career has been within the automotive 
industry, beginning as an apprentice mechanic 
at the age of 16 before moving into sales, sales 
management and Dealer Principal. He spent 10 
years as Dealer Principal for a large family-owned 
Dealer group before taking on the role of General 
Manager of Dealer Auction UK in 2017. Early 
in 2019 Scott and his wife relocated to Australia, 
where he is now the Head of Dealer Auction. After 
successfully launching the business in Queensland, 
Scott is looking forward to rolling it out across the 
rest of the country in 2020.

If you are like most Australian franchised 
Dealers, especially in the current market 
environment, you are always looking for ways 
to improve your bottom line. One often-
overlooked area is the profitability of your 
trade-ins and wholesale stock. Dealers are 
usually happy if these cars ‘wash their face’, 
but what if there was a way to actually sell 
these cars at good margins instead of simply 
disposing of them?

Thankfully, with the launch of Dealer-Auction.
com.au in Australia, franchised Dealers now 
have access to a proven online platform that 
has been delivering excellent results for UK 
Dealers for over a decade. The platform allows 
franchised Dealers to list trade-in stock to a 
larger and more competitive marketplace than 
the traditional closed tender model. Instead of 
giving away your potential margin to a small 
group of regular wholesale buyers, you can 
open up your inventory to a wide audience of 
motivated used vehicle buyers.

While franchised Dealers can list and, 
of course, buy stock using the platform, 
independent Dealers can only participate as 
buyers. Dealer-Auction provides independent 
Dealers and licenced wholesalers with access 
to franchised Dealer stock that they could not 
previously purchase, offered in time-based 
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With Mustang’s domination came an early 
season avalanche of whinging and moaning 
like never before seen that Mustang had an 
unfair advantage.

So no sooner had the season started with 
Mustang’s immediate superiority than the Series 
technical gurus caved in to the moaning and 
imposed changes designed to reduce Mustang’s 
performance or improve Commodore’s. This 
was despite the new car being engineered 
completely in accordance with the rules and 
with final sign-off/full approval from the 
authorities prior to season start.

From the time the bellyaching of opposition 
teams commenced – virtually after the first race 
to now – Supercars introduced eight changes, 
trying to achieve a perfect world with parity.

Is it an indictment on any elite sport that, 
during the season between meetings, the 
authorities would fiddle with the rules to this 

We have said it before – the AFL is 
the premium sporting product in 
Australia, with daylight between it 

and its key sporting competitors. A big part of 
the AFL’s success is the front page or lead TV 
sports stories on controversial ‘stuff’ other 
than the game and results. In any given year 
across Australia, you can back in at least 50 
contentious breaking news stories.  

Controversy in sport sells newspapers and 
lifts TV ratings, as the fan base passion factor 
explodes into opinion and counter opinion. 
Indeed, highly charged sporting thunderclaps 
that come from nowhere will often exceed 
interest in scoreboard results. 

It’s not often that big motor sport ‘side stories’ 
break, with Supercars often suffering from a 
‘bland’ or ‘beige’ label. Very few hot potatoes 
emerge in the season to stimulate debate and 
fire up the fans. 

That was not the case in 2019, but before 
my top ‘WOW’ stories of 2019, one must 
recognise the biggest story over the entire year 
to date: How Mustang, in its very first year, 
smoked the opposition in a display of ‘par 
excellence’ engineering and design planning.

With no prior race experience on the tracks of 
Australia and NZ, the all new racing Mustangs 
have won 21 of the 28 major races conducted, 
with all six Mustangs in the field inside the top 
nine positions. The equally amazing statistic 
is that Shell V Power race team driver, Scott 
McLaughlin, has dominated with 18 of those 
21 Mustang wins, clinching the Championship 
title at Sandown with an unassailable points 
lead prior to the final race.  
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John Crennan
Motorsport Contributor

Images credit of Speedcafe.com

MUSTANG THE NO 1 
NEWS STORY OF 2019 
Spiced with an unprecedented number of 
bombshells in the Supercars season 
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absurd degree? It suggests one or both of two 
things: Supercars leadership were too weak 
to push back on the complaining teams until 
the season ended, or how unprofessional it is 
when they need eight attempts at trying to find 
a parity solution. A Speedcafe poll indicated 
86 percent of the fans felt this quest for parity 
caused too much damage to the category. 

So the parity controversy was one of my Top 10 
‘WOW’ stories of the year. Now the nine others:

The juggle drums were beating that with the 
dismal results of the rebranded Walkinshaw 
racing outfit there was disquiet in their driver 
ranks. Rumours circulated from early August 
that James Courtney and Scott Pye would 
be gone at year end, and that Mostert and 
Hazelwood would be their replacements. 
Fast forward six weeks and James Courtney 
announced he would be leaving at season’s 
end, but not before delivering a huge 
backhander. Quoting from a Speedcafe article, 
“he suggested that local co-owner, Ryan 
Walkinshaw, lacks the passion of the likes of 
Triple Eight boss, Roland Dane”. Whack!

Seven times Championship winner and very 
much the quiet big achiever of the sport, 
Jamie Whincup got himself into hot water 
after slamming Supercars race control over a 
mistake they made that unfairly penalised him 
at the Pukekohe race. In a TV interview he 
said, “You’ve got people making decisions who 
are just cruising back, just having a few glasses 
of red each night and rocking up to the track 
and the brains not with it”. Despite Jamie later 
apologising, one can only ponder why these 
words flowed from someone who has always 
chosen his words carefully.    

When WAU announced at the start of this 
season they had signed Mega Fuels as naming 
rights sponsor, the pit lane collective rolled 
their eyes with a ‘you gotta be kidding’ 
exclamation. So when Mega Fuel hit the 
receivership fan on 4 September there was 
a lot of ‘told you so’ commentary. Then, two 
days later, the WAU team curiously stated the 
glaring obvious, announcing their termination 
of the Mega Fuels sponsorship… then a week 
later another curious announcement from the 
team saying they did more due diligence before 
signing Mega than any previous sponsor! 

Chaz Mostert can thank his lucky stars the big 
news at this year’s Bathurst was the safety car 
issue with DJR Team Penske. If not for this, the 
Mostert crash into his team mate, Cam Waters, 
would certainly have been the primary media 

story. On lap 123 of 161, with both cars a big 
chance for victory or at least podiums, Mostert 
took Waters out of the race and relegated 
his own car to 15th. Tim Edwards showed 
his disgust on TV by walking away from the 
commentator seeking an interview. This is 
the third time Mostert’s car has smashed and 
caused havoc with his teammate. Doing a tally 
of the Mostert crashes could easily lead one to 
ask if there may be a concerning pattern.     

In February, before the start of the season, 
Russell Ingall was fired from the commentary 
of Supercars Foxtel, a position he held for four 
years. He did not see it coming, which was a 
little surprising given that it was clear Craig 
Lowndes was going to be slotted into the Fox 
commentary. Weird, as car drivers are normally 
brilliant savvy ‘readers of the tea leaves’. Instead 
of copping it on the chin, Ingall, on his quickly-
prepared rebound podcast show, displayed 
an embarrassing level of bitterness towards 
Supercars. Hardly any podcast episode since 
goes by without more digs. Why would he be 
so short-sighted as to burn his bridges with the 
industry that for two decades provided him 
with an excellent livelihood.

How crazy was David Reynolds, deciding 
to create a ‘sledge by media’ with his poor 
attempt at gamesmanship with the Supercars 
role model and reigning champion, Scott 
McLaughlin? Reynolds, in mid-August, made 
comments that Scott had, since his success, 
become ‘boring’, ‘precious’ and ‘corporatised’. 
Was Reynolds trying some coattail-hanging 
branding enhancement, or was it another case 
of not remembering to put brain into gear 
before engaging mouth? In contrast, Scott won 
even more friends and support with his all-
class response: “Look, some people grow up; 
some people don’t. I think you will pick which 
one has grown up.”        

In my first article before the season start 
in February I posed the question, “Does a 
future bestseller await the sport, with some 
great accidental entertainment flowing from 
the personality cocktail of Boost sponsor 
Adderton’s ego and perfection drive, mixed 
with the quirky, no-nonsense, it’s-my-way-or-
the-highway style of Rogers?” Well, a review 
of Adderton’s Instagram posts over the first 
12 races would explain the accuracy of this 
prediction, with it all coming to an end a 
year short of the plan. What wasn’t predicted, 
however, was the faceoff created with Supercars 
over uprights. Garry Rogers’ exit from 
Supercars from 2020 is a sad loss and perhaps 
even more sad given the circumstances.    

The coverage associated with the DJRTP 
Bathurst safety car issue has been a huge topic 
following Bathurst, where DJR Team Penske 
were hit with a $250,000 fine and the loss of 
300 Championship points for deliberately 
asking Fabian Coulthard to slow behind the 
safety car. Whilst the team admitted fault, 
it appeared a tortuous process by Supercars 
where the initial charge around ‘team orders’ 
was the CAMS breach of rules. This was 
later switched to an ‘Obligation of Fairness’ 
rule from the International Sporting Code. 
Charged with one breach one day then 
charged with a different breach the next 
seems clumsy, to put it mildly. The most 
unfortunate aspect of this drama has been 
the rub-off on Scott McLaughlin’s emphatic 
drive and Bathurst win, fuelled particularly 
by some jealous competitors. Has Supercars 
been very remiss in not taking a strong 
stand on defending Scott’s brilliant win? This 
outstanding young champion gets used by 
Supercars for everything to grow crowds and 
TV ratings, yet the leadership team have been 
invisible, not coming out to fully support his 
Bathurst win and quell the noise.  

Unlike all the other nine controversial news 
stories of the season noted above, this last 
item has not rated any media coverage – but it 
should. Supercars allowing Wild Card entries 
in races! They might create some publicity 
opportunities, but on the track it’s a negative 
for racing. Supercars strategists should do a 
count of the wild card entries this year, and 
their number of ‘offs’ or interruptions to the 
race, not to mention the uncompetitive times 
recorded. Supercars must urgently introduce 
strict criteria for wild card entries, including 
their exclusion from the race, if practice and 
qualifying lap times don’t achieve a pre-
nominated gap to the lead car. I have a concern 
it won’t be too long before a lead driver/team 
has their Championship chances impacted 
by an inexperienced wild card driver or other 
safety issues that could come into play. This 
need is particularly significant for the ultra-
demanding Bathurst race where it is foolhardy 
to allow any such ‘exhibition’ drives.

Whilst all this contestation is devoured by the 
fans, it would be interesting to know what a 
Harvard Business School evaluation would 
reveal in terms of it being helpful or harmful to 
the Supercars brand. 
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HOW TO BE SMART WITH YOUR EXPENSES

In the latest of our series, thanks to 
legendary service advisor trainer, Lloyd 
Schiller, of LloydSchiller.com and Brooke 

Samples, of Profit Blueprints, Brooke looks at 
the benefits of smart expense management. 

As you finish 2019 and plan for 2020, now is 
the perfect time to examine your expenses 
to see where you can make better decisions 
to generate more net profit. Smart Expense 
Management weighs your time against the 
expense and the value you receive for your 
dollars. Most of your expenses show up on 
your financial statement, but there are hidden 
expenses that could cost you thousands of 
dollars every week and ones we don’t even 
think about.

This article covers five ways to be smart about 
your expenses to ensure you get the best value 
for your hard-earned money. 

I have narrowed the types of expenses into 
four categories: Avoidable, Inefficient, Wasteful 
and Necessary.

Avoidable expenses usually show up in the 
policy expense account but could also be 
shortages in the parts inventory. Scrutinise 
these expenses to understand “how can we 
prevent this in the future?” versus who is to 
blame.

Is your dealership plagued with lot damage? 
Add speed limit signs, speed bumps and 
convex mirrors (under $200) at blind corners, 
and change the lot layout to angle parking, 
including one-way lanes, the way parking is 
laid out at shopping malls. 

If you have loaner vehicles or demos and find 
with every vehicle a wheel or two has been 
run into a curb, consider rim protection; once 
the vehicle is ready to sell, transfer the rim 
protectors to the next vehicle. Your customers 
might, however, want to buy the rim protectors 
to protect their investment as an alternative to 
tire and wheel coverage.

Inefficient expenses won’t show up as entries 
on your financial statement. Think about your 
staff and their skill sets; are we maximising 
their abilities? A technician who waits at the 
Parts Counter for parts is a prime example of 
inefficient use of our staff. For each flagged 
hour, an A skilled tech generates at least $100 
in Labor and Parts Gross Profit. Pre-pulling 
parts, delivering parts to the techs or, in large 
shops, having a ‘parts counter’ in the centre 
or at both ends of the shop could increase the 
available time a tech has to work on vehicles. 

Joseph, a parts manager in Texas, found he 
could pay for an additional counter person 
when he added a counter person to the truck 
shop. The techs are now much happier, more 
efficient and generate more hours.

Wasteful expenses show up when we spend 
money with no benefit to the customer or 
the dealership. Think about paper floor mats 
placed in service customers’ vehicles. We 
should pull the mats out when we deliver the 
vehicles to the customers, therefore we don’t 
need to buy paper floor mats with our name 
on them. Do as a Ford Dealership in Houston 
does: a roll of heavy brown paper torn to the 
appropriate length gets the job done for less 
money.

There are necessary expenses – but how 
efficient are we? Electricity is an expense we 
cannot do without, but are those electrical 
dollars spent wisely? I was surprised to read in 
America, that only 20 percent of dealerships 
have LED lights for their lots. You recoup the 
cost for this upgrade in a few years, especially 
if your state has incentives, plus improved 
lighting highlights your vehicles and provides 
better night-time security.  

To save more and have a better employee 
experience, replace fluorescent bulbs with 
LED using a LED Retrofit kit. The LED bulbs 

last three-times longer and the work area is 
brighter. Mike, a parts manager, knows the 
money he spent on installing LED lights in his 
Parts Department has helped his folks be more 
accurate at pulling parts and putting parts 
orders away.

Five ways to be smart about your expenses

1) Watch your expenses 

A trend analysis that tracks each month’s 
expenses is the easiest way to watch your 
expenses, versus looking at a financial 
statement where you only see the current 
month and the year-to-date values. It only 
takes two or three months to see a problem. 
(You can create a trend analysis with a DOC, 
Excel, or through a system such as that offered 
by Brooke on profits4dealers.com.) 

Before expenses show up as being out of line 
on the financial statement, a manager’s daily 
routine should include taking a few minutes to 
review their department’s DOC, paying close 
attention to the expenses. If the expenses are 
lumped into categories like Personnel, Semi-
Fixed, etc, have the accounting department 
expand the DOC to monitor individual 
expense accounts. If an account shows a large 
entry – investigate it now; don’t wait until 
the end of the month to find the profits aren’t 
where we expected them to be.

2) Bill review party

Even if you pay your bills online through your 
bank or via a company credit card, review and 
examine the invoices. A bill review meeting 
will not cover all your expenses (bank fees or 
policy expenses won’t show up as an invoice), 
but reviewing the bills is a good start.

Sort the statements and attached invoices 
into categories – necessary expenses, parts 
purchases, and services where there could 
be better options. Look for duplicate services 
– can we reduce the number of vendors? 
Question everything: why are we spending this 
much in overnight delivery fees for finance 
contracts – is there a better way we should be 
processing our deals for funding?

Examine each invoice for the appropriate 

Brooke Samples
President, 
Profit Blueprints, 
LLC

Lloyd Schiller
Fixed Operations 
Consultant



FEATURES       Australian Automotive Dealer Association 

purchase order amount and authorised 
signature. Are the purchase orders issued 
with a dollar amount or are they left blank? 
A body shop manager in Michigan was 
surprised to find a vendor had over-billed 
him (an extra zero to the quantity purchased) 
when I asked him to look at every invoice 
for a month. The invoices went right to the 
Parts Department, and Parts shipped it to 
the corporate accounting office – without 
the manager’s signature! Best Practice: issue 
and fill out purchase orders for all purchases 
from advertising to supplies. If Accounting 
has to contact a vendor for a missing invoice, 
the department manager still has to sign that 
invoice before you pay it. 

I was partial to cutting the cheques from the 
Accounts Payable schedule before posting 
invoices for the current month. This practice 
allowed me to see any lone invoices we needed 
to investigate before they were hidden by 
posting more invoices.

3) Empower your employees

When you empower your employees they 
feel valued. Valued employees show a higher 
level of effort and commitment to ensure the 
department’s and dealership’s success. The 
employees make better day-to-day decisions 
and feel more connected to your vision. 
Employee empowerment also frees a manager’s 
time to contribute to the department’s success 
in other areas. Big bonus – you can groom 
future leaders for your dealership!

Train the Accounts Payable person to examine 
the invoices, not just post them. If he/she sees 
duplicate vendors for the same services, have 
him/her speak with the managers to see if we 
can select just one vendor for that service. If 
there are invoices from a new vendor, bring it 
to the controller’s/office manager’s attention. 
Best Practice: have a limited number of 
vendors and vet each one as carefully as you 
would a wholesale account.

Teams are a great way to build camaraderie 
with the employees and control expenses. One 
or two people from several departments will 
meet as needed and serve on a team for up to 
a year. Reward those teams who find savings. 
Some possible ‘teams’ for your dealership:

• Go Green Team: Focus on reducing 
waste and operating expenses such as 
utilities.

• Safety Team: These extra sets of eyes 
can help keep your employees safe. 
When you make sure techs are wearing 
eye and hand protection and the 
detailers are wearing waterproof/slip-

resistant footgear, you can stop your 
workers’ comp insurance rates from 
creeping up.

• Charity Team: With guidance, have the 
team evaluate the charities and decide 
which will get how much.

4) Use sub-accounts and schedules

There are several ways to examine your 
expenses quickly. While your financial 
statement limits the number of expense 
accounts (200-300), your DMS can have 
unlimited accounts. Sub-accounts allow you 
to analyse expenses with minimal effort, and 
they will merge to one line on the financial 
statement. One example would be to have 
different sub-accounts for advertising: 
Newspaper, Direct Mail, Third Party Leads, 
Website, Internet, Radio, etc. When you 
want to examine where you spent your 
advertising dollars year-over-year, you have 
the data without a lot of effort. The breakout 
of advertising expenses also allows you to 
compare your advertising expense allocation 
to your budget and to other dealerships' 
advertising expense allocations.

Sub-accounts work best for accounts when 
entries can come from a variety of sources 
and you want to monitor them. Even sales 
commissions could be broken down to spiffs, 
bonuses and commissions. Your sub-accounts 
should also be on schedules for easy review.

If you don’t want to create sub-accounts (e.g. 
you are part of a Dealer group and you can 
only use its chart of accounts), schedules 
sorted by control numbers can help. For 
Advertising, you could sort the expenses by 
the vendor number or assign a specific control 
number for the different expense types. 

5) Use technology

Technology offers a myriad of options to be 
more efficient and save money. Just because 
making a choice could be daunting, don’t let 
that stop you. If a purchase doesn’t meet your 
needs or a vendor is a bad match, learn from 
that and move on. 

Your Go Green Facility Team could investigate 
ways to reduce electric expense: LED lights, 
motion sensor switches, programmable 
thermostats, high-speed service doors and big 
shop fans. 

Improve your employees’ efficiencies by having 
enough bandwidth so they can do their work 
quickly. For a cleaner look and less money, 
upgrade factory posters or other signage with 
large flat screen monitors.

Third party vendors save you money and time 
when they help your staff be more efficient. 
For every step someone takes in a dealership, 
there is probably someone selling a solution 
to expedite the task. For example, stocking 
parts and vehicle inventory audits become 
faster when you switch to barcoding. There 
are companies that do a good job at affordable 
prices for dealerships, or you can purchase 
barcoding equipment to set up your own 
system. Either way, employees save time when 
you convert a time-consuming manual job to a 
technology-based task.

Miscellaneous Best Practices:

• Have an executive hand out pay 
cheques/slips — ensure all employees 
are actual employees – and to say thank 
you.

• If sales spiffs get quickly out of hand, 
use an ‘Envelope System’. Set a budget 
and that is it – “Here’s your $2,000 for 
the month – spend it wisely”.

• Have a process to approve purchases. 
Example: Fletcher Jones of Fletcher 
Jones Mercedes-Benz knew the 
dealership could easily afford a $500 
printer for the finance office, but after 
much discussion they found they 
could take from the accounting office 
a printer that was barely used. Your 
approval process should quantify the 
cost-benefit, the need and if there are 
other options.

• Plan for major purchases. This allows 
you to budget accordingly and have 
time to make the best decision. Create 
a calendar for reminders to shop for 
replacement equipment (computers 
every five years), paint the building, 
pave the lot, or bid all insurances.

When you sign a new contract with a vendor 
– for uniforms, for example – add to your 
reminder calendar a date a few months before 
the contract’s expiration date prompting you 
to review the agreement and options. One 
option would be to use a Google calendar with 
an email address of (Dealer name)purchases@
gmail.com to schedule reminders years in the 
future. (You can forward the email reminders 
to your primary email address.)  

Regardless of the strength of your business 
in 2020 – if it is great, if it remains steady 
or if it drops down some – smart expenses 
management will always pay off in a healthy 
bottom line.
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NEW CAR SALES DOWN 
9 PERCENT IN OCTOBER

FEATURES       Australian Automotive Dealer Association 

New vehicle sales figures released by 
the Federal Chamber of Automotive 
Industries (FCAI) show a 9.1 percent 

drop on sales in October compared to the 
same time last year.

FCAI Chief Executive, Tony Weber, said that 
marked the nineteenth consecutive month of 
decreasing sales in the Australian market.

“Year to date sales of new motor vehicles in 
2019 are almost 78,000 units (8 percent) lower 
than the same period in 2018,” he said.

“While the drought and other domestic 
conditions are impacting the market, our 
key concern is the effect over-regulation of 
the financial sector is having on new vehicle 
sales. The FCAI and our members have been 
concerned about the risk averse approach to 
lending in Australia for some time and see 
improved access to finance as a key to driving 
economic growth in 2020.

“Of particular interest is the fact that sales 
are down across all buyer types, with private 
sales down 5.2 percent compared to October 

2018, business sales down 8.2 percent and 
government sales down 7.3 percent.”

Total sales for the month numbered 82,456 
vehicles, a decrease of 8,262 vehicles or 9.1 
percent, on October 2018.

During the month, the Sports Utility Market 
(38,648 units) fell by 3 percent compared to 
October 2018, while the Passenger Vehicle 
Market (23,553 units) was down 15.3 percent, 
and the Light Commercial Market (17,164) 
decreased by 11 percent.

The Toyota Hilux (3,516 units) was the top 
selling vehicle in October 2019, followed by 
the Ford Ranger (3,160), the Hyundai i30 
(2,216) the Toyota RAV4 (2,132) and the 
Toyota Corolla (2,117).

Toyota remained the top selling marque for 
the month with 16,988 sales for 20.6 percent 
market share, followed by Hyundai (7,455 for 9 
percent market share), Mazda (6,370 sales for 
7.7 percent market share), Kia (5,062 sales for 
6.1 percent market share) and Ford (4,891 for 
5.9 percent market share).

Key points

• The October 2019 market of 82,456 
new vehicle sales is a decrease of 8,262 
vehicle sales or -9.1% on October 2018 
(90,718) vehicle sales. October 2019 had 
the same number of selling days (26.4) 
as October 2018 and this resulted in a 
decrease of 313 vehicle sales per day.

• The Passenger Vehicle Market is down 
by 4,249 vehicle sales (-15.3%) over the 
same month last year; the Sports Utility 
Market is down by 1,201 vehicle sales 
(-3.0%); the Light Commercial Market 
is down by 2,122 vehicle sales (-11.0%); 
and the Heavy Commercial Vehicle 
Market is down by 690 vehicle sales 
(-18.2%) versus October 2018.

Toyota was market leader in October, followed 
by Hyundai and Mazda. Toyota led Hyundai 
with a margin of 9,533 vehicle sales and 11.6 
market share points. 



Mary T Barra, Chairman and Chief 
Executive Officer of General Motors, 
headlines the 2020 NADA Show in 

Las Vegas in February, to which AADA will 
run its annual study tour.

Ms Barra will present GM’s intention 
to create a world with zero crashes, zero 
emissions and zero congestion. In her 
keynote address, “Building a Stronger Future 
for Customers, Dealers and General Motors”, 
she will share the company’s progress towards 
achieving its bold vision and the critical role 
Dealers play in the future, which will include 
electric and self-driving vehicles. 

Ms Barra believes that to build customers’ 
loyalty and trust in a rapidly changing 
industry, it is more important than ever to 
keep them at the centre of our business.

Another feature speaker is former UK Prime 
Minister, David Cameron. One of the most 
prominent global influencers of the early 
21st century, Mr Cameron served as Prime 
Minister of the UK from 2010 to 2016. He 
will provide an unrivalled perspective on the 

future of the EU, Britain’s place in the world 
following Brexit, and a unique insight on the 
rise of populist politicians and parties at a 
time of profound global change.

The NADA Show is the retail automotive 
industry’s largest gathering, showcasing the 
latest automotive and dealership products 
and technologies, and giving everyday 
Dealers, OEM representatives and allied 
industry professionals the chance to rub 
shoulders with global automotive leaders. 

The NADA Show features workshop sessions 
on all aspects of dealership operations 
conducted by world leaders, as well as feature 
speakers. Attendees leave armed with the 
latest insights, analysis and strategies for the 
future of automotive retailing, and the most 
up-to-date information on data management, 
EVs and OEM relations, direct from NADA’s 
own Academy instructors and industry 
experts. 

The incredible NADA Expo fills the Las 
Vegas Convention Centre, with more than 
500 exhibitors taking up more than 650,000 

square feet of exhibit space.

The AADA Study Tour runs from 13 to 17 
February. Highlights include:

• AutoNation Dealership Tour. Visit one 
of this automotive retail giant’s more 
than 360 dealerships and learn how one 
of the world’s largest dealership groups 
goes about its business.

• Exclusive AADA Gumtree 
International Industry Relations 
Dinner at Maggiano’s Little Italy Las 
Vegas, featuring Guest Speaker 2019 
NADA Chairman, Charlie Gilchrist.

• Exclusive AADA Carsales & Pentana 
Solutions Australia Party at the Opium 
Lounge, Tao Las Vegas.

The Tour will be hosted by AADA CEO, 
James Voortman, and AADA Convention 
Director, Patrick Tessier, who has led 20 Study 
Tours to NADA.

If you are interested in joining us, register 
online at: www.aadastudytours.com.au.

HEAD OF GM & EX-PM, HEADLINE NADA 2020
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NADA Study
Tour 2020

LAS VEGAS February 13-17

THURSDAY - MONDAY 
13 - 17 FEBRUARY 2020 
LAS VEGAS NEVADA aadastudytours.com.au

https://aadastudytours.com.au/nada-2020-las-vegas/
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JOIN US IN BEIJING FOR AUTO CHINA 2020
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major influence in the global automotive and 
exhibition industry. It plays an active role in 
strengthening the exchanges and cooperation 
between Chinese and foreign automotive 
circles, and in enhancing the development of 
the automotive industry of China.

Highlights of the AADA Auto China Study 
Tour will include a special industry dinner 
with guests from CADA (China Automobile 
Dealers Association), networking functions 
and private tours of the Great Wall and the 
Forbidden City, two of the world’s most iconic 
landmarks.

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

At a cost of $2,979 per person twin share, the 
tour includes:

• Fully Hosted AADA Study Tour

• 5 Nights (Twin Share) Accommodation 
at the 5 Star Novotel Beijing Peace 
Hotel

• Full Buffet Breakfast Daily

• Auto China / Beijing Motor Show 
Registration for Two Days Including 
the Professional Audience Day

• Industry Dinners & Cocktail Events

• Private Tours of the Great Wall & 
Forbidden City

• Unrivalled Networking Opportunities

• Return Airport Transfers

• All Applicable Taxes & Gratuities 
SINGLE ROOM SUPPLEMENT: $520  
ECONOMY RETURN AIRFARE 
FROM: $894.10*

*Airfares quoted as at 28th November 2019 and 
subject to availability. Business Class airfares 
quoted upon request. Additional fees required for 
China Visa.

The Chinese auto industry is the fastest-
growing vehicle market in the world 
and is on its way to becoming the 

largest, and the Beijing Motor Show is quickly 
becoming one of the major events on the 
world retail automotive calendar. 

Join AADA for the 2020 AADA Auto China 
Study Tour to the historical City of Beijing 
from April 22 to 27. A business-centric four 
days will begin with the world-famous Beijing 
Motor Show of Auto China, one of the biggest 
motor shows in the world. Featuring just about 
every manufacturer, it offers a powerful look 
into what the auto industry will look like in 
just a few short years.

Auto China, jointly founded by the China 
National Automotive Industry Corporation 
(CNAIC) and China Council for the 
promotion of International Trade, is the 
leading auto and auto parts exhibition in 
China. Established in 1990, Auto China is 
now the dominant auto show in China and a 

https://aadastudytours.com.au/nada-2020-las-vegas/


The 2020 AADA Auto China Study Tour to the historical City of Beijing will be a highlight 
of the Australian automotive calendar. The Chinese auto industry is the fastest growing 
vehicle market in the world. The AADA Auto China Study Tour will be a business centric 
packed four days beginning with the world famous Beijing Motor Show of Auto China, 
one of the biggest motor shows in the world.
Featuring just about every vehicle manufacturer and a host of equipment, technology 
and automotive industry products, the Auto China Show offers a powerful look into what 
the auto industry will look like in just a few short years.
Highlights of the Auto China Study Tour will include a special industry dinner with guests 
from CADA (China Automobile Dealers Association), networking functions and private 
tours of the Great Wall and the Forbidden City, two of the world’s most iconic landmarks.
Fast becoming ground zero for electric vehicles and eco-friendly mobility solutions, 
amazing Beijing will deliver beyond your imagination with sumptuous cuisine, history in 
abundance and a business outlook that will inspire all.
Join us on the 2020 AADA Auto China Study Tour.

REGISTER ONLINE NOW AT 
WWW.AADASTUDYTOURS.COM.AU

AADA Study Tours
Contact Patrick Tessier for further information

P: +613 9576 9944  E: patrick@aadastudytours.com.au
 W: www.aadastudytours.com.au

BEIJING        April 22-27 

AADA
AUTO CHINA
STUDY TOUR

2020

$2,979 PER PERSON TWIN SHARE INCLUDES:
• Private Tours of the Great Wall 

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

SINGLE ROOM SUPPLEMENT: $520 
RETURN ECONOMY AIRFARE FROM: $894.10*

• Fully Hosted AADA Study Tour
• 5 Nights (Twin Share) Accommodation at 

the 5 Star Novotel Beijing Peace Hotel
• Full Buffet Breakfast Daily
• Auto China / Beijing Motor Show 

Registration for Two Days Including 
the Professional Audience Day

• Industry Dinners & Cocktail Events

*Airfares quoted as at 28th November 2019 and subject to availability. Business Class airfares quoted upon 
request. Additional fees required for China Visa. 

SUPPORTED BY

https://aadastudytours.com.au/auto-china-2020/
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A SUCCESSFUL LOOK INTO 2020 
AND BEYOND AT CONVENTION

The AADA 2019 National Dealer 
Convention and Expo was another 
successful event with a high calibre of 

speakers and presentations.

The event started with the Chairman’s Dinner, 
with former Senator John ‘Wacka’ Williams 
discussing his efforts to stop parallel imports 
and advocate for an Automotive Code of 
Conduct.

AADA CEO, James Voortman, opened the 
Convention with an overview of the work of 
the secretariat over the past year, including the 
push for an Automotive Code, promoting the 
removal of automotive taxes and mitigating 
the effects of removing the Point-of-Sale 
exemption.

AADA Chairman, Terry Keating, said the 
establishment of an office in Canberra had 
helped AADA become one of Australia’s most 
effective business associations, and lauded 
the ‘profound’ legacy of former AADA CEO, 
David Blackhall.

Andy Koblenz from NADA travelled from 
Washington DC to present consumer 
research showing that the disruption we often 

hear about may be more evolutionary than 
revolutionary.

New Jaguar Land Rover Australia (JLRA) 
Managing Director, Mark Cameron, 
encouraged Dealers to embrace disruption 
during what he described as “the most 
significant changes in private mobility for over 
a century”.

Delivering the keynote address, Mr Cameron 
said Dealers and OEMs must cooperate with 
each other and work with governments to 
adapt during these volatile times, with the 
inevitable approach of electrification and 
autonomous vehicles changing the way people 
use cars.

The Industry Panels on day one discussed the 
Automotive Code of Conduct and Gender 
Diversity in the industry.

Day two brought practical Industry Panels, 
which discussed F&I and ROI.

The workshops were well attended and gave 
delegates a wealth of information to apply in 
their businesses.

The Carsales workshop session, Used Cars: 

Structuring Your Dealership to Meet Today’s 
Customer Needs, was not only one of the highest 
rated by delegates at the Convention but also 
boasted the highest attendance on the day.

Presented by Carsales Head of Executive 
Business, Ren Blanning, the workshop was 
clearly topical in today’s market and resonated 
with Dealers looking to extract the most out of 
this department. 

Dr Richard Harris SC OAM shared his story 
of rescuing the boys of the Wild Boars’ football 
team who were trapped deep in the Tham 
Luang cave, and General The Honourable 
Sir Peter Cosgrove AK, MC (retired) Former 
Governor-General of the Commonwealth of 
Australia discussed his decorated career and 
contributions to Australia.

A new initiative, the Expo Open Day, was 
extremely successful, with an abundance of 
Dealers and staff taking the free opportunity 
to visit the array of new products and services 
on display.

The event ended with the announcement that 
next year’s Convention will be held at the ICC 
Sydney from 1-3 September 2020.

AADA 2019 NATIONAL DEALER CONVENTION & EXPO WRAP UP      Australian Automotive Dealer Association 
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COOPERATION THE KEY TO 
PROFITABILITY: VOORTMAN

New AADA CEO, James Voortman, 
has urged Dealers to work together, 
not just with each other but with 

OEMs and governments, to restore a focus on 
profitability in dealerships.

Speaking at the AADA 2019 National Dealer 
Convention, Mr Voortman said the focus in 
recent years on volume of sales rather than 
profitability had eroded margins and must be 
reversed.

“As volumes of new car sales have grown in 
recent years, Dealer margins and profitability 
have eroded. The strong focus on new car 
volumes driven by incentive programs are 
well-documented, and as an industry we have 
always been alert to the problem of margin 
compression. But the absolute need to reverse 
it during these times is very strong,” he said. 

“Dealers and OEMs now simply need to work 
together to address this. Putting the margin 
back in the metal, restoring profitability, 
reversing margin compression – these are 
all discussions we need to be having with 
our OEM partners, because the only true 
partnership is one in which all parties benefit.”

Mr Voortman said he had been encouraged 
by recent statements from prominent people 
within the industry. 

“Recently, Nissan’s Global Chief Executive 
has spoken about the need to focus on 
profitability over volume. In the UK, Honda 

has announced a restructure that will see the 
removal of volume-driven targets, and an 
increased emphasis on throughput through 
the dealership. And most recently in an 
Australian context, I was encouraged to hear 
from Mark Cameron that it’s absolutely critical 
we return our focus to profitability rather than 
volume.”

Regulatory concerns

The second area of concern Mr Voortman 
outlined related to the regulatory framework 
under which Dealers operate. He highlighted 
the ‘setback’ of the Federal Government 
accepting the Royal Commission into 
Banking’s recommendation that Point-of-
Sale exemption be abolished and rejected 
“the continued unwelcome intrusion of state 
governments into our industry, with the 
Luxury Car Tax levied by the Victorian State 
Government”.

“Importantly, through all of these 
developments AADA has been there, striving 
to be a credible, visible and influential industry 
association that new car Dealers deserve and 
can depend on,” he said.

“When we gathered 12 months ago the 
market downturn was well under way, and 
it has persisted for the 12 months since 
then. The slide in sales is a somewhat global 
phenomenon, but in Australia there are some 
unique factors that have played a relevant part. 
The very tight credit market; the drought in 

parts of Australia; constraints on supply due to 
a number of factors – all of these have played 
a part. And while the AADA cannot change 
market forces, we can shine a light on the 
industry and advocate for a better industry.

“There are a host of policy issues on which 
AADA will be working in the coming 12 
months.”

Automotive Code of Conduct

The Automotive Code of Conduct is the major 
policy issue with which AADA is concerned. 
Mr Voortman said much progress had been 
made in the last 12 months since the Labor 
Opposition announced its support for the 
policy at the AADA 2018 National Dealer 
Convention. This was followed some months 
later by the Government matching that 
commitment. 

“The devil, however, is in the detail, and we’re 
now at a stage where we’re working with the 
Government to nut out what that Automotive 
Code will look like,” he said. 

“We know the exact elements that have to 
be in it. As we see it, it needs to include a 
full and direct link between the investment 
sought by an OEM and the tenure offered to a 
Dealer. It also needs to provide a management 
framework for ACL (Australian Consumer 
Law) claims. It needs better dispute resolution 
mechanisms, better protections for Dealers 
exiting the network, better protections against 

AADA 2019 NATIONAL DEALER CONVENTION & EXPO WRAP UP      Australian Automotive Dealer Association 



unfair contract terms, and leads to our Dealers 
being able to collectively bargain with their 
OEM partners.”

Mr Voortman also reiterated the importance 
to the industry of finance and insurance, and 
called for certainty from government on the 
matter.

“We need decision makers in Canberra to 
realise that finance and insurance are an 
important part of Dealer profitability, and 
constantly changing the rules undermines not 
only our ability to make money but also to 
service our customers,” he said.

“The recommendation to abolish the Point- 
of-Sale exemption is an example of a policy 
that has been developed to fix a problem 
which does not exist. According to the 
Royal Commission, Dealers do not operate 
under responsible lending laws. We know in 
practice that we do. We do so because we have 
agreements with finance providers that compel 
us to operate under those circumstances. 
Forcing Dealers to obtain licenses will merely 
create a double licensing regime, adding to 

the regulatory costs in the dealership and 
potentially restricting competition.” 

Another area of concern was taxation, with the 
Queensland and Victorian Governments both 
introducing Luxury Car Taxes in the past 12 to 
18 months.

“Anyone who’s worked in this industry in the 
past 20 years will know that governments – 
both state and federal – see our industry as a 
bit of a cash cow. Car Dealers are some of the 
biggest tax collectors on behalf of government 
in this country, but the situation is clearly out 
of control,” Mr Voortman said. 

“The fact is that new cars are safer, more fuel 
efficient and more environmentally-friendly 
than the older cars on the road. We should be 
encouraging people to purchase these vehicles, 
not applying punitive taxation to discourage 
them from doing so.”

Mr Voortman also called on Dealers to be 
more active in better promoting the industry.

“The car Dealer does suffer – unfairly in my 
view – from reputational issues; however, 

Dealers bring a host of societal benefits to this 
country. We generate significant economic 
activity, we employ tens of thousands of 
Australians, including many apprentices, and 
all over Australia – not only in the cities but 
in the country and the regions. These benefits 
extend to the products we sell. We play a major 
role in servicing and repairing the nation’s fleet 
and keeping it safe, and an excellent example 
of that is the Takata airbag recall, which would 
not have been possible without the established 
network of Dealers we have in this country.

“I want to encourage each of you to do as good 
a job as you can in promoting our industry, 
whether it’s to future employees, politicians or 
the general public. I encourage every one of 
you to visit your local Member of Parliament 
or, better yet, ask them to visit you in your 
dealership so they can see what a sophisticated 
business you run and what an important part 
of the community it is. Explain to them the 
benefits and use our DealerNomics tool. Let 
them know that the decisions they are making 
have serious effects on the business, your 
customers and your employees.”

Google Reviews 101
for Dealerships
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CANBERRA PRESENCE PAYING OFF: KEATING

The establishment of an office in 
Canberra helped AADA become one 
of Australia’s most effective business 

associations, according to AADA Chairman, 
Terry Keating.

Speaking at the AADA 2019 National Dealer 
Convention, Mr Keating said the last 12 
months had seen AADA mature its secretariat 
to the point where it could now respond in a 
timely manner to any and all issues. 

“We now have the administration office in 
Melbourne and a small facility in Canberra. 
The decision to open the Canberra office 
has given us great agility to react to matters 
of advocacy and policy on a national level. 
Indeed, I’ve been told by insiders that we 
are being seen as one of the really effective 
operators in these matters, and in the opinion 
of some – nice to hear – perhaps more effective 
than some associations that have been around 
for a lot longer than we have,” Mr Keating said.

“The credit for that has to go to the foresight 
and the ability of our recently-retired CEO, 
David Blackhall, to understand what his board 
wanted him to do and then to go and create 
that image. In doing so, we create our presence 
in Canberra get  in front of all the regulators 
and politicians we need to be in front of to 
explain on your behalf some of the issues that 
beset us, and, hopefully, find ways to at least 
bring the pendulum, if you like, back into the 
centre.”

Mr Keating also credited Mr Blackhall with 
the progress being made on developing an 
Automotive Code of Conduct, and said his 
legacy was profound.

“David joined us in 2016. We talked him into 
joining us for three months. That was due 

to an illness of his predecessor. When his 
predecessor was unable to return to us, David 
agreed to stay on. He served with us for more 
than four years and, at the end, he leaves us 
with a highly-competent team, I think that 
speaks volumes for his professionalism and his 
industry nous.”

Mr Blackhall had started the ball rolling, but 
much work remains for AADA to achieve its 
policy objectives.

“One of David’s great legacies will be to get 
new car Dealers the Code that will recognise 
that Dealer businesses are unique in a broader 
franchising sense, and that we want and intend 
to get a balanced arrangement for Dealers, 
including but not limited to a link between 
tenure and capital investment.

“We want an inclusion in the framework for 
all the Australian Consumer Law claims to 
be paid and to be addressed, and we want 
obligations on the distributors at the end of the 
term. I have to say that some brands already 
do this. There are a lot of brands that really do 
the right thing. A lot of brands have got great 
relationships with their Dealer bodies, and it’s 
probably no coincidence that when you look 
at those brands – when you look at some of 
the market leaders – there’s quite an overlap of 
the two."

As ever, Dealers have issues to contend with, 
including a drop in new car sales over the past 
year or two. Mr Keating said he hoped the fall 
in new car sales figures was due in part to a 
reduction in the number of ‘cyber cars’ being 
reported.

“If you look at the headline numbers published 
every month, the industry is declining by six, 
seven, eight thousand units a month in some 

months. It has been for probably most of the 
last 15 to 18 months,” he said. 

“This is just a personal opinion: I suspect 
that some of that decline is a reduction in the 
number of cyber cars, and to the extent that 
they are contributing, their numbers are being 
reduced. I think that’s a good thing for the 
industry. So maybe the headline number isn’t 
as bad as we think, and hopefully it will also 
turn around shortly.

On other issues Mr Keating said the Banking 
Royal Commission had “made the sourcing 
of finance products for our customers that 
much more difficult”, and that the drought was 
having a big impact on rural and provincial 
Dealers. He stressed, however, that Dealers 
had always faced challenges and probably 
always would, which is why it was important 
to come together to find solutions.

“These factors and others have a big impact 
on our bottom line. As Dealers, we’ve always 
worked on benchmarks, guided by some of the 
big accounting firms. Two percent of turnover 
is probably a pretty sensible way to run your 
business, but right now I would suspect that, 
sadly, many Dealers would think two percent 
looks like a pretty distant mirage.

“But, having said that, we’ve had these sorts 
of road blocks in the years gone past. We’ve 
had all sorts of issues, we’ve survived the 
GFC, we’ve survived droughts, we’ve had any 
myriad of problems. We had interest rates 
at 18 percent, some of us can remember, so 
we’ve always had some issues and we probably 
always will continue to have issues. By and 
large, we’ve always found a way through and I 
think this time should be no different.”

AADA 2019 NATIONAL DEALER CONVENTION & EXPO WRAP UP      Australian Automotive Dealer Association 



automotivedealer.com.au  |  NOVEMBER 2019  |  39

The retail automotive industry does a 
great job of supporting and nurturing 
the women in its ranks; it just needs to 

get better at attracting them, and developing 
them into leadership roles, according to 
the Gender Diversity panel at the AADA 
National Dealer Convention & Expo in 
September.

The panel, hosted by Andrea Culligan, 
Engagement Partner, Deloitte Private 
– Commercial Advisory, discussed the 
importance of gender diversity in the 
workforce and how to achieve it, and reflected 
on their own personal experiences.

Ms Culligan began by referencing the 
McKinsey Report, which showed the benefits 
of having a strong female presence in business. 

“In those organisations where they have 
gender diversity as a very strong, quote, 
strategy, they’re continuously rewarded with 
success, with compound annual growth 
increase of 3.5 percent per annum. So, nothing 
light, they’re very large percentages,” she said.

“And if we look at companies where women 
made up at least 15 percent of senior 
managers, they had more than 50 percent 
higher profitability. If we look at Australia – if 
we would look at gender diversity as a priority 
– we would boost the Australian economy by 
12 percent, which is $297b a year. 

“Obviously there’s a number of statistics and 
data showing us that it’s important. But this 

is not an industry that is prevalent in having 
women join the industry.”

On that basis, Ms Culligan said, it was 
important for men to support and mentor 
those women who do make it into the 
industry.

“There are so many opportunities for us to 
have a diverse and equal workforce, and really 
celebrate those doing great things bringing 
women into the business as well,” she said.

Edwina Gilbert, Director, Phil Gilbert Motor 
Group, said she had been extremely well-
supported during her career by the men 
around her.

“I’ve always felt like I’ve had a seat at the table 
at the various OEMs I’ve attended. I don’t feel 
like I’ve had to fight to be there,” she said. 

“I think, generally, when people are in this 
industry they’re relatively well-supported, 
whether at Dealer or OEM level, but what 
we’re not getting is that attraction. It’s not 
something that people are thinking about at 
a secondary or tertiary level. It’s not on their 
vocational list of aspirational careers, but once 
they get into the industry they fall in love 
with it and I think they are well-supported 
by any number of male mentors. There aren’t 
as many female mentors, but there are some 
really strong male mentors who are focused 
on making sure that women do survive in this 
industry.”

Rebecca Frizelle, Chief Operating Officer, 
Frizelle Prestige, said gender diversity was 
important because it brought balance to the 
workforce.

“I’m a big believer in balance. I think balance 
is better in everything we do, whether it’s our 
lifestyle or our place of business. I think it 
just drives a stronger business if we do have a 
balance with home life,” she said.

“I’ve had wonderful male mentors around me, 
I’ve been greatly supported, and there is no 
way I could have done this role without the 
men I’ve had around me. 

“What this is about is attracting more women 
to the industry, because I think we have a poor 
reputation out there for all the wrong reasons. 
Women don’t see this as an attractive industry 
where they’ll be supported and welcomed on 
the whole. And the reality is, in my experience, 
they would be generally across the board. 
We’ve got to get a lot better at that, because we 
all struggle with the talent pool at the moment 
– there is not enough talent out there and we’re 
paying too much for it. So from a commercial 
perspective it makes so much sense to broaden 
the talent pool you’re drawing from and attract 
women into this industry. But I do make 
the strong point: best person for the job, not 
quotas.”

Raelene Murphy, Board Member, Stillwell 
Motor Group, said it was important to reach 
a ‘critical mass’ of women in the workforce. 
If there were just one or two, or they were in 
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CUSTOMER FOCUS THE KEY TO F&I 
RECOVERY: PANEL

roles that were essentially traditional service 
roles, “you’re not really effecting change”.

Ms Murphy said her belief was that the motor 
industry was “a little bit behind, because we 
haven’t got that feeder of females going in, to 
get to those top jobs”.

“One of the problems you’ve got in the 
industry, when you haven’t got too many 
women in senior roles, is that you’re not 
getting the feeder of women in there who 
are going to make a difference. In the same 
way as in the board environment. It’s okay 
to say, ‘Okay, we’re targeting 30 percent’, but 
30 percent of people who really have CEO 
experience and line management experience 
and entrepreneurial experience, and all the 

things that make a difference at corporate level 
– it is quite hard,” she said.

“We’re so desperate to get women on boards – 
as we should be because it’s the right outcome 
– that we’re taking them before they’ve actually 
realised the experiences they need in order to 
make that difference at board level. 

“We’re still not getting any movement on 
women in CEO roles, and that’s really your key 
feeder to boards. So we’ve got to get women 
into CEO roles, and to make a difference in 
the motor industry we’ve got to get women 
in senior roles. In my experience, to do that 
you’ve got to be culturally aligned and you’ve 
got to set the tone at the top.” 

Stefanee Lovett, Principal, Mercurius 

Consulting, said setting quotas sends a bad 
message to young women who were only hired 
to reach target numbers. Nonetheless, she said 
the Federal Government was encouraging 
ASX companies to increase to 30 percent the 
number of women on their boards.

“What I’d like to see the government do over 
the next couple of years is encourage more 
women into non-traditional work areas, rather 
than thinking they only have a certain path,” 
she said. 

“Not everybody wants to be a CEO, not 
everybody wants to be senior management, 
but I think we still need to be encouraging 
people to be the best workers that they can be 
and providing a framework or a pathway for 
them to find out what that is.”

Putting the customer back at the 
centre of the process is the key to 
adapting to the changing Finance 

and Insurance environment. That was the 
conclusion of the F&I panel at the AADA 
2019 National Dealer Convention & Expo.

F&I departments have been under siege 
for a few years, with inquiries by ASIC and 
ACCC regulatory reviews to these crucial 
income generators. Our panel, hosted by 
Chris Mandile, Director, Deloitte Motor 
Industry Services, and consisting of the 
leaders of two major finance companies and 
two major insurance companies, discussed 
the ramifications, including potential 
changes to Point-of-Sale exemptions.

“We have seen a very rapid decline in what’s 
coming into the insurance income area of 
the business, so for a lot of the Dealers in the 
room, they are actually starting to walk away 
from some of the insurance products,” Mr 
Mandile said.

Malcolm Tilbrook, CEO, Eric Insurance Ltd, 
said the industry needed to take ownership of 
its past mistakes before it could move forward.

“In understanding what the future holds for 
retail insurance we have to acknowledge a little 
bit of the past, and I think the issue that’s been 
evident in the past is the customer has not 
been put at the centre of the insurance side of 
F&I over the journey,” he said. 

“Firstly, the construct of products and the 
price of products did not meet what I think fits 
under that banner of community expectation, 
and certainly didn’t fit the expectation of our 
regulators. So I think that led to what we’ve 
seen with both ASIC investigations, and 
ultimately it played out through the Royal 
Commission as well. You’ve got to put a 
line through the past and acknowledge the 
industry has done the wrong thing in that 
regard. 

“There are a few key pointers to where the 
future lies. Government’s been very clear 
about not necessarily banning these products, 
but what they’ve asked the industry to do is 
focus on the construct of the product to make 

AADA 2019 NATIONAL DEALER CONVENTION & EXPO WRAP UP      Australian Automotive Dealer Association 



automotivedealer.com.au  |  NOVEMBER 2019  |  41

sure that features and benefits are good and 
valuable for the consumer. They’ve wanted us 
to look at the price – as in don’t overinflate the 
price by paying the distribution channel way 
too much money – and they’ve also looked at 
the selling processes, because they’ve looked 
inside dealerships and said that the process 
of selling insurance has been way too difficult 
and way too convoluted, and customers have 
not understood what they’re buying. 

“I think the key to the future of insurance is to 
actually go back and do what Dealers are good 
at, which is to put the customer at the centre 
of what they’re doing. I think that’s one of the 
good parts about the legislation that’s coming 
into play now, that insurers are obliged under 
product design and distribution obligation, and 
the regulator has intervention powers. They’re 
effectively saying to the insurance industry, 
‘produce good products and we’ll leave you 
alone’. And I think that’s where the future lies.”

Michael Winter, Chief General Manager, 
Retail Distribution, Allianz Australia, pledged 
Allianz would work with Dealers to help 
improve the customer experience. 

“It can all sound a bit grim in terms of ‘how do 
we respond?’,” he said.

“If it’s a platform provider bringing a rideshare 
solution to a consumer, more often than not 
they’re going to build insurance as part of that 
service. And that’s very difficult to try and 
break into. Alternatively, if you think where 
a connected car might go, where people are 
talking about ‘pay as you drive’, I think we’re 
well-placed through assistance and we’re 
already doing this with some manufacturers 
– to be connected to the car, to provide 
assistance – and when that technology’s 
connected that opens up opportunities for us 
to work with Dealers, to say ‘can you sell pay as 
you go at your business?’, which might be more 

meaningful for that customer rather than 
standard motor insurance products.”

On the Finance side, Peter Jones, Managing 
Director, Nissan Financial Services Australia 
& New Zealand, said low rate APRs (Annual 
Percentage Rates) would continue to provide 
opportunities. 

“We see there is a future in lower rates. I think 
it’s actually about integrating it into the whole 
sales process. One of the things that the low 
rate offers have proven is that if you drive 
everybody through the business manager, 
you get a much higher penetration. We see an 
uptick in sales every time we do it,” he said.

John Chandler, President & CEO, Toyota 
Financial Services, saw many opportunities to 
experiment “in terms of retention. So, targeted 
offers, even risk-based ideas,” he said.

Return on investment is what any 
business strives for, but with dealership 
ROI falling to as low as 0.4 percent in 

the second half of 2018 dealerships are facing 
tough times. 

The expert panel, hosted by Dale McCauley, 
Partner, Deloitte Motor Industry Services, 
at the AADA 2019 Convention & Expo in 
September, discussed the issues.

Mr McCauley said he believed profitability 
was the number one issue Dealers should be 
talking about. He asked the panel members 
how their businesses’ ROI had changed over 
the last 12 months and what they thought was 
causing it.

ROI IS MORE THAN JUST SALES: PANEL
Mark Woelders, Managing Director, 
Motorama Group, said dealership ROI 
had been the victim of ‘a perfect storm’ 
combination of the ASIC inquiry into 
finance and insurance, the Banking Royal 
Commission and a lack of consumer 
confidence.

“And then I think Dealers and OEMs 
have been caught short, with an overstock 
situation,” Mr Woelders said.

“The market’s come back quicker than what 
we anticipated, and the more stock, the less 
gross as we push it out the door. But it’s also 
an opportunity for OEMs and Dealers to work 
better together in partnership to get it right for 

the future and deal with the current problems 
as one, rather than moving from one problem 
to the next.”

Wade von Bibra, Managing Director, von Bibra 
Motor Group, said ROI had been declining for 
the past two or three years.

“We’re desperate at the moment so, right, 
we’ve been doing this, let’s make sure, so we’re 
here right now and we can start the trend of 
increasing ROI,” he said. 

“The market’s back 10 percent in new car 
sales, financial regulations have made it really 
difficult. It’s tough to get a deal, and then a lot 
of the time we can’t get that deal approved, so 
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DISPUTE RESOLUTION KEY TO STRONG 
AUTO CODE: PANEL

we’re handing back deposits and walking away 
from business. It’s a real challenge but in these 
tough times you’d like to think, as Dealers and 
as OEMs, as financiers, that we all really bind 
together and say, ‘look, we’re all a part of this 
problem, we all need to be part of the solution 
and work together to try and improve the 
current situation.”

Mr von Bibra said the industry needed to 
address the ‘pre-report, tremendous volume-
push’ trend that saw Dealers reporting cars as 
sold in order to trigger income from OEMs.

“This situation that we’re in, where Dealers 
have a two- or three-thousand-dollar price 
advantage over the Dealer up the road or 
down the road because they’ve pre-reported 
cars and demo’d cars, is just not healthy. Unless 
we can fix that, that’s going to undermine a lot 
of the good work the Dealers are doing.”

Graeme Stewart, Director, Gasmak Motor 
Group, challenged Dealers to examine their 
methods. “ROI is not just monetary,” he said. 

“ROI is about reward for effort. Everything we 
do, everything we focus on in our business in 
the supply chain, if we focus on the process 
– and stripping things out of the process – 
we can improve the indicator, which is the 
monetary value at the end of that activity.

“When you look at why Toyota is a standout 
among the OEMs, they have a direct 
relationship and a direct conversation with 
the Dealers on everything they do. Many of 
the OEMs do not. Some go out with their own 
opinion of how things are sold, how things are 
done, to their own detriment, actually. And, 
unfortunately, the detriment, whatever they 
do, that becomes the market leveller.

“If you’re putting effort into anything – if 
you’re not getting the reward you want out of it 
– then change. Do something different, look at 
it from a different angle, approach the subject 
differently. That’s what we need to focus on as 
Dealers, I think, in the current market going 
forward. The game plan is going to be this way 
for a little while.” 

Debbie Clark, Director & Dealer Principal, 
Nepean Motor Group, urged Dealers to look 
beyond just sales for their income.

“The biggest challenge we have today is…we’re 
up to about 72 brands and we compete for a 
maybe one million market. You’ve got the rats 
– with all due respect – at the top, and you’ve 
got the mice, and we’re all fighting for that one 
customer that walks into our dealership,” she 
said. 

“Some positives have come out of that. We 
used to focus very heavily on the front end 
of our business, and the back end used to 
just rattle along. Now, it should be forcing 
us as a network to focus on the back end of 
our business strongly as well – our service 
department and our parts – because that’s 
where we’re going to get our next customer 
from.”

Ensuring a robust dispute resolution 
process is part of the Automotive 
Code is the most important next step 

for AADA as it works with the Federal 
Government in the development of the Code, 
according to MacPherson Kelley National 
Director, James Sturgess.

Mr Sturgess was speaking as part of the 
Automotive Code Panel at the AADA 2019 
National Dealer Convention & Expo in 
Melbourne in September.

Mr Sturgess said AADA had “done an 
absolutely magnificent job pushing the Code 
to where it is now, for both sides of Parliament 
to say we’re willing” to bring in an Automotive 
Code. 

“The bit I would really like to see happen is the 
dispute resolution part of the process,” he said. 

“The single biggest thing we can do, now that 
we’ve got both sides of government’s attention, 
is really hammer home on the dispute 
resolution part, because the legal system is an 

absolute disaster for solving dispute resolutions 
in the commercial setting we’re all living in.”

HWL Ebsworth Lawyers lead partner, Evan 
Stents, said the current Franchise Code did not 
protect Dealers against unfair terminations, 
which he would prioritise in the Automotive 
Code.

“There are things in there that provide significant 
disadvantages for Dealers, given their level of 
investment. For instance, there’s still a ‘no-fault’ 
termination in the Code,” Mr Stents said.
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“It’s a bit of a furphy to say a Dealer must give 
reason to terminate the agreement, because 
the OEMs are under a no-fault arrangement 
and don’t have to give reasons to Dealers when 
they don’t renew the Dealer’s franchise.

“Dealers generally enter into an agreement 
with more than one term as a right of renewal 
but it’s an illusory right, and off the back of 
that right investments are made thinking 
there’s more than one term. But getting to the 
end of that term the OEM might say they’re 
not renewing because they don’t want to go 
through the breach scenario where there’s an 
obligation to remedy or an opportunity for 
them to be challenged.”

Mr Stents argued Dealers should be afforded 
the same rights and protections given to lessees 
in real estate matters where the tenant (Dealer) 
was the party with the right of renewal, not the 
landlord (OEM).

Mr Stents said it was essential Dealer 
agreements with OEMs include mandatory 
buy-back terms and minimum tenure clauses 
with minimum notice. 

“The government is saying it doesn’t want to 
mandate buy-back obligations, but they’re 
already in place within the Dealer agreements,” 
he said

“The only reason Dealers have those vehicles 
in stock is because of the requirements by 
OEMs in that same agreement.”

Mr Sturgess agreed, arguing that Dealers need 
protection in the case of dealership closures.

“You enter into an agreement for the life of the 
dealership. If for some reason the Dealer wants 
to get out that’s fine, but if the OEM wants to 
shut down a dealership for whatever reason, 
you need to be having a conversation about 
compensation,” he said.

Mr Sturgess said it was crucial the Automotive 
Code remained outside the Franchise Code.

“An annexed code is a watered-down code. 
The issues we’re talking about you might be 
able to squeeze into an annex, but it would be 
watering down the arguments by accepting 
that,” he said.

Mr Stents pointed out that with eight 
standalone industry codes covering other 
industries, it was imperative the automotive 
industry was not shackled to a shared code 
that doesn’t work for the auto industry. He also 
stressed that any Automotive Code should be 
future-proofed by ensuring it was not limited 
to franchising alone.

He said that while the current franchising code 
of conduct comes under the Department of 
Treasury, an Automotive Code should come 
under the Department of Small Business.

HWL Ebsworth Lawyers partner, Maria 
Townsend, said an Automotive Code would 
hopefully give Dealers the ability to join forces 
and strike collective bargaining agreements 
with OEMs.
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