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Make a cup of tea and get comfortable 
because this latest edition of 
Automotive Dealer is brimming with 

content. Aside from the regular staples, in this 
issue we comprehensively cover the program 
for the upcoming AADA National Dealer 
Convention. This August, the Convention will 
gather heavyweights from auto, government 
and entertainment industries into a completely 
new setting: the Melbourne Convention and 
Exhibition Centre. It’s going to be a cracker, so 
register now and do not miss out.

Shifting gears, policy is an incredibly 
important part of the AADA and this 
magazine. 

One particular issue which we 
have been lobbying involves the 
relaxation of private new car 
importing into the country. 
The AADA is working hard to convey the 
message to government, media and the general 
public that relaxing these laws is not a good 
idea. In a recent interview with the ABC, I 
reiterated the facts: Australians already enjoy 
competitively priced cars, many of which 
undercut overseas equivalents at the ‘bread 
and butter level’. 

FROM THE AADA CEO

Patrick Tessier
AADA CEO

Plus, importing new cars not originally 
intended for sale in Australia is potentially 
dangerous. This is especially true when taking 
into account unique Australian driving 
conditions, recalls and other factors such as 
stolen or previously damaged vehicles illegally 
being sold to unsuspecting consumers.

It is an issue that AADA will continue to 
monitor and report on. For more details, see 
our comprehensive report over the page. 

In the meantime, I hope you enjoy our latest 
publication and if you’d like to contribute your 
feedback or suggestions, email us at editor@
automotivedealer.com.au.

The recent agreement by the major 
Dealer council chairmen to support 
the formation of the Australian 

Motor Dealer Council (AMDC) under the 
chairmanship of Doug Dickson was the 
highlight of a campaign the AADA board 
began just over a year ago. Previously, non-
Dealers determined what the agenda was and 
spoke as if they were experts in regard to what 
Dealers do for a living. 

The formation of the AMDC means for the 
first time the issues which AADA will pursue 
are determined by the Dealers who actually 
live with day to day industry problems. 
Dealers are very resilient; they adapt quickly 
to changing circumstances and don’t need 
anyone to hold their hand. 

FROM THE AADA CHAIRMAN

Ian Field
AADA Chairman

What they do need is for 
bureaucrats and politicians to 
understand the complexity of a 
modern motor dealership. 
A current issue is the fitting of non-genuine 
and counterfeit parts. Recently a number 
of industry participants agreed they would 
inform the public when this occurs. The 
insurance companies for the most part have 
product disclosure statements which say only 
genuine parts will be fitted during standard 
warranty periods. 
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AADA has enquired about how they ensure 
this actually happens given the way in which 
panel beaters are required to quote the lowest 
price to get the work and then, in some cases, 
are asked to provide volume discounts up to 
10%. AADA would also like to know more 
about what ‘standard warranty’ actually means 
. . . We are still waiting.

I encourage you to Google ‘CNN counterfeit 
parts’ to see what is happening in the US when 
the forcing down of repair costs is taken to 
extremes.
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The Federal Government is proposing 
amendments to new car import rules 
which would give consumers the ability 

to import new cars into the country outside 
of established frameworks; an issue which has 
been comprehensively covered in the pages of 
Automotive Dealer.

The AADA’s stance is firm: relaxing new car 
import laws is not only unnecessary, but 
potentially dangerous to the consumers it is 
supposed to benefit.

Our voice however, is just one amongst a 
myriad of others from across the auto industry, 
many of which are uncovering the pitfalls of 
this proposed scheme.

The decision to relax new car importation laws 
is set to go to cabinet ahead of a decision later 
this year and according to Federal Assistant 
Minister for Infrastructure, Jamie Briggs 
‘any potential changes… will be focussed on 
ensuring consumers have access to the lowest 
cost, safety and youngest car fleet possible.’

But don’t consumers already have access to 
this in Australia? And will new import rules 
actually benefit the consumer at all?

These questions were tackled head-on in a 
detailed investigation which recently appeared 
in the Sydney Morning Herald titled What 
Drives New Car Prices.

The story, which examines the import 
issue from a number of angles, highlights 
that the Government’s plan is flawed since 
‘most European car makers will not sell new 
individual vehicles to the public, meaning 
prospective users of the scheme would need 
to go through a secondary channel that could 
bring safety and insurance repercussions.’

The bottom line is that when compared with 
equivalent models sold in markets such as 
Japan and the UK, Australia’s new cars are 
competitively priced and often better value 
as evidenced in the table below. This new car 
affordability data is referred to as one of the 
many ‘inconvenient truths’ often ignored by 
industry skeptics.

What’s more, a comparison of popular 
nameplates from today (compared with their 
forefathers from over 20 years ago) further 
demonstrates just how competitive and 
generously equipped new cars are in Australia 
today.

One aspect of the new car pricing system that 
does push up prices (and quite ironically as 
pointed out in the SMH article) is the way cars 
are taxed.

Even if importation laws are relaxed and 
consumers are able to bring new cars into the 
country themselves, they will be subject to 

PROPOSED IMPORT LAW CHANGES 
SHAKE INDUSTRY
Consumers will unlikely benefit from changes to new car import rules, and local operations will be 
hurt, says an increasing number of voices from Australia’s auto industry.

the same range of taxes included on cars sold 
through the Dealer network.

This includes GST, the import tariff (on cars 
from selected countries) and the Luxury Car 
Tax (LCT) which Automotive Dealer readers 
will be well aware of.

All these taxes would still be payable on cars 
imported independently, along with substantial 
shipping fees estimated to be in their thousands 
per vehicle, more than what manufacturers 
(who ship in bulk), pay.

What Australians pay, compared 
with similar overseas right-hand 
drive markets:

Michael Deed,  Policy Director - AADA, Terry Keating, Deputy Chair - AADA and  Patrick Tessier, CEO - AADA discuss imports 
with Senator Kim Carr at the FCAI Annual Dinner. Photo: Donna Ellis.
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Notes: 1. Prices are Manufacturer’s List Price and includes GST 
applicable to the base/standard specification model but does not 
include dealer delivery and various government charges (e.g. 
registration fees, stamp duty, CTP and the like) normally included 
in a ‘driveaway’ price. Any LCT applicable is shown in the notes 
column. 

2. For conversion purposes we have used the average daily exchange 
rate during the 1st half of 2014 from the Reserve Bank of Australia, 
Exchange Rate Data [http://www.rba.gov.au/statistics/hist-
exchange-rates/index.html]—$1 to £0.55 GBP. 

3. Price in the UK if a model with the same level of specification as 
Australian variant was available. Where a model with this level 
of specification is not available, these prices are based on estimates 
from the brand.
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The recent price benchmarking project facilitated by the 
Federal Chamber of Automotive Industries (FCAI) has 
caused quite a stir in the auto community and beyond.

The results of the project, which was undertaken by IHS 
Automotive, clearly demonstrate that Australian consumers pay 
less for new cars than those in the UK and New Zealand in almost 
all cases. 

Like Australia, the UK and NZ are right-hand drive markets 
and for this reason were selected as a fair choice for comparison. 
Despite the protests of some industry commentators, you cannot 
compare prices in the huge US left-hand drive market to Australia.

As part of its comprehensive results, the FCAI highlights the 
competitiveness of Australia’s new car market, noting the 67 brands 
on offer with over 350 light car models competing for consumer 
attention. These figures are amplified when compared to bigger 
markets like the US and Canada, which sell substantially less 
brands – just 51 and 49 respectively.

Whilst the FCAI was not able to compare all 350 models sold in 
Australia with their overseas equivalents, a number of models were 
selected, representing a diverse cross-section of mainstream and 
premium brands.

From the popular Mazda3, Ford Focus and Toyota Corolla – to 
the BMW 3 series and Range Rover Sport, models were compared 
based on equivalent specification levels – making for a more fair 
and accurate analysis.

The comparison did not include additional costs such as stamp 
duty, registration and other taxes, which vary considerably between 
markets. Instead the FCAI drew on the manufacturer’s list price, 
or estimates from the manufacturer where specification levels 
conflicted. 

The study was by no means a quick or unsophisticated comparison 
however; instead it’s the result of intense research and thorough 
analysis, as pointed out by FCAI CEO Tony Weber:

‘In no way is [the study] overly simplistic, this has not been a 
simplistic exercise at all. What we’ve done is compare apples with 
apples.

I think this is the most honest way to do it and this is the only 
meaningful comparison of the two markets. The taxation regime is 
not really at play.’

The table (right) shows price data collected on models sold in 
Australia and the UK based on equivalent specification.

OUR APPLES ARE CHEAPER 
The FCAI has compared ‘apples with apples’ in a study that examines the price  
of new cars sold in Oz compared with those in other right-hand drive markets. 

Vehicle Price in 
Australia 
(MLP)1

Price in UK2 
(of Australian-
spec model3)

Notes

Ford Focus Trend hatch AUD$22,290 AUD$32,325

Mazda3 Neo hatch AUD$23,792 AUD $31,405 Some difference in 
specification level 
in the UK

Toyota Corolla Ascent 
Sport hatch

AUD$23,540 AUD $24,250 Sold as the Toyota 
Auris Icon in the UK

Audi A4 2.0 TFSI quattro 
S tronic Ambition

AUD$59,900 AUD$63,427

Audi A3 Sportback 1.4 
TFSI S tronic (92kW)

AUD$35,600 AUD$37,641 Designated ‘SE’ in 
UK and ‘Attraction’ 
in Australia

Audi Q5 2.0 TDI quattro S 
tronic (130kW)

AUD$62,600 AUD$63,645

BMW 3 series 328i AUD$69,400 AUD$68,808

Mercedes-Benz C-class AUD$60,900 AUD$56,659

Mercedes-Benz A180 AUD$35,600 AUD$42,417

Mercedes-Benz A45 AMG AUD$74,900 AUD$87,156

Mercedes-Benz ML350 
BlueTec Diesel

AUD$92,303 AUD$100,410 AU Price listed 
excludes a LCT 
payment of $9,933, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$102,236.

Land Rover Freelander 
2 TD4 SE

AUD$54,100 AUD$55,832

Range Rover Evoque eD4 
Pure

AUD$49,995 AUD$46,795

Range Rover Sport SDV6 
HSE

AUD$110,688 AUD$103,486 AU Price listed 
excludes a LCT 
payment of $15,541, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$126,229.

Notes:  1. Prices are Manufacturer’s List Price and includes GST applicable to the base/
standard specification model but does not include dealer delivery and various government 
charges (e.g. registration fees, stamp duty, CTP and the like) normally included in a ‘drive-
away’ price. Any LCT applicable is shown in the notes column.

2. For conversion purposes we have used the average daily exchange rate during the 1st 
half of 2014 from the Reserve Bank of Australia, Exchange Rate Data [http://www.rba.gov.
au/statistics/hist-exchange-rates/index.html]—$1 to £0.55 GBP.

3. Price in the UK if a model with the same level of specification as Australian variant was 
available. Where a model with this level of specification is not available, these prices are 
based on estimates from the brand.

10  |  SEPTEMBER/OCTOBER 2014  |  automotivedealer.com.au

CONSUMER NEWS       Australian Automotive Dealer Association

The recent price benchmarking project facilitated by the 
Federal Chamber of Automotive Industries (FCAI) has 
caused quite a stir in the auto community and beyond.

The results of the project, which was undertaken by IHS 
Automotive, clearly demonstrate that Australian consumers pay 
less for new cars than those in the UK and New Zealand in almost 
all cases. 

Like Australia, the UK and NZ are right-hand drive markets 
and for this reason were selected as a fair choice for comparison. 
Despite the protests of some industry commentators, you cannot 
compare prices in the huge US left-hand drive market to Australia.

As part of its comprehensive results, the FCAI highlights the 
competitiveness of Australia’s new car market, noting the 67 brands 
on offer with over 350 light car models competing for consumer 
attention. These figures are amplified when compared to bigger 
markets like the US and Canada, which sell substantially less 
brands – just 51 and 49 respectively.

Whilst the FCAI was not able to compare all 350 models sold in 
Australia with their overseas equivalents, a number of models were 
selected, representing a diverse cross-section of mainstream and 
premium brands.

From the popular Mazda3, Ford Focus and Toyota Corolla – to 
the BMW 3 series and Range Rover Sport, models were compared 
based on equivalent specification levels – making for a more fair 
and accurate analysis.

The comparison did not include additional costs such as stamp 
duty, registration and other taxes, which vary considerably between 
markets. Instead the FCAI drew on the manufacturer’s list price, 
or estimates from the manufacturer where specification levels 
conflicted. 

The study was by no means a quick or unsophisticated comparison 
however; instead it’s the result of intense research and thorough 
analysis, as pointed out by FCAI CEO Tony Weber:

‘In no way is [the study] overly simplistic, this has not been a 
simplistic exercise at all. What we’ve done is compare apples with 
apples.

I think this is the most honest way to do it and this is the only 
meaningful comparison of the two markets. The taxation regime is 
not really at play.’

The table (right) shows price data collected on models sold in 
Australia and the UK based on equivalent specification.

OUR APPLES ARE CHEAPER 
The FCAI has compared ‘apples with apples’ in a study that examines the price  
of new cars sold in Oz compared with those in other right-hand drive markets. 

Vehicle Price in 
Australia 
(MLP)1

Price in UK2 
(of Australian-
spec model3)

Notes

Ford Focus Trend hatch AUD$22,290 AUD$32,325

Mazda3 Neo hatch AUD$23,792 AUD $31,405 Some difference in 
specification level 
in the UK

Toyota Corolla Ascent 
Sport hatch

AUD$23,540 AUD $24,250 Sold as the Toyota 
Auris Icon in the UK

Audi A4 2.0 TFSI quattro 
S tronic Ambition

AUD$59,900 AUD$63,427

Audi A3 Sportback 1.4 
TFSI S tronic (92kW)

AUD$35,600 AUD$37,641 Designated ‘SE’ in 
UK and ‘Attraction’ 
in Australia

Audi Q5 2.0 TDI quattro S 
tronic (130kW)

AUD$62,600 AUD$63,645

BMW 3 series 328i AUD$69,400 AUD$68,808

Mercedes-Benz C-class AUD$60,900 AUD$56,659

Mercedes-Benz A180 AUD$35,600 AUD$42,417

Mercedes-Benz A45 AMG AUD$74,900 AUD$87,156

Mercedes-Benz ML350 
BlueTec Diesel

AUD$92,303 AUD$100,410 AU Price listed 
excludes a LCT 
payment of $9,933, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$102,236.

Land Rover Freelander 
2 TD4 SE

AUD$54,100 AUD$55,832

Range Rover Evoque eD4 
Pure

AUD$49,995 AUD$46,795

Range Rover Sport SDV6 
HSE

AUD$110,688 AUD$103,486 AU Price listed 
excludes a LCT 
payment of $15,541, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$126,229.

Notes:  1. Prices are Manufacturer’s List Price and includes GST applicable to the base/
standard specification model but does not include dealer delivery and various government 
charges (e.g. registration fees, stamp duty, CTP and the like) normally included in a ‘drive-
away’ price. Any LCT applicable is shown in the notes column.

2. For conversion purposes we have used the average daily exchange rate during the 1st 
half of 2014 from the Reserve Bank of Australia, Exchange Rate Data [http://www.rba.gov.
au/statistics/hist-exchange-rates/index.html]—$1 to £0.55 GBP.

3. Price in the UK if a model with the same level of specification as Australian variant was 
available. Where a model with this level of specification is not available, these prices are 
based on estimates from the brand.

10  |  SEPTEMBER/OCTOBER 2014  |  automotivedealer.com.au

CONSUMER NEWS       Australian Automotive Dealer Association

The recent price benchmarking project facilitated by the 
Federal Chamber of Automotive Industries (FCAI) has 
caused quite a stir in the auto community and beyond.

The results of the project, which was undertaken by IHS 
Automotive, clearly demonstrate that Australian consumers pay 
less for new cars than those in the UK and New Zealand in almost 
all cases. 

Like Australia, the UK and NZ are right-hand drive markets 
and for this reason were selected as a fair choice for comparison. 
Despite the protests of some industry commentators, you cannot 
compare prices in the huge US left-hand drive market to Australia.

As part of its comprehensive results, the FCAI highlights the 
competitiveness of Australia’s new car market, noting the 67 brands 
on offer with over 350 light car models competing for consumer 
attention. These figures are amplified when compared to bigger 
markets like the US and Canada, which sell substantially less 
brands – just 51 and 49 respectively.

Whilst the FCAI was not able to compare all 350 models sold in 
Australia with their overseas equivalents, a number of models were 
selected, representing a diverse cross-section of mainstream and 
premium brands.

From the popular Mazda3, Ford Focus and Toyota Corolla – to 
the BMW 3 series and Range Rover Sport, models were compared 
based on equivalent specification levels – making for a more fair 
and accurate analysis.

The comparison did not include additional costs such as stamp 
duty, registration and other taxes, which vary considerably between 
markets. Instead the FCAI drew on the manufacturer’s list price, 
or estimates from the manufacturer where specification levels 
conflicted. 

The study was by no means a quick or unsophisticated comparison 
however; instead it’s the result of intense research and thorough 
analysis, as pointed out by FCAI CEO Tony Weber:

‘In no way is [the study] overly simplistic, this has not been a 
simplistic exercise at all. What we’ve done is compare apples with 
apples.

I think this is the most honest way to do it and this is the only 
meaningful comparison of the two markets. The taxation regime is 
not really at play.’

The table (right) shows price data collected on models sold in 
Australia and the UK based on equivalent specification.

OUR APPLES ARE CHEAPER 
The FCAI has compared ‘apples with apples’ in a study that examines the price  
of new cars sold in Oz compared with those in other right-hand drive markets. 

Vehicle Price in 
Australia 
(MLP)1

Price in UK2 
(of Australian-
spec model3)

Notes

Ford Focus Trend hatch AUD$22,290 AUD$32,325

Mazda3 Neo hatch AUD$23,792 AUD $31,405 Some difference in 
specification level 
in the UK

Toyota Corolla Ascent 
Sport hatch

AUD$23,540 AUD $24,250 Sold as the Toyota 
Auris Icon in the UK

Audi A4 2.0 TFSI quattro 
S tronic Ambition

AUD$59,900 AUD$63,427

Audi A3 Sportback 1.4 
TFSI S tronic (92kW)

AUD$35,600 AUD$37,641 Designated ‘SE’ in 
UK and ‘Attraction’ 
in Australia

Audi Q5 2.0 TDI quattro S 
tronic (130kW)

AUD$62,600 AUD$63,645

BMW 3 series 328i AUD$69,400 AUD$68,808

Mercedes-Benz C-class AUD$60,900 AUD$56,659

Mercedes-Benz A180 AUD$35,600 AUD$42,417

Mercedes-Benz A45 AMG AUD$74,900 AUD$87,156

Mercedes-Benz ML350 
BlueTec Diesel

AUD$92,303 AUD$100,410 AU Price listed 
excludes a LCT 
payment of $9,933, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$102,236.

Land Rover Freelander 
2 TD4 SE

AUD$54,100 AUD$55,832

Range Rover Evoque eD4 
Pure

AUD$49,995 AUD$46,795

Range Rover Sport SDV6 
HSE

AUD$110,688 AUD$103,486 AU Price listed 
excludes a LCT 
payment of $15,541, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$126,229.

Notes:  1. Prices are Manufacturer’s List Price and includes GST applicable to the base/
standard specification model but does not include dealer delivery and various government 
charges (e.g. registration fees, stamp duty, CTP and the like) normally included in a ‘drive-
away’ price. Any LCT applicable is shown in the notes column.

2. For conversion purposes we have used the average daily exchange rate during the 1st 
half of 2014 from the Reserve Bank of Australia, Exchange Rate Data [http://www.rba.gov.
au/statistics/hist-exchange-rates/index.html]—$1 to £0.55 GBP.

3. Price in the UK if a model with the same level of specification as Australian variant was 
available. Where a model with this level of specification is not available, these prices are 
based on estimates from the brand.

10  |  SEPTEMBER/OCTOBER 2014  |  automotivedealer.com.au

CONSUMER NEWS       Australian Automotive Dealer Association

The recent price benchmarking project facilitated by the 
Federal Chamber of Automotive Industries (FCAI) has 
caused quite a stir in the auto community and beyond.

The results of the project, which was undertaken by IHS 
Automotive, clearly demonstrate that Australian consumers pay 
less for new cars than those in the UK and New Zealand in almost 
all cases. 

Like Australia, the UK and NZ are right-hand drive markets 
and for this reason were selected as a fair choice for comparison. 
Despite the protests of some industry commentators, you cannot 
compare prices in the huge US left-hand drive market to Australia.

As part of its comprehensive results, the FCAI highlights the 
competitiveness of Australia’s new car market, noting the 67 brands 
on offer with over 350 light car models competing for consumer 
attention. These figures are amplified when compared to bigger 
markets like the US and Canada, which sell substantially less 
brands – just 51 and 49 respectively.

Whilst the FCAI was not able to compare all 350 models sold in 
Australia with their overseas equivalents, a number of models were 
selected, representing a diverse cross-section of mainstream and 
premium brands.

From the popular Mazda3, Ford Focus and Toyota Corolla – to 
the BMW 3 series and Range Rover Sport, models were compared 
based on equivalent specification levels – making for a more fair 
and accurate analysis.

The comparison did not include additional costs such as stamp 
duty, registration and other taxes, which vary considerably between 
markets. Instead the FCAI drew on the manufacturer’s list price, 
or estimates from the manufacturer where specification levels 
conflicted. 

The study was by no means a quick or unsophisticated comparison 
however; instead it’s the result of intense research and thorough 
analysis, as pointed out by FCAI CEO Tony Weber:

‘In no way is [the study] overly simplistic, this has not been a 
simplistic exercise at all. What we’ve done is compare apples with 
apples.

I think this is the most honest way to do it and this is the only 
meaningful comparison of the two markets. The taxation regime is 
not really at play.’

The table (right) shows price data collected on models sold in 
Australia and the UK based on equivalent specification.

OUR APPLES ARE CHEAPER 
The FCAI has compared ‘apples with apples’ in a study that examines the price  
of new cars sold in Oz compared with those in other right-hand drive markets. 

Vehicle Price in 
Australia 
(MLP)1

Price in UK2 
(of Australian-
spec model3)

Notes

Ford Focus Trend hatch AUD$22,290 AUD$32,325

Mazda3 Neo hatch AUD$23,792 AUD $31,405 Some difference in 
specification level 
in the UK

Toyota Corolla Ascent 
Sport hatch

AUD$23,540 AUD $24,250 Sold as the Toyota 
Auris Icon in the UK

Audi A4 2.0 TFSI quattro 
S tronic Ambition

AUD$59,900 AUD$63,427

Audi A3 Sportback 1.4 
TFSI S tronic (92kW)

AUD$35,600 AUD$37,641 Designated ‘SE’ in 
UK and ‘Attraction’ 
in Australia

Audi Q5 2.0 TDI quattro S 
tronic (130kW)

AUD$62,600 AUD$63,645

BMW 3 series 328i AUD$69,400 AUD$68,808

Mercedes-Benz C-class AUD$60,900 AUD$56,659

Mercedes-Benz A180 AUD$35,600 AUD$42,417

Mercedes-Benz A45 AMG AUD$74,900 AUD$87,156

Mercedes-Benz ML350 
BlueTec Diesel

AUD$92,303 AUD$100,410 AU Price listed 
excludes a LCT 
payment of $9,933, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$102,236.

Land Rover Freelander 
2 TD4 SE

AUD$54,100 AUD$55,832

Range Rover Evoque eD4 
Pure

AUD$49,995 AUD$46,795

Range Rover Sport SDV6 
HSE

AUD$110,688 AUD$103,486 AU Price listed 
excludes a LCT 
payment of $15,541, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$126,229.

Notes:  1. Prices are Manufacturer’s List Price and includes GST applicable to the base/
standard specification model but does not include dealer delivery and various government 
charges (e.g. registration fees, stamp duty, CTP and the like) normally included in a ‘drive-
away’ price. Any LCT applicable is shown in the notes column.

2. For conversion purposes we have used the average daily exchange rate during the 1st 
half of 2014 from the Reserve Bank of Australia, Exchange Rate Data [http://www.rba.gov.
au/statistics/hist-exchange-rates/index.html]—$1 to £0.55 GBP.

3. Price in the UK if a model with the same level of specification as Australian variant was 
available. Where a model with this level of specification is not available, these prices are 
based on estimates from the brand.
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I think this is the most honest way to do it and this is the only 
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not really at play.’

The table (right) shows price data collected on models sold in 
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Mazda3 Neo hatch AUD$23,792 AUD $31,405 Some difference in 
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AUD$23,540 AUD $24,250 Sold as the Toyota 
Auris Icon in the UK

Audi A4 2.0 TFSI quattro 
S tronic Ambition
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Audi A3 Sportback 1.4 
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AUD$35,600 AUD$37,641 Designated ‘SE’ in 
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BMW 3 series 328i AUD$69,400 AUD$68,808

Mercedes-Benz C-class AUD$60,900 AUD$56,659

Mercedes-Benz A180 AUD$35,600 AUD$42,417

Mercedes-Benz A45 AMG AUD$74,900 AUD$87,156

Mercedes-Benz ML350 
BlueTec Diesel

AUD$92,303 AUD$100,410 AU Price listed 
excludes a LCT 
payment of $9,933, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$102,236.

Land Rover Freelander 
2 TD4 SE

AUD$54,100 AUD$55,832

Range Rover Evoque eD4 
Pure

AUD$49,995 AUD$46,795

Range Rover Sport SDV6 
HSE

AUD$110,688 AUD$103,486 AU Price listed 
excludes a LCT 
payment of $15,541, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$126,229.

Notes:  1. Prices are Manufacturer’s List Price and includes GST applicable to the base/
standard specification model but does not include dealer delivery and various government 
charges (e.g. registration fees, stamp duty, CTP and the like) normally included in a ‘drive-
away’ price. Any LCT applicable is shown in the notes column.

2. For conversion purposes we have used the average daily exchange rate during the 1st 
half of 2014 from the Reserve Bank of Australia, Exchange Rate Data [http://www.rba.gov.
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3. Price in the UK if a model with the same level of specification as Australian variant was 
available. Where a model with this level of specification is not available, these prices are 
based on estimates from the brand.



The combination of these factors seems to 
negate any perceived savings to the privately-
importing consumer, notwithstanding the 
potential safety issues raised by many industry 
players.

‘You buy a car from a Dealer in Australia and 
the consumer protection is incredibly robust. 
But buy a vehicle from overseas, and there’s 
every risk that it’s stolen, under finance or it’s 
two cars welded together as one. It’s a huge 
issue’ says David McCarthy – Mercedes-Benz 
Australia corporate communications manager.

This is echoed by Porsche Australia 
spokesman, Paul Ellis:

‘If [the deregulation plan] is allowed to go 
ahead it will bring into the country cars 
with questionable ownership history and 
questionable servicing history… it will also 
jeopardise resale values of existing cars that 
meet stringent quality standards put in place 
for new vehicle sales in Australia’ Mr Ellis said.

Another factor that weighs into the debate 
includes the modifications made to overseas 
vehicles so that they’re able to cope with 
Australian conditions.

Many manufacturers tweak the cars they 
import into Australia to cope with hotter 
climates, coarser roads and Australian-specific 
motoring preferences. Vehicles intended 
to be driven in Europe, Asia etc. that are 
brought directly into the country will likely 
underperform compared to their Oz-spec 
equivalents.

AADA agrees that in all retail industries, 
Australian consumers deserve a fair deal 
and prices. However, the lowest price does 
not always mean the greatest value – and 
considering the range of drawbacks consumers 
could likely face if import laws are relaxed, 
deregulation does not seem like the greatest 
option.

David McCarthy puts it well: ‘Of course we 
want to protect our business. But our business 
is also protecting our customers.’

Considering the uncertainty surrounding the 
price of importing mainstream cars (adding 
taxes and shipping fees), the question remains:  
Will consumers really be better off? 
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Senator, the Hon Kim Carr 
Acknowledges AADA Concerns

Senator for Victoria, the Hon Kim Carr 
recently responded to a letter from AADA 
CEO Patrick Tessier which outlined the 
Association’s concerns surrounding the impact 
of relaxing private new car importation laws.

In his response, Carr states how ‘Labor is 
concerned that the Government has ignored 
the warnings of experienced Dealers that 
safety and service standards cannot be 
guaranteed in direct personal imports of cars.’

He also highlights the complexities of 
purchasing a car and that sub-standard 
products cannot simply be returned: ‘Buying a 
car is not like buying a book on Amazon,’ Mr 
Carr says, ‘once the car arrives the consumer 
can hardly return it if it is faulty and there will 
be none of the support traditionally provided 
by car dealerships in Australia.’ 

Carr says that Labor will closely monitor the 
Government decision regarding this issue and 
assures that it ‘will not support any change in 
the law that allows potentially sub-standard 
vehicles to flood the market.’

POLICY       Australian Automotive Dealer Association 
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On 16 April 2015, the Assistant Minister 
for Infrastructure and Regional 
Development, the Hon Jamie Briggs 

MP (Mayor, South Australia) announced the 
Government’s proposal to reduce restrictions 
preventing Australian consumers from 
personally importing motor vehicles from 
overseas. The Minister admitted there was 
an element of ‘buyer beware’ in the proposal 
in terms of parts, warranties, shipment and 
selection of vehicle but ‘the market would 
create products which would cover that 
situation’. 

The AADA immediately responded to the 
Government’s announcements, claiming the 
Minister was being irresponsible by making 
statements such as ‘let the buyer beware’, 
when there were no details on how the 
proposal would be administered and enforced 
by Customs and Border Protection, the 
Department of Infrastructure and Regional 
Development (DIRD), the Australian Taxation 
Office and other law enforcement agencies. 

BIG RISKS FACE CONSUMERS IN 
PROPOSED VEHICLE IMPORTS
Assistant Minister Briggs MP Calls For Further Submissions On The  
Proposal To Reduce Restrictions On Personal Importation Of Motor Vehicles.

The proposal shifts all the risks of ownership 
to the consumer and will ultimately hurt 
consumers as there is no manufacturer’s 
warranty and only limited enforceable 
protection against a non-resident supplier 
under Australian Consumer Law (ACL). 
A motor vehicle is a complex mechanical 
product and can’t simply be posted back if 
imported from an overseas Dealer or through 
a faceless internet transaction.

The Government cannot expect the authorised 
Dealer network in Australia to assume the 
risks associated with a personal import. 
Australian Dealers have invested around $17 
billion in facilities to service the products 
they sell. The authorised Dealer network 
underpins consumer protection through its 
substantial investment in specialised workshop 
facilities, inventories of spare parts, technology 
and training to support the products they 
sell which are backed by a manufacturer’s 
warranty, and fixed price servicing.

The expert body on vehicle crime in Australia, 
the National Motor Vehicle Theft Reduction 
Council (NMVTRC) warned of a potential 
upsurge in car thefts and related crimes if the 
Government pushed ahead with the proposal. 
‘Consumers will be placed at risk as they will 
have no way of knowing or checking whether 
the car they are importing has been reported 
stolen previously or whether it has suffered 
from damage which is not visibly identifiable’ 
said Executive Director, Ray Carroll.  
NMVTRC stated that car theft was a global 
problem, with criminal gangs making millions 
of dollars by stealing cars and then re-birthing 
them for local and export markets.

Minister Briggs has invited additional 
comments on the proposal which will lead 
to the development of a Regulatory Impact 
Statement (RIS) and the Government’s final 
decision. Dealers are encouraged to email 
comments to MVSAreview@infrastructure.
gov.au before close of business Friday 29 May 
2015.

POLICY       Australian Automotive Dealer Association 
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PARALLEL IMPORTS & PROFESSOR 
HARPER’S RECOMMENDATION 
The Harper Competition Policy Panel Review presented its final report  to the Hon Bruce Billson MP, 
Minister for Small Business on 6 March 2015. 

Professor Harper’s recommendation 
to remove restrictions on parallel 
imports of motor vehicles flys in the 

face of public statements made by Federal 
Ministers, following AADA representations to 
Government. Federal Industry Minister Ian 
Macfarlane has said: ‘No decision has been 
taken by the Australian Government to reduce 
these restrictions and we have no intention 
of allowing Australia to become the dumping 
ground for other countries’ old second-hand 
vehicles.’

Macfarlane was backed by a similar statement 
by the Hon Jamie Briggs MP, Assistant 
Minister for Infrastructure and Regional 
Development referring to ‘other countries’ 
second-hand lemons’.

The economic theory 
leading to the Harper Panel 
recommendation ignores the 
reality of the new motor vehicle 
market in Australia, the most 
highly competitive right-hand 
drive market in the world. 
Moves to relax restrictions on 
the personal importation on 
new and used motor vehicles 
will ultimately hurt consumers.
The authorised Dealer network in Australia 
underpins consumer protection through 
substantial investment in specialised 
equipment and workshop facilities, inventories 
of spare parts, technology and training to 
support their products and a manufacturer’s 
warranty and fixed price servicing. 

Recommendation 13 concerning parallel imports is below:

RECOMMENDATION 13 – PARALLEL IMPORTS
Restrictions on parallel imports should be removed unless it can be 
shown that:

• the benefits of the restrictions to the community as a whole 
outweigh the costs; and

• the objectives of the restriction can only be achieved by 
restricting competition.

Consistent with the recommendations of recent Productivity 
Commission Reviews, parallel import restrictions on books and 
second-hand cars should be removed, subject to transitional 
arrangements as recommended by the Productivity Commission.

Remaining provisions of the Copyright Act 1968 that restrict parallel 
imports, and the parallel importation defence under the Trade Marks 
Act 1995, should be reviewed by an independent body, such as the 
Productivity Commission.

POLICY       Australian Automotive Dealer Association 



AADA estimates Dealers have invested around 
$17 billion in facilities to service the brands 
they sell.

A personal import by a consumer from an 
overseas supplier or via a faceless internet 
transaction may initially seem attractive in 
terms of pricing, but carries risks that must be 
assumed by the consumer, such as:

• lack of provenance of the vehicle;

• no ANCAP safety rating;

• Lack of Australian Design Rule (ADR) 
compliance;

• lack of manufacturer’s warranty and 
notification of recall;

• vehicle may not be fit for purpose for 
Australian operating conditions (poor 
fuel quality, radiators, air conditioning, 
suspension, dust protection);

• lack of spare parts and specialised 
servicing and repair facilities;

• limited recourse against supplier and 
protection under Australian Consumer 
Law;

• ability to insure the vehicle; and

• tradability of vehicle.

AADA has previously raised concerns about 
consumer risk and safety in its submission to 
the review of the Motor Vehicle Standards Act 
1989 (the MVS Act). 

AADA understands Cabinet is to consider 
the initial findings of the review of the MVS 
Act in mid-April and has made its concerns 
known in a letter to all Senators and Members 
of Parliament. AADA has also written to all 
Dealers asking them to assist in raising our 
concerns by contacting their local member. 

For more information about this issue or  
how you can contribute your voice, contact: 
AADA Policy Director, Michael Deed -  
email: mdeed@aada.asn.au.

A CAR PART AND ACCESSORY ITEM  
IS SOLD EVERY 4 SECONDS ON EBAY.

  1300 66 11 33

  dealersolutions.com.au

Sell Parts Online

Which means by the time you’ve finished 
reading this, more than 5 sales will have 
been made. Are you missing out? 

Let us help you increase your sales.  
Contact us about our Parts Connector 
solutions today.
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This is the first comprehensive review of 
Australia’s competition laws and policy 
in over 20 years.

The mammoth report runs to 539 pages, 
weighs close to 1.5 kg and contains 56 
recommendations. Based on length and weight 
alone, the Government has certainly got value 
for money.

The Panel consulted across a wide-section 
of the Australian community and from 
participants in all sectors of the economy. 
It received almost 350 submissions in 
response to the Issues Paper and around 
600 submissions to the Draft Report. 
AADA’s submission and all non-confidential 
submissions are published on the website 
competitionpolicyreview.com.au. 

The top five issues raised were misuse of 
market power, retail trading hours, road 
transport, planning and zoning, and 
supermarkets.

Competition policy reform is critical 
to improving Australia’s productivity 
performance and to sustaining our living 
standards into the future. The Panel identified 
three major forces for change, which stand out 
as influencing the Australian economy now 
and into the foreseeable future:

• industrialisation of developing nations 
and, in particular, the rise of Asia and the 
growing Asian middle class;

• ageing of the Australian population; and

• diffusion of digital technologies, with 
their potential to disrupt established 
patterns of economic activity.

The Panel made a number 
of recommendations in the 
areas of:

• competition policy;

• competition laws;

• competition institutions;

• small business; and 

• retail markets.

Competition policy

In the area of competition policy, the Panel 
recommended, amongst other things, that 
priority be given to removing regulations 
restricting competition in planning and 
zoning, taxis and ride-sharing and product 
standards. 

HARPER’S COMPETITION  
POLICY REVIEW FINAL REPORT
Professor Ian Harper presented his Final Report of the Competition Policy Review 
to the Hon Bruce Billson MP, Minister for Small Business on 6 March 2015.
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The Panel considered that reform of taxi 
regulation in most jurisdictions is long 
overdue. Regulation limiting the number of 
taxi licences and preventing other services 
from competing with taxis has raised 
costs for consumers, including elderly and 
disadvantaged consumers, and hindered the 
emergence of innovative passenger transport 
services.

The Panel noted the advent of ride-sharing 
services both in Australia and overseas 
has been particularly controversial, with 
regulatory agencies questioning their legality. 
Technological change is also disrupting the 
taxi industry, with ride sharing apps, such 
as Uber, connecting passengers with private 
drivers. Booking methods are also being 
challenged by the emergence of apps such as 
GoCatch and ingogo.

Competition laws

The effectiveness of competition laws was 
examined and the Panel found section 46, 
dealing with misuse of market power, is 

lacking in its current form and does not 
usefully distinguish pro-competitive conduct 
from anti-competitive conduct.

The Panel heard concerns about the 
behaviours of larger businesses in their supply 
chains in relation to unconscionable conduct. 
The Panel noted the recent Federal Court 
declarations instituted by the ACCC in relation 
to Coles and noted the current unconscionable 
conduct provisions are working as intended to 
meet their policy goals. It recommended active 
and ongoing review of these provisions should 
occur as other matters arise.

Competition institutions

The Panel recommended the creation 
of a new national competition body, the 
Australian Council for Competition Policy 
(ACCP). While the ACCC would retain 
both competition and consumer functions, 
a separate access and pricing regulator could 
be established with responsibility for existing 
regulatory functions. 

To learn more, please visit searchoptics.com.au/blueprint
or call 0431-733-282.

Our truly responsive website solution
is optimised for Google’s new  
mobile-friendly search results,  
so you’ll see better leads and  

increased conversion. 

This would not sit well with the ACCC, which 
in recent times has been very effective in dealing 
with misuse of market power and unconscionable 
conduct.

Small business

Small business concerns are being addressed 
by the Minister for Small Business with the 
creation of the Small Business and Family 
Enterprise Ombudsman and extension of unfair 
contract provisions. A new Franchising Code of 
Conduct addressing concerns of small business 
commenced from 1 January 2015.

Retail markets 

Competition in retail markets was an important 
focus for the review, including competition 
in grocery and fuel retailing, regulations on 
planning, zoning and trading hours, and specific 
regulations such as those affecting pharmacy and 
liquor retailing.

AADA’s submission and the full report can be 
viewed at: www.competitionpolicyreview.com.au
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The finance minister under Louis XIV’s 
reign said ‘The art of taxation consists 
in so plucking the goose to obtain the 

greatest amount of feathers with the smallest 
possible amount of hissing.’

High tax rates, unfairness and complexity 
hold back Australian living standards. With 
this in mind the Government released its tax 
discussion paper titled Re:think in Melbourne 
on 20 March 2015, with an invitation to the 
Australian community to be involved in a 
national conversation on tax reform. The 
end goal is to achieve a better tax system that 
delivers lower, simpler and fairer taxes. The 
discussion paper runs to 196 pages and lists 66 
questions for consideration.

Australia’s tax system raises 
revenue to fund important 
public services like health, 
education, infrastructure, 
defense and social welfare 
payments. Thirty nine (39%) 
per cent of taxes raised in 
Australia come from personal 
income taxes, whilst company 
taxes make up 19 per cent 
– staggeringly, just a dozen 
companies pay around one third 
of Australia’s total company tax. 
Meanwhile, GST accounts for  
12 per cent of taxes.  
Australia has a relatively high reliance on 
income taxes compared to other developed 
countries. However this dependence will 
become increasingly unsustainable with the 

LOWER. SIMPLER. FAIRER. GOVERNMENT 
TAX REFORM WILL AFFECT US ALL
The Government is on a mission to achieve a better tax system to serve Australia  
now and into the future – and all are being invited to join the conversation.

implications of an aging population becoming 
a major concern.

Right now there are about 4.5 Australians of 
traditional working age (between 15-64 years 
old) for every retiree (aged over 65). By the 
year 2055 however, this will nearly half to 
around 2.7 Australians of traditional working 
age for every person over 65.

Considering that people under 65 years old 
have historically paid the most in personal 
income taxes – tax reform is a necessary 
change for future stability.

Australian tax revenue is drawn from more 
than 100 different taxes and the Federal 
Government raises around 81 per cent of total 
tax revenue in Australia. State and territory 
governments collect around 15 per cent of 
tax revenue through stamp duty, payroll and 
property taxes and receive around 45 per 

cent of their revenues through transfers from 
the Federal Government, including all GST 
revenue.

The Treasurer has said ‘All taxes in Australia 
are now under increasing structural pressure.’ 

The need for tax reform is driven by a number 
of factors including economic costs of a 
system that was designed in a different era and 
struggling to deal with multinational trade, 
increasing global competition for investment, 
the internet and the digital economy. Also, 
bracket creep is pushing people onto higher 
tax rates and the percentage of taxpayers in the 
top two tax rates is expected to increase from 
around 27 per cent to 43 per cent by 2024-25.

What’s more, whilst the need to support our 
community’s disadvantaged and vulnerable 
is incredibly important, it is another area 
that will become difficult to sustain without 
change. 
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The Social Services portfolio for example, 
represents over one third of Commonwealth 
Government funding (just shy of $150 
billion each year) and is the biggest spending 
portfolio.

In terms of reforming our taxes, the 
Government’s previously stated objective is 
to deliver taxes that are lower, simpler and 
fairer:

Lower Taxes

The Government is committed to keeping 
taxes lower. Treasury research estimates that 
for each additional $1 collected in company 
tax the living standards of Australian 
households is reduced by 50 cents in the long 
run because of reduced investment.

Simpler Taxes

Achieving a tax system that is easier to 
understand and comply with is a major 
objective. 

The current tax system is too complex, with 
significant resources spent on tax compliance 
and management. Tax compliance costs are in 
the order of $40 billion a year.

Fairer Taxes

The tax system should strike a balance 
between raising enough revenue to fund 
public services whilst maintaining reward 
for effort and providing incentives to work 
and innovate. Australia’s tax and transfer 
system contributes to fair outcomes, but can 
discourage workforce participation for some 
people. The gap between the relatively high top 
marginal rate and the company rate results in 
tax planning and avoidance.

Principles for Tax Systems

A well-designed tax system will meet its 
revenue raising objective whilst balancing 
the core principles of equity, efficiency and 
simplicity. This involves fairness in the 
distribution of the tax burden, efficient tax 

collection that has the lowest possible cost 
and a tax system that’s easy to understand and 
comply with.

Other principles could also be added. The 
Rudd Government’s 2010 Henry Tax Review 
(the last major review of Australia’s tax system) 
emphasised the importance of sustainability, 
that is, the ability to meet the changing 
revenue needs of Government and consistency 
across tax laws and treatments.

As contributing members to Australia’s 
economy both personally and as business 
owners, there’s plenty to be gained by 
Australian Dealers who follow this emerging 
tax reform conversation. For more information 
or to make a submission of your own, visit: 
bettertax.gov.au.

The AADA will also be lodging a submission 
which considers the implications of tax reform 
on the multibillion dollar retail automotive 
industry.
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In today’s workplace, people stay in their jobs 
for an average of just over four years – so 
the idea of somebody working in the same 

company for over 30 is becoming increasingly 
rare.

But that’s exactly what Bob Graziano achieved. 
The former Ford Australia boss reached the 
significant milestone of 32 years with Ford 
Motor Company, before retiring earlier this 
year, in March.

Since 1982, Graziano has been part of the 
fabric that makes up almost every aspect of 
Ford’s operations. He started as a Sales Analyst 
in the Omaha Ford District Office – and an 
ambitious nature and relentless drive quickly 
propelled him up the ranks.

Highlights of his colourful career include his 
role as President and CEO of Ford Australia, 
his work as Brand Manager, Director and 
Product Manager at Ford North America, and 
his Chairmanship of the Federal Chamber of 
Automotive Industries (FCAI). 

Amongst his diverse career history, Graziano 
was also appointed General Marketing 
Manager of Ford Brazil and Chairman and 
CEO of Ford Motors, China. Adding to this, 
Graziano worked as Executive Vice President 
and Representative Director for the Mazda 
Motor Corporation.

Graziano has also retired from his 
aforementioned position as FCAI President 
and Chairman. 

The FCAI is Australia’s peak industry 
organisation representing the manufacturers 
and importers of passenger vehicles, light 
commercial vehicles and motorcycles in 
Australia. Since joining the FCAI in 2010, 
Graziano was able to make key contributions 
to the organisation’s long list of achievements.

‘We thank Bob Graziano for the leadership, 
advice and strategic direction he has provided 
the FCAI during his time as a director and 
president,’ said FCAI CEO, Tony Weber.

BOB GRAZIANO RETIRES
An illustrious career comes to a close for Ford Motor 
Company Australia’s former President and CEO.

‘His commitment and experience has helped 
the FCAI successfully advocate across a broad-
range of issues for the benefit of the entire 
Australian automotive industry.’

Most Australians will recognise Graziano 
for his local leadership of Ford factories in 
Broadmeadows and Geelong. Despite the 
former CEO’s resignation, both factories will 
continue operations until October 2016.

Graziano said in a media 
statement: ‘Leading the team 
in Australia through such an 
important and difficult time 
has been an honour’.
The progress we have made on transforming 
the business in the last two years has 
been dramatic – completely rethinking 
the experience our Dealers deliver to our 
customers and dramatically improving sales 
and service satisfaction, securing robust 
agreements that will allow manufacturing 
employees to move on from Ford with dignity 
and hope, and ensuring we can continue to 
serve our customers with 20 new vehicles by 
2020.’

Ford Asia Pacific President Dave Schoch 
praised Graziano for his leadership and vision.

‘Bob has been a terrific leader for Ford in so 
many roles around the world,’ he said.

‘With Bob at the helm, we have set the 
business on a new path that will result in a 
thriving product development centre and a 
world-class marketing and sales organisation 
serving the wants and needs in Australia for 
years to come.’

Bob also spoke last year at the AADA National 
Dealer Convention, inspiring the crowd of 
delegates with his wealth of global knowledge 
and peerless insight into the automotive 
industry.

For Graziano, family played a big role in his 
decision to retire. It was time to repatriate 
to Detroit to join his wife and five children 
who moved to the US 18 months prior to 
announcing his retirement.

Throughout his globetrotting career and 
diverse range of roles, one thing always 
remained – Bob’s unwavering passion for the 
automotive industry.

His work in creating the foundation and 
strategy behind Ford Australia and New 
Zealand’s challenging transition into a new era 
will remain a notable part of his legacy.

Ford Australia’s now previous head of sales and 
marketing, Graeme Whickman, will take over 
the position at the helm.

Whickman, 46, has spent his 18-year career 
at Ford in a variety of marketing and sales 
positions in The Americas, Europe and Asia 
Pacific. 

He will maintain his role as leader of the 
sales and marketing team, whilst looking to 
continue to improve the dealership experience 
and solidify Ford’s profitability in Australia. 
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TIME TO RE-THINK THE LUXURY CAR TAX
The recent release of the Tax Discussion Paper on 20 March has further  
highlighted the need to abolish the ‘absurd’ Luxury Car Tax (LCT).

The release of the Tax Discussion Paper 
by the Treasurer the Hon Joe Hockey 
MP on 20 March highlighted in Dealers’ 

minds that it’s time for the Luxury Car Tax 
(LCT) to end.

The LCT is a tax that is discriminatory, 
complex to administer and acts as a barrier 
to trade. The LCT tax rate of 33 per cent is an 
additional tax on a consumer, which in the 
words of a Dealer, ‘penalises those who have 
worked hard to achieve success and want to 
reward themselves.’

Back in 2010, the Henry Tax Review made its 
own assessment of the LCT: ‘Recommendation 
80: The luxury car tax should be abolished.’

Hockey’s tax discussion paper states that the 
‘LCT has a narrow tax base, is complex and 
is the Australian Government’s only tax on a 
specified good or service.’ It does not apply to 
other expensive items such as yachts, antiques, 
paintings, furs and jewellery. 

In its current format, the LCT applies to a 
range of vehicles including passenger vehicles, 
station wagons, four-wheel drives and 
limousines. It was originally introduced as part 
of the GST tax reform package and applies 
to cars sold or imported into Australia (with 

some limited exceptions), where the value of a 
car exceeds a GST-inclusive threshold. 

It currently applies at a rate of 33 per cent to 
the GST-exclusive value of the car (including 
accessories) when it exceeds the LCT 
threshold. For the 2014-15 year the threshold 
is $61,884 for regular cars and $75,375 for fuel-
efficient vehicles. 

The LCT raised $476 million in 2013-14.

The discussion paper notes that 
‘the LCT’s thresholds may not 
be an accurate representation 
of luxury in the car market 
– for example, a seven-seater 
family vehicle and a small 
sports car may both attract 
similar amounts of LCT.’
Hockey’s discussion paper also acknowledges 
that ‘changes to the LCT have increased the 
tax’s complexity over time. For instance, the 
two thresholds are now indexed to different 
price indices, that is, the thresholds are no 

longer aligned with the ‘car (depreciation) 
limit.’

Meanwhile, some industries and vehicle types 
are eligible for exemptions, but the LCT’s 
interaction with GST has made this process 
more difficult.

It is estimated that in 2014 around 94 per cent 
of vehicles subject to LCT were imported. 
This has increased from around 89 per cent in 
2005. With the cessation of manufacturing in 
Australia in 2017 the LCT is, in effect, a barrier 
to trade and at odds with the Government’s 
trade liberalisation policies and Free Trade 
Agreements.

For these reasons and more, AADA will be 
lodging a submission to the Tax White Paper 
Taskforce advocating for the abolition of the 
LCT. 

With the Government’s current intention to 
reform Australia’s tax system across the board 
(in line with its objectives for lower, simpler 
and fairer taxes) – allowing the LCT to remain 
makes little sense.

*This design is a registered property of 360 Degrees Focus.
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Vinesh George
Franchise Lawyer

In the new Code, there appears to be 
some disagreement regarding the precise 
application date of some of the key conduct 

provisions. In particular, some reports have 
suggested that pre-1 January 2015 Dealer 
Agreements do not benefit from important 
conduct provisions such as the obligation to 
act in good faith and more importantly, the 
prohibition on significant capital expenditure.

AADA’s view is that those conduct provisions 
apply to all Dealer Agreements entered into on 
or after 1 October 1998 and advice should be 
sought by Dealers from their legal advisors to 
remove any doubt.

Application Date

The basis on which AADA relies in forming its 
view is clause 3(1) of the Code, which states:

‘Subject to subclause (4), this Code applies 
to conduct occurring on or after 1 January 
2015 (other than to discharge an outstanding 
obligation that arose under the old code) in 
relation to a franchise agreement entered into on 
or after 1 October 1998.’ 

Subclause (4) relates only to the prohibition 
on release from liability, jurisdiction for 
settling disputes, costs of settling disputes 

and the effect of restraint of trade clauses 
if a franchise agreement is not extended. 
Some of those provisions do not apply to 
pre-1 January 2015 Dealer Agreements. It is 
AADA’s understanding, however, that key 
conduct provisions such as the prohibition 
on significant capital expenditure do apply to 
pre-1 January 2015 Dealer Agreements. The 
only Dealer Agreements not included would 
be pre-1 October 1998 Dealer Agreements of 
which there are unlikely to be any.

The explanatory memorandum provides 
further support that those conduct provisions 
apply to pre-1 January 2015 Dealer 
Agreements as it sets out: 

‘The Franchising Code has 
been drafted to provide the 
greatest possible coverage of 
existing and future franchise 
agreements. Except as provided 
below, the Franchising Code 
applies to conduct occurring 
on or after 1 January 2015 
in relation to a franchise 
agreement entered into on or 
after 1 October 1998’.
Therefore, it seems that most conduct 
provisions contained in the Code apply to 
most, if not all Dealer Agreements. 

The key conduct provisions that all Dealers 
ought to note are set out below.

NEW FRANCHISING CODE OF  
CONDUCT APPLIES TO CONDUCT  
ON OR AFTER 1 JANUARY 2015
January 1, 2015 marked the commencement of the new Franchising Code of Conduct (the Code), 
introducing important conduct provisions that vehicle dealers must be aware of.

Prohibition on Significant 
Capital Expenditure

A distributor must not require a Dealer to 
undertake significant capital expenditure in 
relation to a dealership during the term of the 
dealer agreement. 

‘Significant Capital Expenditure’ is not defined 
but it is said to exclude the following:

• Expenditure that is disclosed to a Dealer  
 in the disclosure document before entering  
 into or renewing the dealer agreement,  
 or extending the term or scope of the   
 Dealer agreement; 

• Expenditure approved by a majority   
 of Dealers;

• Expenditure incurred by a Dealer to  
 comply with legislation;

• Expenditure agreed to by the Dealer;

• Expenditure that the distributor considers  
 is necessary as capital investment in the  
 dealership, justified by a written statement  
 given to each affected dealer setting out:

 -  The rationale for making the investment;

 -  The amount of capital expenditure  
  required

 - The anticipated outcomes and benefits

 - The expected risks associated with   
  making the investment

This prohibition has interesting ramifications 
for the compliance processes that will be 
adopted by distributors. 

LEGAL OPERATIONS       Australian Automotive Dealer Association 
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Distributors may look more closely at 
the disclosures made in their disclosure 
documents and opt to reference new capital 
expenditure requirements in their disclosure 
documents. AADA notes; ‘Dealers should, 
therefore, look more closely at an updated 
disclosure document if one is provided or 
requested.’

Alternatively, distributors may seek the 
approval of the majority of Dealers via Dealer 
Councils. It is unclear whether obtaining the 
approval of a Dealer Council will be sufficient 
to comply with the Code as some Dealer 
Councils are informally set up and not, for 
example an incorporated association with a 
Constitution.  

Finally, distributors may choose to justify, 
through a business case statement, why any 
significant capital expenditure is required 
during the term of a Dealer Agreement. 
It is open to Dealers to challenge the 
reasonableness of the business case statement. 
Do the numbers stack up? 

If a business case is not made out, it would be a 
breach of the Code to compel Dealers to make 
the capital investment. Given the short term 
of most Dealer Agreements, it may be difficult 
for distributors to advance a business case that 
does not have regard for the interests of both 
the Dealer and the distributor.

Good Faith

The Code includes an express obligation 
on the parties to a Dealer Agreement to 
act in good faith. That obligation applies to 
negotiations before an agreement is signed, 
and during the term of the Dealer Agreement. 
It also forms part of renewal negotiations and 
applies to all conduct in any dispute. 

The term ‘good faith’ under the common 
law or unwritten law requires each party to 
‘exercise the powers conferred upon it by the 
agreement in good faith and reasonably, and 
not capriciously or for some extraneous purpose’ 
(Far Horizons Pty Ltd v McDonald’s Australia 
Ltd [2000] VSC 310). The courts will also 
consider whether the party acted honestly 
and not arbitrarily and whether the party 
co-operated to achieve the purposes of the 
agreement.

To date, Dealer Agreements have been 
standard form agreements with very little 
room for individual Dealers to negotiate. 
Some distributors have engaged with Dealer 
Councils to discuss the terms of the Dealer 
Agreement but others have applied a ‘take 
it or leave it’ approach. The period of time 
surrounding a renewal is often tense and may 
involve various reviews of performance and 
facilities. It will be interesting to see how these 
approaches evolve in future Dealer Agreement 
negotiations and renewals.

The deputy chair of the ACCC, Dr. Schaper, 
made clear the ACCC’s likely enforcement 
policy in relation to the new Code. He 
indicated the ACCC will focus on particularly 
serious conduct, including breaches of the ‘key 
pillars’ of the revised Code. 

Specifically, he said: ‘This is likely to include 
failure to act in good faith, … Fundamentally, 
good faith will require both parties to a franchise 
agreement to remain loyal to the contract they 
have entered into … Acting for an ulterior 
purpose, or in a way that undermines or denies 
the other party the benefits of the contract are 
examples of conduct that may qualify as bad 
faith.’ (Emphasis added).

Civil Penalties

For the first time, distributors will be subject 
to civil pecuniary penalties and fines (issued 
under an infringement notice) for breaches of 
certain provisions of the Code. Contravention 
of a provision of an industry code where there 
is a civil pecuniary penalty will result in a 
civil pecuniary penalty of up to a maximum 
of $51,000. Infringement notices will carry a 
maximum fine of $8500 per contravention for 
companies and $1700 per contravention for 
individuals. 

Some conduct provisions are excluded 
from being subject to a civil penalty. For 
example, the prohibition on significant capital 
expenditure does not carry a civil penalty 
but a contravention of good faith or the 
requirements for termination do carry a civil 
penalty.

Enhanced Audit Powers

In addition to the ability to seek penalties and 
fines, the ACCC will have enhanced powers 
to require distributors to provide information 
under section 51ADD notices to demonstrate 
their compliance with the Code (rather 
than simply requesting documents they are 
required to create under the Code).

The new conduct provisions and enforcement 
tools should assist in setting a minimum 
standard of behaviour amongst stakeholders in 
the franchising industry.

For further information on the new Franchising 
Code refer to the Australian Competition and 
Consumer Commission website: www.accc.gov.
au/business/industry-codes/franchising-code-
of-conduct
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CAPPED PRICE SERVICING 
UNDER THE SPOTLIGHT
ACCC to review car makers’ capped price servicing offers after Kia overcharges customers.

Kia Motors Australia will refund affected 
owners after the ACCC made their 
ruling on the manufacturer’s misleading 

advertising.

In a capped price servicing offer to customers 
starting in 2012, thousands of drivers were 
promised fixed maximum charges when their 
vehicles were serviced.

The offer appeared on Kia’s website and in 
other promotional material.

In particular, Kia promoted on its website that 
‘the capped price applicable for each service is 
the maximum you will pay for your scheduled 
service.’

However, Kia’s terms and conditions allowed 
scheduled servicing prices to change at any time 
– the investigation found that Kia had in fact 
changed these prices four times since 2012.

The ACCC stated that: ‘Kia’s advertising of 
its capped price servicing offer was likely 
to amount to a misleading representation 
to consumers that the price of having their 
vehicle serviced was capped at the maximum 
amount specified, in contravention of 
Australian Consumer Law (ACL).’

Glass’s AutoEdge Mobile Available on iPad & Tablet - autoedgemobile.com.au

Call Glass’s NOW and receive 
a one month FREE trial

The new AutoEdge Mobile gives you instant mobile access to vehicle values 
and specifications. 
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back to 1960.

• Automatic calculation adjustment for kilometres and options. 

• 12 months pricing history.

• Ability to email the valuation as a PDF or CSV file for easy integration 
into your own system.

• New vehicle models updated daily.

For further information call Glass’s on (03) 9663 3009

Visit our website: www.glassguide.com.au

Kia Motors Australia fully cooperated with the 
investigation and in response agreed to:

• amend its terms and conditions to ensure 
that service prices are genuinely capped; 

• write to affected customers confirming the 
applicable capped price for their vehicle; 

• offer refunds to customers for amounts paid 
over the applicable capped service price; 

• introduce systems preventing customers 
from being charged above the capped 
service price; and 

• implement a consumer law compliance 
program.

‘Kia is committed to service and takes its 
obligations under the ACL very seriously,’ a 
statement from the company read.

‘In consultation with the ACCC we have 
agreed to make changes to our capped price 
servicing program.’

As a result of the steps taken by Kia, the ACCC 
has decided not to take any enforcement 
action against the car maker.

‘Capped price servicing offers can be attractive 
to consumers because they are a means to lock 

in the price of servicing their vehicles for a set 
period,’ ACCC Commissioner Sarah Court said.

‘Businesses that make capped price offers of this 
type in their advertising campaigns or represent 
that consumers can fix the maximum charge for 
particular services must ensure that these offers 
are not eroded by later reliance on amendment 
provisions in their terms and conditions which 
permit price changes.’

As a result of these recent occurrences, the 
ACCC now intends to review other capped 
price service offers made to consumers to see 
whether similar issues arise.

Whilst Kia got off relatively lightly in this 
instance, a similar error could potentially cost 
manufacturers millions of dollars in fines on 
top of refunds made to affected customers.

With increased awareness about the pitfalls of 
capped price offers as a result of the Kia case, the 
next offender could well face harsher penalties. 

Warranty and servicing promises made at a 
Dealer level are equally scrutinised and so it’s 
important to ensure your offers are above board.

If you’re unsure about your obligations or 
whether your servicing/warranty offers are 
legally compliant, seek professional assistance.
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ARE THOSE PARTS GENUINE?
Consumers must be made aware if non-genuine parts are being fitted to their cars during servicing, 
and the AADA continues to wait and see how this will be managed.

Since the signing of the Agreement on 
Access to Service and Repair Information 
for Motor Vehicles 2014 (Agreement) 

in December witnessed by the Hon Bruce 
Billson MP, Minister for Small Business, 
AADA has watched in anticipation for how 
the aftermarket and insurance industries will 
ensure consumers are made aware about non-
genuine, recycled and counterfeit parts.

Through signing the Agreement, all parties, 
including the Australian Automotive 
Aftermarket Association (AAAA), Australian 
Automobile Association (AAA), and 
Australian Motor Industry Federation (AMIF) 
agreed that independent repairers must 
disclose whether they’re fitting genuine (OEM 
recommended) or non-genuine (sourced from 
an independent supplier) parts in the cars they 
service and repair. 

Though they may sometimes be cheaper to 
install, non-genuine parts can be questionable 
when it comes to quality and compliance. As 
such, it’s now agreed that consumers have a 
right to know and choose where the parts 
installed in their cars come from.

At this stage, AADA is still unaware what 
actions aftermarket and other related 
associations are taking to ensure their 
members (repairers, suppliers, motoring clubs 
etc.) adhere to this new requirement. 

Recently, AADA also raised important 
questions about the fitting of non-genuine 
parts to damaged motor vehicles repaired 
through insurance companies. 

All insurance companies should have in 
place an effective process which makes their 
contractors aware of the specific warranty on 
vehicles they repair. 

Because of the diverse range of vehicles 
and warranties in Australia, vague terms 
in Product Disclosure Statements (PDS) 
like ‘standard manufacturer warranty’ don’t 
adequately cover the differing number of 
‘standard’ years and kilometres included in 
OEM warranties.

Then there are variables like extended 
warranties, which are often not taken into 
account.

In all cases, repairers need to be aware when 
a vehicle is truly out of warranty and a system 
must be in place to inform customers if non-
genuine/recycled/counterfeit parts could be 
fitted. 

As part of the Agreement signed in December, 
all major parties, including the AADA are 
required to implement a Code of Practice, 
that is, written guidelines to help members 
comply with the ethical standards set out in 
the Agreement.

AADA’s own Code of Practice is on its website. 
It is hoped that the Code released from the 
aftermarket and other associations will shed 
more light on their plans for giving consumers 
the right to choose where their vehicle parts 
are derived from.

In the meantime, AADA will continue to 
follow and report on this issue. 
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AUTOMOTIVE TAX PLANNING 2015
BDO’s Automotive team encourages you to review the following tax planning opportunities which 
are worth considering before 30 June - now is the time for tax planning!

This article has been prepared prior to 
the Federal Budget and accordingly you 
should determine if the Budget changes 

any of these tax planning initiatives. You 
should also seek your own advice from your 
usual tax advisor who will understand your 
business and personal circumstances more 
intimately. 

A summary of general tax planning initiatives 
follows. Please note that they are a mix of both 
opportunities and important administrative 
matters:

• Trust distribution

• Division 7A loan and unpaid present 
entitlement

• Change in company tax rate

• Trading stock – demonstrator, used and 
parts

• Bad debts

• Defer sales/revenue

• Bring forward expenditure

• Prepayments

• Accrued expenses

• Building Depreciation

• Fixed assets and depreciation

• Fringe Benefits Tax

• Superannuation 

• Should you vary the PAYG Instalments?

Trust distribution

Under the current tax law, a trust must have 
distributed its annual income to beneficiaries on 
or before 30 June each year. Any undistributed 
income will be taxed in the hands of the trustee 
at the highest marginal tax rate.

Effective the year ended 30 June 2012, 
the Australian Taxation Office withdrew 
the previous concession of allowing trust 
distributions to be made within two months 
after the end of the income year in order to 
avoid the trustee being taxed.

Accordingly, it is critical for a trustee to 
have considered the income of the trust and 
made a resolution to distribute the income to 
beneficiaries on or before 30 June each year to 
properly discharge the fiduciary duties of their 
trustee role.

Division 7A loan and unpaid 
present entitlement

If your group has any Division 7A loans 
and/or unpaid present entitlement (under 
a sub-trust arrangement or otherwise), the 
minimum repayment requirement will need to 
be satisfied each year.

Under the Division 7A rules, any loan owed by 
a shareholder, or an associate of a shareholder, 
to a private company may give rise to a 
deemed dividend, unless the loan is put on 
a commercial footing under a written loan 
agreement. These rules also apply to any loan 
owed by a shareholder, or an associate of a 
shareholder of a private company to which a 
trust has previously made a trust distribution 
that has remained unpaid as an unpaid 
beneficiary entitlement (UPE).

Further, the Commissioner of Taxation is also 
of the view that a UPE may be caught by the 
Division 7A rules unless it is converted to a 
compliant Division 7A loan or treated as a 
sub-trust.

Change in company tax rate

The Government has announced that the 
company income tax rate will be reduced by 
1.5% to 28.5% from 1 July 2015.

Accordingly, there may be advantages for 
some shareholders if a company with sufficient 
franking credits pays franked dividends before 
1 July 2015.

Trading stock – demonstrator, 
used and parts

The tax legislation provides that closing 
trading stock can be valued at the end of every 
year using one of the following three methods:

• Cost

• Market selling value

• Replacement value.

Usually, the most tax effective outcome is that 
which provides the lowest value.

For used and demonstrator vehicles the most 
tax effective method is usually replacement 
value which is ascertained by way of an 
independent valuation using either a:

• ‘Suitably qualified arms length’ (TR93/209), 
‘truly independent’ (IT2648) valuer

• Recognised industry guide, for example Red 
Book (not permitted for Demonstrators)

Care should be taken to ensure that the 
valuations meet the strict requirements of the 
tax legislation outlined above, as the deduction 
derived from this valuation normally 
represents the largest single tax adjustment.

Mark Ward
Partner, 
Automotive - BDO 
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Note that it is not necessary to ‘book’ the 
adjustment through the accounting records, 
and in fact we recommend that you don’t. Your 
accountant can include the deduction for tax 
purposes only.

For parts and accessories the most tax effective 
method is again achieved through valuation 
at replacement value. Our view is that 
replacement value equates to cost, for parts less 
than 12 months old, and nil for parts with no 
movement greater than 12 months.

Remember to have your Parts Manager print 
the aged stock report on 30 June, normally in 
conjunction with the physical stocktake, as 
many DMS’s cannot subsequently produce an 
accurate report to reflect the aged stock as at 
30 June.

Bad debts

A tax deduction is available for a bad debt if:

• Reasonable action has been taken to seek 
recovery, and

• The debt is physically written off by year 
end.

Remember to claim back GST previously 
remitted in respect to that sale. Have you 
forgotten to claim back any GST on debts 
previously written off?

Defer sales/revenue

Industry practice is to bring forward the 
sale of vehicles to an earlier month, at least 
in an accounting sense, despite not having 
delivered the vehicle by the end of the month. 
Motivations include the manufacturer 
incentives for achieving targets and/or the 
Sales Managers’ motivation to increase their 
bonus. You should also recognise that this 
practice ‘brings forward’ the income tax, GST 
and LCT liabilities to the earlier year where it 
occurs in June.

Bring forward expenditure

Consider bringing forward certain tax 
deductible expenses before year end and access 
the available tax deductions.

Under the general deductibility rules, you 
are entitled to a tax deduction as soon as the 
expense has been incurred, regardless of when 
the physical payment is actually made. For 

example, a tax deduction would be available 
when you purchase workshop or office 
supplies before year end regardless of which 
period they are paid.

Notwithstanding the above, it should be 
noted that expenditure for services may not 
be immediately tax-deductible even where 
incurred. The rules governing prepayment for 
services are discussed below.

Prepayments

Generally, the tax deduction for a prepayment 
for service (as opposed to physical items such 
as workshop supplies) will need to be spread 
over the ‘eligible service period’ associated 
with the expenditure.

For instance, if a $12,000 insurance premium 
paid at the end of May and relating to the 
12 months following will entitle you to a tax 
deduction of just $1,000 for that year. The 
remaining $11,000 will need to be claimed in 
the following year.

However, there are a few exceptions relevant to 
Dealers which may give rise to an immediate 
deduction on the full prepayment amount:

i. The expenditure is less than $1,000  
 (GST exclusive)

ii. The expenditure is required by law 
 (eg Workcover)

iii. The expenditure is incurred under a   
 contract of service (wages for example).

Accrued expenses

Identify all expenses to which you have 
definitively committed (ie, the expenses have 
been incurred) at year end, even though they 
may not have been physically paid for until 
later. These expenses may be tax deductible 
and you should consider recording them as 
‘accrued expenses’ in the accounts so that they 
can be identified by your accountant. Some 
of the expenses that are commonly accrued 
include:

• Advertising

• Bank charges

• Commissions/bonuses

• Electricity

• Fringe Benefits Tax (FBT)

• Interest

• Payroll tax

• Rent

• Telephone

• Salaries and wages.

Building Depreciation

Engaging a quantity surveyor who prepares 
Capital Allowance (building depreciation) 
and Tax Depreciation Reports (plant and 
equipment depreciation) may significantly 
maximise the deductions available.

Of significance is that the quantity surveyor 
will seek to identify items of plant and 
equipment that can be separately depreciated 
at rates higher than 2.5 per cent.

The quantity surveyors reports can provide 
higher deductions regardless of whether the 
facilities were recently constructed, purchased 
or have been owned for some time.

Fixed assets and depreciation

Assets that have little or no resale value may be 
scrapped by year end.

This will also enable you to claim their tax 
written down value as a tax deduction.

Depreciation is calculated with reference to the 
effective life of each asset for which the ATO 
provides guidance. It can be calculated using a 
number of methods as follows:

• Diminishing value – provides a greater 
deduction in the earlier years

• Prime cost – or straight line, provides an 
equal depreciation for each year.

Assets which cost less than $1,000 can be 
allocated to a low value pool and depreciated 
at 18.75 per cent in the first year acquired and 
37.50 per cent for subsequent years.

Fringe Benefits Tax

The Fringe Benefits Tax (FBT) regime contains 
a number of exemptions for benefits that may 
be provided FBT exempt to employees while 
the cost of providing such benefits continues to 
be 100 percent tax deductible to the employer. 

Continued next page...



SAFETY SELLS. 
After walking your customers through 
the showroom, walk them through the 
updated ANCAP website.

The ANCAP website lists the safety ratings 
for more than one thousand different makes, 
models and variants with the ability to access 
crash test results, photos and videos all from 
the one screen.

So if you’re looking to secure that next sale 
by impressing your customer with safety 
information second to none, walk them through:

ancap.com.au

These include:

• Mobile phones

• Personal digital assistant

• Protective clothing

• Briefcase

• Calculator

• Tools of trade

• Laptop computer

• An employee’s subscription to a 
professional journal

• An employee’s airport lounge membership

• An employee’s membership for a 
corporate credit card.

To qualify for the FBT exempt treatment, 
the relevant item provided must be used 
by the employee primarily for work-related 
purposes and only one of each item may be 
provided to each employee in a given FBT 
year. A full tax deduction is available for these 
benefits provided to employees subject to the 
qualifications above.

Superannuation 

Given the low tax environment under which 
complying superannuation funds operate, 
there are specific contribution limits that 
govern both the maximum and minimum 
amount of superannuation contributions that 
can be made to superannuation funds.

The opportunities available regarding 
superannuation are very specific to the facts 
of each individual’s personal circumstance 
and accordingly we have not attempted to 
provide a complete overview. However you 
should consult and consider the opportunities 
and compliance matters relevant to the 
circumstances of you and your business. Those 
matters will include superannuation guarantee 
requirements, the maximum concessional and 
non-concessional contributions and transition 
to retirement (TRIS) or pension strategies. 
This area in particular is one which may be 
impacted by the Federal Budget in May. 

Should you vary the PAYG 
Instalments?

Your current instalments are based on the 
taxable income you achieved in the 2014 
financial year. Compare your 2015 financial 
year result to that of the previous, consider the 
instalments you have made for the previous 
three quarters, any significant tax adjustments 
(for example the used and demonstrator 
valuations) and consider if it would be prudent 
to vary the June quarter instalment down.

Note that the ATO can potentially apply 
general interest charges where variations result 
in actual tax paid of less than 85 percent of 
actual tax payable

If you would like to discuss any tax planning 
opportunities or important administrative 
matters do not hesitate to contact your usual 
BDO advisor or Mark Ward on either  
(07) 3237 5744 or mark.ward@bdo.com.au. 
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Additional GST revenue can be used to 
abolish a number of inefficient state 
taxes’ according to a recent media 

release from CPA Australia – one of the world’s 
largest accounting bodies. 

In a comprehensive report, CPA Australia has 
examined four different scenarios of changes 
to the base and rate of the Goods and Services 
Tax (GST).

Aside from raising revenue for a Government 
keen to restore surplus to the economy, a GST 
increase could also help eliminate inefficient 
taxes such as stamp duty on motor vehicles, 
insurance taxes, conveyancing duty and more.

Of course, the mere mention of increasing 
taxes, particularly GST, is almost always met 
with disdain from the public. 

However, Alex Malley, CPA Australia 
chief executive says there’s a lot of fear and 
misinformation surrounding the GST that’s 
often ‘misplaced’. According to Mr Malley, it’s 
the way in which any proposed tax reforms are 
presented that will be most important:

‘It is the packaging of changes to the GST with 
the removal of other taxes that is critical, and 

is so often missing when it comes to the GST 
debate,’ he said.

As part of CPA Australia’s report, they 
examined the impact that GST changes 
(ranging from 10 – 15 per cent) could make, 
and the figures are astounding. At the farthest 
end of the scale, applying a 15 per cent GST 
to health, education and all food would 
raise $42.9 billion in the first year of reform. 
According to CPA Australia this would also 
make Australian households $749.40 better off.

The table below depicts the impact of the 
four proposed scenarios on the Australian 
economy.

The table clearly demonstrates the rewards of 
raising the GST, but Mr Malley points out that 
the advantages are more than financial.

‘We have around 125 taxes and charges of 
which just ten collect 90 per cent of [revenue]. 
Households and businesses rightly want fewer 
taxes which are more efficient.

If Australia is to grow and compete globally we 
need a world-class tax system that incentivises 
businesses to grow, encourages innovation and 
attracts investment’ he said.

As contributing members of society both 
as tax-paying citizens and business owners, 
GST reform is something that all automotive 
dealers should be aware of. Now more than 
ever, Australia must decide how best to achieve 
economic stability (and prosperity) for the 
future and all should take part in the debate.

Do you support a raise in GST? Join in the 
discussions on AADA Twitter (@AADA_ASN) 
or search for us on LinkedIn 
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SHOULD THE GST BE INCREASED?
According to CPA Australia it’s time to have a ‘rational debate’ about  
a number of reforms which could dramatically improve our economy.

Scenarios Additional GST revenue 
generated in the first 
year of reform

This revenue can be used to 
remove innefficient taxes.

Australian households 
overall will be better off

By 2029/30 Australia’s 
GDP will be increased

10% GST on a broader 
base including fresh food, 
education and health

$12.1 billion • Insurance taxes 
• Motor vehicle stamp duty 
• Conveyancing duty (80%)

$33.20 per year $16.1 billion

15% GST with current 
exemptions

$26.0 billion • Insurance taxes 
• Motor vehicle stamp duty 
• Conveyancing duty (80%)

$98.20 per year $3.1 billion

15% GST applied to 
health and education but 
exempting fresh food

$36.8 billion • Insurance taxes 
• Motor vehicle stamp duty 
• Conveyancing duty (80%)

$499.40 per year $23.6 billion

15% GST and applied to 
health, education and all 
food

$42.9 billion • Insurance taxes 
• Motor vehicle stamp duty 
• Conveyancing duty (80%)

$749.40 per year $27.5 billion
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The Report provides a snapshot of 
where we are and the challenges and 
opportunities that must be responded 

to if Australians are to continue to enjoy 
improvements in their quality of life.

Dealers may be interested in a summary of 
the report, including what it means for them 
as the population ages and consumer buying 
behaviours change.

Population and life expectancy

Australian men have one of the longest life 
expectancies in the world. Australia ranks 
equal first along with Iceland in terms of male 
life expectancy. Australian women have the 
fifth longest life expectancy after Japan, Spain, 
France and Italy.

Male life expectancy is projected to increase 
from 91.5 years today to 95.1 years in 2055, 
and female life expectancy is projected to 
increase from 93.6 years to 96.6 in 2055.

The number of Australians aged 65 and over 
is projected to more than double by 2055 

THE 2015 INTERGENERATIONAL REPORT 
AND WHAT IT MEANS FOR DEALERS
The Government is required to produce an Intergenerational Report every five years to assess  
the long-term sustainability of government policies and how changes to Australia’s population size 
and age profile may impact on economic growth as well as workforce and public finances over  
the next 40 years.

compared with today. Meanwhile, fertility is 
assumed to remain at around the 2013 rate of 
1.9 births per woman.

Australia’s population is projected to be 39.7 
million in 2055.

Workforce participation

Australia’s future growth and prosperity relies 
on having a sufficient workforce to fill the 
jobs of tomorrow. The challenge is to increase 
workforce participation as our community 
ages. Australians aged over 65 participating in 
the workforce will increase from 12.9 per cent 
in 2014-15 to 17.3 per cent in 2054-55.

In Canada, the female participation rate is 
around four percentage points higher than in 
Australia. If Australia’s female participation 
rate could reach Canada’s level, it is estimated 
that our GDP would be a permanent $25 
billion higher. If Australia’s participation rates 
of people aged 65 and over could match those 
of New Zealand, our GDP would be higher.

Productivity

Productivity is not about working longer 
and harder, it is about producing more for 
the same effort. During the 1990s Australia’s 
productivity growth was high with an 
estimated average of 2.2 per cent growth per 
year. 

Today, Australians produce twice as much in 
goods and services for each hour worked as 
they did in the early 1970s.

Economic growth

The past 40 years included an unprecedented 
23 year stretch of unbroken economic growth 
matched by one other advanced country, the 
Netherlands, which experienced close to a 27 
year stretch of unbroken growth.

Economic growth is projected to be 2.8 per 
cent per annum on average over the next 40 
years with annual growth per person of 1.5 per 
cent. This would see the annual income of the 
average Australian rise from $66,400 today to 
$117,300 by 2055.
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Budget position

The Australian Government is spending over 
$100 million more per day than it collects and 
is borrowing to meet the shortfall. Interest on 
this spending amounts to $40 million per day. 
Gross debt is around $360 billion equivalent to 
around 22 per cent of GDP. 

Revenue projections are being revised due to 
falling commodity prices and tax collections.

Health spending per person in today’s dollars 
is projected to more than double from around 
$2,800 to around $6,500.

In 2014-15 the Government will spend around 
$150 billion on social services and welfare or 
around 35 per cent of the Commonwealth 
Budget. This includes spending on pensions, 
aged care, payments to families and 
individuals, and the National Disability 
Insurance Scheme.

Other insights

The economy (as well as incomes) are 
projected to grow, but at a slightly lower rate 
than over the past 40 years.

Over the long run, domestic prices are 
projected to grow by 2.5 per cent per year. 
Wages are projected to grow by four per 
cent consistent with domestic inflation and 
productivity growth of 1.5 per cent.

Online services, disruptive technologies, 
self-navigating vehicles, mobile devices, social 
networking, cloud computing and other 
technologies are transforming relationships 
between businesses and their customers. 

Ultimately, consumers are becoming more 
powerful.



26  |  MAY 2015  |  automotivedealer.com.au

The Government is transforming the 
Australian Small Business Commissioner 
into the Small Business and Family 

Enterprise Ombudsman, which will soon 
have the power to provide better support 
and advocacy to small businesses, including 
automotive dealerships.

According to the official Treasury Website, a 
major focus of the Government is ‘removing 
roadblocks to small business success.’ As part 
of this, the Government is seeking to build a 
stronger and more confident small business 
community and has identified the need to 
cut back current regulatory burdens and 
confusion as a major objective. The idea is to 
give small business owners more time to focus 
on their operations so that they can ultimately 
be more successful. 

BETTER SUPPORT FOR SMALL 
AUSTRALIAN BUSINESSES
The Small Business and Family Enterprise Ombudsman will soon receive increased powers to 
advocate in favour of small businesses.

On 11 March 2015 the Australian Government 
released exposure draft legislation to create 
an Australian Small Business and Family 
Enterprise Ombudsman to:

• advocate for small businesses and family 
enterprises in relation to legislation, policies 
and practices (advocacy function);

• act as a concierge for dispute resolution 
(including providing a limited dispute 
resolution service) (assistance function); 
and

• contribute to the development of small-
business-friendly Commonwealth laws and 
regulations.

The draft legislation runs to 64 pages and 
details the advocacy, assistance and other 
functions which are limited to a small 
business and family enterprise. It fulfils a key 
Government small business commitment.  

As part of the draft, the Government 
recognises that small businesses often lack 
time and resources to understand complex 
government information and deal with 
business disputes.

From the Treasury Website: 

‘Making sense of complicated government 
information can be a frustrating experience… 
what smaller businesses need is an informed 
point of contact within the Australian 
Government that can help businesses get the 
information and advice they need to help 
manage disputes.’
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PUT YOUR BUSINESS IN YOUR CLIENTS HAND 24 HOURS A DAY
>  IMPROVE YOUR SERVICE BOOKING AND REMINDERS
>  INCREASE VEHICLE ENQUIRY THROUGH OUR SEARCH FEATURE
>  ROADSIDE ASSISTANCE AT THE PUSH OF A BUTTON
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The Government also acknowledges the 
substantial contribution that small businesses 
make to employment and production in the 
Australian economy, providing key statistics:

• there are more than 2 million actively 
trading small businesses

• as a group they account for over 97 per cent 
of all businesses

• they employ around 4.6 million Australians

• contribute more than 33 per cent of private 
sector production as measured by industry 
value added

• family businesses account for 70 per cent of 
all Australian businesses.

The Government anticipates that a more 
powerful Small Business and Family 
Enterprise Ombudsman will provide smaller 
businesses with the advice they need to avoid 
and manage disputes. Under the advocacy 

function the Ombudsman may, for example, 
help monitor and report on the efficacy of 
industry codes of conduct and fair trading 
provisions, the behaviour of regulators in 
undertaking compliance activities, and the 
responsiveness and effectiveness of agency 
complaints mechanisms. 

The assistance function in respect of 
unresolved disputes and conflict will allow 
small businesses to shift their focus back to 
running their businesses as quickly as possible.

Small business defined

Access to the functions of the Ombudsman 
is limited by the definition of ‘small business’ 
or ‘family enterprise’.  For the purposes of 
the legislation a business is a small business 
or family enterprise if it has fewer than 100 
employees or revenue of $5 million or less.

AADA’s submission to the Government in 
May last year advocated that the key function 

of the Ombudsman as Commonwealth-
wide advocate should not be restricted by a 
definition of small business to ‘size’ but rather 
be based on ‘relative size’ where a significant 
imbalance of market power exists, giving 
rise to unfair contract terms and unjust or 
unconscionable conduct. 

AADA’s suggestion that confidentiality be 
built into the legislative framework to allow 
representative industry bodies to openly 
bring forward was acknowledged. AADA’s 
submission on the Exposure Draft was lodged 
with the Treasury before the cut-off date of 7 
April 2015.

Watch this space for further updates on the 
progress of this positive, new legislation. 



A HISTORY MAKING MOMENT! 
AUSTRALIAN MOTOR DEALER COUNCIL 
WILL CHANGE EVERYTHING

An historic moment took place 
on Tuesday March 17 with 
the official formation of the 
country’s first Australian Motor 
Dealer Council (AMDC).

In a meeting conducted at the Sir Jack 
Brabham Automotive Centre of Excellence 
in Brisbane, key Dealer council chairs 

representing the top vehicle brands in 
Australia agreed on the creation of the 
new council and to support funding for 
the national secretariat of the Australian 
Automotive Dealer Association Ltd (AADA).

The AMDC, which will consist of the elected 
chairpersons for each Dealer council, will be 
led by former Managing Director of Mazda 
Australia, Doug Dickson.

‘Australia’s motor Dealers deserve and must 
have proper advocacy – and the formation of 
the new Australian Motor Dealer Council will 
be another critical step towards achieving this’, 
says AADA CEO Patrick Tessier.

‘AADA has accomplished so much in a short 
space of time, but in order for Dealers to be 

appropriately represented in years to come; the 
AMDC is an essential part of the mix.

After Australian manufacturing ceases, Dealer 
investment in the automotive industry will be 
even greater – in fact, the auto industry will 
be almost entirely made up of Dealers and 
OEMs. As a consequence, an effective and 
multi-faceted structure needs to be in place to 
facilitate the future direction and challenges 
Australia’s automotive industry will face,’ 
explains Tessier.

The March 17 meeting addressed how the 
AMDC will work and how it will contribute 
to even better advocacy for Dealers and 
Australia’s automotive industry.

The process of forming the AMDC has 
been long in the making, explains AADA 
Chairman, Ian Field:

‘AMDC represents countless hours of 
planning, negotiations and a determination 
to improve communication in our industry’, 
he said.

Whilst most vehicle manufacturers in 
Australia have in place an elected Dealer 
Council to manage the relationship between 
the manufacturer and dealership network; 

Dealer Council members have historically had 
little influence over the outcomes of issues put 
forward.

Though the inner-workings of Dealer 
Councils vary between brands, there are a 
number of common issues faced by all Dealer 
Councils that have, for now, been dealt with 
independently.

With the creation of the AMDC however, 
Dealer Councils will be united across the 
nation, opening a new forum to share ideas 
and troubleshoot common challenges.

The formation of the AMDC will also add 
value to the AADA, explains Mr Tessier:

‘The AMDC will advance the relationship 
between Dealers and manufacturers, but also 
Dealers and the AADA as well. Facilitated 
by the AMDC, the link between Australia’s 
Dealers and the AADA will be stronger than 
ever, and we’re looking forward to consulting 
with the Council and discussing objectives.’

A number of scheduled meetings will take 
place this year, including at the AADA 
National Dealer Convention in August, as both 
the new AMDC and AADA work to create a 
better operating environment for Dealers.
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PROFITFOCUS REPORTING AND 
PUBLISHED DEALERSHIP DATA
Recently AADA has been working with Deloitte to understand the system processes and support 
structures that are in place within eprofitfocus to ensure the monthly data submissions made by 
Dealers accurately reflect the performance of their business.

Deloitte Motor Industry Services’ data 
service via eprofitfocus.com has been driving 
dealership profitability for twenty years. 
Approximately 850 Dealers across more than 
twenty brands in Australia actively contribute 
performance data each month to eprofitfocus.

Within the last twelve months the eprofitfocus 
reporting platform has been significantly 
upgraded incorporating the very latest 
technology and after a period of consulting 
with Dealers and franchises further 
enhancements are due to be released and 
encompass:

•    Departmental reports that can be pushed to 
managers without the need to log on to the 
website

•    Users can drill into any area of their 
franchise or dealership to understand their 
performance trend, and that of their peers, 
whilst always maintaining confidentiality 
around individual Dealer performance

•    Real-time error checking throughout the 
data upload and input process

•    The ability for multiple users to input data 
from different sites and easy access to 
history

•    Greater control over who can access what; 
for example, the New Car Manager could 
just access the New Vehicle KPIs and the 
Fixed Operations Manager access Parts & 
Service information if so desired

•    Dealers who currently report for several 
different brands from a common DMS will 
be able to report all their brands in one 
single upload. 

Why benchmarking is 
important – driving dealership 
profitability

Monitoring of Dealer KPIs is the first step 
in gauging your business performance. In a 
developed market place, such as the Australian 
retail motor industry, there needs to be some 
standard against which KPIs are measured 
and compared. In fact research is available 
on the internet which states those businesses 
which choose to measure and manage their 
businesses with reference to relevant  KPIs and 
benchmarks are many more times profitable 
than others.

A simple benchmarking program can 
quickly quantify financial opportunities 
and weaknesses in dealerships. Dealers who 
then work with their management group or 
consultants to discuss and determine process 

best practice and then implement such 
practices should benefit significantly. In some 
cases Dealers use the eprofitfocus ‘what if tool’ 
to quickly identify these potential financial 
opportunities.

Benchmarking on a consistent ongoing basis 
can help Dealers gauge how effective their 
improvements and efforts are over time. As 
such Dealers can use the eprofitfocus system to 
download such data over any KPI for a period 
of time.

Finally, take a moment to reflect back over 
time: many Deloitte Motor Industry partners 
can recall the day prior to 1996 when Dealers 
had to review their numbers in isolation and 
longed for simple benchmark comparisons. 
The graph below tracks average Dealer 
profitability since the inception of eprofitfocus, 
a regular Australian-based benchmark 
product, backed by a firm of specialists who 
care and act for many Australian motor 
dealers.

Why benchmarking is important – driving dealership profitability

Monitoring of dealer KPIs is the first step in gauging your business performance. In a developed 
market place, such as the Australian retail motor industry, there needs to be some standard against
which KPIs are measured and compared. In fact research is available on the internet which states 
those businesses which choose to measure and manage their businesses with reference to relevant  
KPIs and benchmarks are many more times profitable than others.

A simple benchmarking program can quickly quantify financial opportunities and weaknesses in 
dealerships. Dealers who then work with their management group or consultants to discuss and 
determine process best practice and then implement such practices should benefit significantly. In 
some cases dealers use the eprofitfocus ‘what if tool’ to quickly identify these potential financial
opportunities.

Benchmarking on a consistent ongoing basis can help dealers gauge how effective their improvements 
and efforts are over time. As such dealers can use the eprofitfocus system to download such data over 
any KPI for a period of time.

Finally, take a moment to reflect back over time: many of our Deloitte Motor Industry partners can 
recall the day prior to 1996 when dealers had to review their numbers in isolation and longed for 
simple benchmark comparisons. The graph below tracks average dealer profitability since the 
inception of eprofitfocus, a regular Australian-based benchmark product, backed by a firm of 
specialists who care and act for many Australian motor dealers.

Accurate dealership data 

eprofitfocus utilises Microsoft’s latest pre-eminent release of SQL and the system is overseen by both 
Deloitte Information Technology Services, who support Deloitte’s worldwide 210,000 employees and 
Deloitte Motor Industry Services.

AADA asked Deloitte in August 2014 to provide feedback for their September board meeting and 
stipulate significant system checks to ensure the data received by dealers is accurate. As such a formal 
response was tabled for the AADA and it was accepted that the system, processes and data published 
with Deloitte’s name on it is accurate.

One of the areas explored in this paper was bad data uploaded by dealers and the treatment of it by 
Deloitte.
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Accurate dealership data 

eprofitfocus utilises Microsoft’s latest pre-
eminent release of SQL and the system 
is overseen by both Deloitte Information 
Technology Services, who support Deloitte’s 
worldwide 210,000 employees and Deloitte 
Motor Industry Services.

AADA asked Deloitte in August 2014 to 
provide feedback for their September board 
meeting and stipulate significant system 
checks to ensure the data received by Dealers 
is accurate. As such a formal response was 
tabled for the AADA and it was accepted that 
the system, processes and data published with 
Deloitte’s name on it is accurate. 

One of the areas explored in this paper 
was bad data uploaded by dealers and the 
treatment of it by Deloitte.

Dealer data ‘deemed bad’ is excluded from 
published data

Bad Dealer data may be the case when a 
dealership uploads data with extremely high 
average grosses in used cars, or rent is clearly 
not charged at all, or is unrealistic when 
compared to market value. 

To protect the accuracy of reported Dealer 
data there are relevant system checks built-in 
that exclude the uploading of Dealer data 
that is deemed inaccurate and is therefore not 
published in Deloitte statistics.

Automatic identification of such bad data in 
the monthly upload process will be available 
to those uploading in real time and easy menu 
drop downs allow accountants to recompute 
and fix such anomalies.

The uploading Dealer still can download their 
individual report but all data associated with 
this upload is excluded from published data.

‘Reconditioned’ non-Deloitte data in the 
market

AADA identified several instances where data 
had been reported as being Deloitte branded 
in the market place, but it had become clear it 
was not.

Deloitte and AADA are working together to 
address this matter and it is important that 
Dealers and franchises are clear where the data 
came from when they cite the work of others 
in the market place.

Dealer Principal self-review of data

The month end accounting process is an 
important time for all business stakeholders 
and is a busy time for all. AADA and 
Deloitte recommend Dealers review the 
reported profit in their monthly upload to 
eprofitfocus to ensure it agrees with their own 
internal management accounts at the time of 
submission. 

Arbitrary allocations

Using your DMS and technology to measure 
and manage all transactions will give Dealers 
an edge over others. For example, the setup 
of detailed general ledger accounts for each 
sale, gross and expense attributable to each 
franchise is standard with more sophisticated 
Dealers. This way an accurate snapshot of each 
profit centre can be determined all the way 
down to the last dollar at the bottom line. 

As such this method is recommended in 
developed markets and economies such as 
Australia.

Where Dealers choose to structure their 
ledgers more simply, the reporting sales, gross 
and expense attributable to each franchise can 
become arbitrary and this could be reflected in 
your monthly internal accounts and uploaded 
to eprofitfocus. 

Deloitte will continue to work on a number of 
areas where education may be required and 
hopes to work with the new Australian Motor 
Dealer Council on such matters.

Publishing of quarterly high 
level data by Deloitte in the 
AADA

Working with AADA, Deloitte has agreed 
to publish several key KPIs on a quarterly 
basis. These KPIs will provide a total industry 
view as well as splits into the Volume, Luxury 
and Prestige segments and metropolitan, 
provincial and rural areas.  

This will give greater visibility to all parties on 
real time actual data. Such data would firstly 
be submitted to AADA for the new National 
Dealer Council to review.

Deloitte is committed to developing its services 
so that they are relevant and valuable to the 
motor industry, so we welcome feedback on 
such matters.
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• Fast wash speeds… up to 23 vehicles per hour

• Easy automatic wash activation… no attendant required

• Low water consumption… as little as 80 liters per wash

• Water reclaim compatible

• Washes any standard passenger vehicle including 
   full size vans, utes and SUVs

• Touch free wash process handles driving lights, 
   bull bars, antennas 

• National PDQ Distributor professional installation, 
   support, spares, across Australia

PDQ wash equipment is 
approved by these 
auto manufacturers:

                   

See us at 
 AADA National 
  Convention
   Melbourne, VIC 
    August 11-12
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AUSTRALIAN DEALERS WILL BE HEARD!
AADA have engaged automotive specialists BDO to facilitate a national Dealer Attitude Survey that 
all Dealers will be invited to participate in.

The national survey of Australian Dealers 
will shed light on many aspects of the 
dealership business, including their 

relationships with manufacturers. 

‘The survey is designed to identify areas 
of improvement for Dealers as well as to 
uncover ways of enhancing their relationship 
with manufacturers’ said Mark Ward, BDO’s 
Automotive Partner.

As part of the survey Dealers will be asked a 
series of questions which will be modelled on 
similar campaigns conducted by AADA’s sister 
associations in the US and UK.

XPR SERIES PRICES START FROM $4,650.00 + gST

Model Shown: XPR-10A-LP

Durable powder coat 
finish with a range of 
colours

Top Beam or Floor Plate 
Adjustable Configurations

Dual Direct-Drive Hydraulic Cylinders

Drop end low 
profile pick up 
points

Heavy-duty 1/2” Aircraft-
quality Equaliser Cables

Single Piece 
Columns

Asymmetric & Symmetric  
Post Configurations

Maintenance Free 
Electric Hydraulic 
Power System

We know you demand uncompromising quality from productive lifts 
that maximise up-time and get the job done efficiently. That’s why, day 
after day, our rugged automotive lifts deliver on a promise of superior 
performance that our clients have come to expect from BendPak.

XPR-9 
Capacity: 4,000 kg

XPR-10 
Capacity: 4,500 kg

XPR-12 
Capacity: 5,400 kg

ENGINEERED FOR 
AUSTRALIAN WORKSHOPS

PROUDLY SERVICINg AUSTRALIA WIDE

Call: 1300 577 541  |  www.levanta.com.au

‘We hope that all of Australia’s Dealers will 
participate,’ said Mr Ward, ‘each survey should 
take around 15 minutes to complete and 
Dealer identities and responses will remain 
anonymous.’

In the lead up to the release of the survey, 
which is expected to launch in early June 
and remain open for four weeks, Dealers will 
receive reminders about participation via 
email. 

The survey will be conducted online and 
Dealers with multiple franchises will be asked 
to complete one survey per franchise.

The results of the survey will be shared at the 
2015 AADA National Dealer Convention by 
Mark Ward and Randall Bryson, BDO Partner, 
Automotive.

‘No doubt we will gain important insights 
from the results of the survey and they will be 
useful for all parties’ said Mr Ward. 

For more information about the survey, contact 
Mark Ward, Partner, BDO on  
07 3237 5744 or mark.ward@bdo.com.au

POLICY       Australian Automotive Dealer Association 
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HONDA REWARDS  
ITS GREENEST DEALERS
US Honda and Acura dealerships enrolled in the company’s ‘Green Dealer’ program  
are reaping amazing rewards – but there’s good news for Australian businesses too.

FEATURES       Australian Automotive Dealer Association 

Almost 300 Honda and Acura dealerships 
in the US are striving to become the 
greenest of the green as part of a highly 

successful initiative to reward businesses that 
cut their carbon emissions.

The Green Dealer program was first 
introduced in 2011, after Honda realised that 
existing programs for making buildings more 
sustainable were not well-suited to dealerships.

Honda decided to create its own platform to 
assist Dealers with cutting their emissions, 
slashing their electricity bills and even striving 
to completely zero their reliance on carbon-
derived electricity. 

These noble ambitions have been achieved 
no more thoroughly than Rossi Honda of 
Vineland, New Jersey. 

Rossi Honda was the first ‘electric grid neutral’ 
automotive dealership in the U.S., meaning 
it produces as much or more energy from its 
own renewable sources than what it takes from 
local utilities.

As part of the dealership’s ingenious 
environmental strategy, they’ve used 900 solar 
panels to create their own power.  

As an added benefit, the motion sensors on the 
solar panel canopies provide extra security and 
protection for their outdoor inventory against 
the elements.

Rossi Honda has been awarded the Honda 
Environmental Leader Platinum Award for 
its efforts – the highest distinction as part of 
Honda’s reward program for dealerships that 
cut energy use.

Whilst platinum status is reserved for Dealers 
who achieve a 50% (or greater) reduction 
in their energy use, there’s also a gold status 
for those that cut 30% and silver for a 10% 
reduction. 

The Green Dealer program measures 
performance across five key categories 
including energy performance, water 
efficiency, site attributes, sustainable best 
practices and waste reduction.

‘If you save energy, you save money, which 
Dealers find appealing’ said Honda vice 
president for environmental business 
development, Steven Center.

Aside from the advantages of saving money, 
Honda and Acura Dealers who are members 

of the Green Dealer program and achieve 
a silver rating (or higher) enjoy promotion 
through Honda’s Green Dealer website. Not 
to mention the freedom to market their 
achievements to a growingly conscientious 
car-buying public, who care about how 
seriously businesses take their responsibility to 
the environment. 

The road to sustainability

So how does a dealership green-up its act and 
more importantly, why should it bother?

Well, according to Honda even simple 
adjustments like automating climate control 
and turning off lights after business hours can 
cut energy consumption by at least 10% and 
save over $7000 in utility costs annually.

U.S. stats show that buildings contribute most 
to energy consumption and carbon emissions 
at 39 per cent – more than transports (33%) 
and industry (29%). With plenty of energy 
intensive facilities and processes like large 
showrooms, workshops, car washes and more 
– dealerships are particularly demanding of 
power.



In fact, Honda says that U.S. dealerships 
collectively generate 7.7 million tons of carbon 
dioxide annually and consume 10,000 gigawatt 
hours of electricity.

But before any business can improve its power 
usage, it must first understand which areas are 
the most resource-demanding. In the case of 
dealerships this generally includes water usage, 
lighting and climate control.

According to Honda, dealerships travelling 
along the path to sustainability should first 
focus on these areas, investing in simple 
measures like LED lighting, automatic 
controls, better insulation and water efficient 
fixtures is a good start. Installing solar panels, 
training staff correctly and incorporating 
better waste management practises are also 
important steps to consider.

Your free Green Dealer guide

Late last year Honda released its internal 
Green Dealer Guide to the public to assist 
commercial businesses and companies, 
including other dealership brands, to reduce 
‘dirty’ power usage. 

‘We’re releasing the guide so the 17,000+ 
dealerships across all brands in the United 
States can take advantage of what we’ve 
learned’ says the Honda Green Dealer website.

Honda’s 93-page roadmap is an inspiring and 
useful tool for Australian dealership owners as 
well and is easily acquired online.

‘It’s contagious’ says Steven Center, ‘saving 
money and doing good makes businesses 
tougher and more resilient’.

To find out more about the Green Dealer 
initiative or to download the green guide for 
free, visit greendealer.honda.com.
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GOVERNMENT WILL GIVE  
SMALL BUSINESS ‘A FAIR GO’
The Australian Government seems determined to make good on its promise  
to extend unfair contract protections to the small business sector.

In a joint media release with the Prime 
Minister on 20 March 2015 the Minister for 
Small Business, the Hon Bruce Billson MP 

announced that the Government is delivering 
on its commitment to give small businesses a 
‘fair go.’ To achieve this, it is expected that the 
unfair contract protections currently available 
to consumers will soon cover the small 
business sector as well.

In the media release, small businesses 
are described as ‘the engine room of 
Australia’s economic future.’ And it states the 
Government’s intention is to ensure ‘small 
businesses have access to a level playing field 
so they can continue to grow, invest and create 
jobs.’

A focus on protecting small businesses in their 
contract negotiations is now a top priority.

In the media release, small businesses are 
compared with consumers who are presented 
with ‘take it or leave it’ contracts with ‘little 
scope to negotiate just and fair terms.’ Adding 
to this, many small businesses do not have the 
time, resources or legal expertise to contest 
unfair terms in contracts. As a result, the 

Australian Small Business Commissioner 
has noted many cases where misuse of 
market power in contracting of telephone 
and internet services; office or commercial 
leasing equipment; and retail outlet leases has 
occurred.

According to the Government, new small 
business protections will enable the courts to 
declare void a term within a contract that is 
unfair. 

AADA is in full support of extending unfair 
contract term protections to small business, 
which it covered comprehensively in its 
Government submission back in August 
2014. In its submission, AADA highlighted 
the under representation of franchisees as 
‘small businesses’ and highlighted the over 
70,000 franchising units currently operating in 
Australia. 

AADA also referenced the diversity of 
dealerships – ranging from small family-
owned operations, to larger public companies. 
Despite the differences in size, even the largest 
dealerships should be considered as ‘small’ 
compared to the global manufacturers they 

represent, which was a major point made in 
the AADA submission.

Whilst the recent media release from the 
Hon Bruce Billson MP and Prime Minister is 
definitely encouraging, the Government is yet 
to release an Exposure Draft on this topic for 
comment. Whilst this leaves small businesses 
in somewhat of a limbo for the time being, 
the Consumer Policy Division in Treasury 
has taken a number of calls following the 
announcement and advised that the matter is 
in the hands of the Government.

In the meantime, The Minister for Small 
Business has written to state and territory 
consumer affairs ministers asking them to 
agree to the changes and the Government 
have provided $1.4 million to the Australian 
Competition and Consumer Commission to 
ensure businesses comply with the new rules.

So it’s looking like good news for Australian 
small businesses so far!

AADA will continue to follow and report on this 
issue as it unfolds.

Automatic - Soft Foam Brite - Rollover Machines
High Volume Conveyor Wash Systems
Touch-less Automatic Machines
In-Bay Self Serve High-Pressure Wash Systems
National Service & Support

YOUR FIRST CHOICE IN 
VEHICLE WASH SYSTEMS

MACNEIL

DISTRIBUTORS OF:

PH: (02) 9757 4700
www.goodsight.com.au
email: sales@goodsight.com.au
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LOCKED AND LOADED
The 2015 AADA National Dealer Convention Is Set To Impress.

2015 AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association 

Excitement is building in preparation for 
the opening of the 2015 AADA National 
Dealer Convention. 

The Convention is the most essential 
networking opportunity of the year for Dealers 
all across the country and this year’s event is 
shaping up to be the most dynamic yet.

For the first time, it will take place at 
Melbourne’s Convention and Exhibition 
Centre over three captivating days between 
August 10 and 12. This includes a Convention 
‘pre-day’ (Monday Aug 10) which will be 
dedicated exclusively to Dealers and Dealer 
activity.

Convention delegates have come to expect 
inspired presenters, invaluable workshops, 
star attractions, glittering entertainment and a 
fantastic atmosphere at the Convention – and 
this year will be no exception. 

With that being said, this year’s event also 
brings a host of significant changes.

One of the most highly anticipated changes is 
the all-new AADA Pentana Solutions Trade 
Expo Village.

No expense has been spared in making 
the Trade Expo the ultimate networking 
destination. A long-time favourite, fresh air 
has been breathed into the Trade Expo set-up 
to create a ‘Village’ atmosphere, including a 
central meeting hub where you can dive into 
conversation with delegates from Australia and 
overseas.

The Trade Expo, which will kick off with a 
luncheon and ribbon cutting ceremony, will be 
a constant source of buzz this year, with plenty 
of activities, presentations (and perhaps even 
a few surprises) planned over the two days it’s 
open.

The Trade Expo will also showcase a new 
digital set-up at each of our exhibitor booths. 
For the first time, Convention goers will be 
able to exchange contact information via 
a new scanning system – it’s better for the 
environment and means there’s no risk of 
losing a business card or flier as it’s all stored 
electronically. 

The Convention Dealer 
Symposium 

The Convention program begins with the 
AADA Dealer Symposium – a thought-
provoking session that’s exclusive to Dealers.

Penske Automotive Group President, Robert 
H. Kurnick Jr. will open the Symposium with a 
stirring keynote address.

A Fortune 500 company with over 20,000 
employees, Penske Automotive represents 
over 40 brands and more than 320 franchises. 
Delegates will learn first-hand about this 
monumental business and some of the 
strategies it will put in place to stay relevant 
and profitable in a constantly changing market.

Also of high importance to Dealers, the 
Symposium will host the results of the 
National Dealer Attitude Survey.

Presented by Mark Ward and Randall 
Bryson of BDO, the online survey results will 
uncover vital insights surrounding Dealer-
manufacturer relations, marketing trends, 
profitability forecasts and more. It’s a must-
attend session for all automotive Dealers and 
senior staff members.

Stirring presentations, star attractions, incredible entertainment and a remarkable new setup  
- will this year’s Convention be the best ever?
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A significant portion of the Convention has been designed to address the most pressing issues 
facing dealerships in the coming years.

Special presentations and interactive workshops offer delegates a one-off chance to gain critical 
learnings on the future of the auto industry, digital marketing and sales, closing techniques and 
the top legal threats facing Dealers. 

Here’s a taste of what to expect…

READY, SET, GO - MOTIVATION IS ON THE WAY
Once again, delegates can expect to emerge from the Convention 
empowered and enthused with expert knowledge and insights 
from a range of phenomenal speakers.

Speaking of big reveals, we’ll also hear from 
Dale McCauley, Partner at Deloitte Motor 
Industry Services who will present National 
Benchmarks for Dealership Operations and 
Critical Indicators Through 2017. 

This revealing session will explore how the 
dealership business will change once local 
manufacturing of cars ends in Australia as 
well as how different brands are currently 
performing compared with the national 
standard.

Independent Chairman of the recently formed 
Australian Motor Dealer Council (AMDC), 
Doug Dickson, will close the Symposium with 
a highly anticipated address. The collaborative 
relationship between the AADA and AMDC is 
set to strengthen over the next 12 months and 
will play a vital role in the representation and 
protection of the retail auto industry. 

General Session 

Following the Dealer-only Symposium, the 
2015 Convention will officially open to all.

It’s with much excitement that AADA 
welcomes The Hon. Lily D’Ambrosio MP as 
our special opening keynote speaker.

The Victorian Minister for Industry, 
D’Ambrosio’s inclusion at this year’s 
Convention could not be more timely or 
relevant. As vehicle manufacturing comes to 
an end in Australia, many questions are being 
asked about the implications for the people 
who make up the auto workforce – particularly 
in Victoria where the bulk of operations are 
based.

In her address, D’Ambrosio will talk about how 
the future of the auto industry will look as well 
as what strategies are being devised in order to 
secure employment.

The general session will also feature Jared 
Hamilton who will present The Best Of 
NADA – Exceptional Experiences That 
Win Digital Buyers. Put simply, any retailer, 
automotive or otherwise will benefit from the 
goldmine of knowledge that Hamilton can 
offer.

Closing the general session will be a dynamic 
panel of industry heavyweights who will 
address The Future of the Auto Industry.

Facilitated by former 60 Minutes journalist 
Ian Leslie, the panel will include Robert H. 
Kurnick Jr. (President of Penske Automotive 
Group), Peter Welch (President of the National 
Automobile Dealers Association), Bronte 
Howson (Managing Director, Automotive 
Holdings Group) & Martin Ward (AP Eagers 
CEO).

Attending the Convention

Between the enticing line-up of speakers and 
exciting changes to format, venue and layout, 
a huge attendance is expected at this year’s 
Convention.

Dealers big and small recognise the 
Convention as a truly worthwhile investment 
that allows them to network with counterparts 
from all over Australia, witness the latest 
and greatest in automotive innovations and 
improve the success their business.

If you haven’t registered your attendance, 
there’s still time to sign up yourself and your 
staff.

Visit aadaconvention.com.au or call  
(03) 9576 9944.

2015 AADA
National
DEALER
CONVENTION
10 - 12 AUGUST 2015aadaconvention.com.au
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You’ve Never Had Selling Explained To You Like This 

GEORGE DANS
‘THE WORLD’S GREATEST CLOSER’

SALES SUCCESS

The World’s Best Closer, George Dans, takes centre stage with two electrifying 
presentations at the AADA National Dealer Convention this year.

Prepare to be fired up, reinvigorated, confident and ready to sell as the larger- 
than-life Dans demonstrates how to close more sales, more often.

First, Dans will reveal the true impacts of failing to close – not only do your profits 
suffer, you also start to lose confidence in your ability as a salesperson. Not to 
mention a loss of repeat business, referrals and brand awareness.

Then, he’ll equip you with the skills you need to put the fire back into your sales 
game. Learn how to build value, persevere through rejection, communicate with 
conviction and become the salesperson you want to be.

Leading by example in a sales team is a given. But unless you’re  
able to build a winning team of high performers, your dealership  
is competing with a handicap.

George Dans will demonstrate how to curate a champion 
team by creating a compelling vision, recruiting with a  
game plan and learning how to motivate different personalities.

George has an inspiring hands-on approach to sales training  
backed by 20 years of experience in helping Dealerships  
improve their operations in sales, gross and team performance.

He has passed on his proven methods on a factory level  
to Toyota, Honda, Daimler Chrysler and Kia with  
incredible results.

Delegates have the opportunity to get inside the mind of  
a sales genius, gaining invaluable tips to arm their  
dealership with powerful closing ability and sales  
skills that can be filtered throughout all levels of operation. 

Sales Managers in particular can’t afford to  
miss out on this powerful presentation  
– it’s sure to help your dealership and  
sales team go to the next level.

$99* PER PERSON
MONDAY 10 AUGUST   7.00PM – 10.00PM

SPECIAL EVENT

2015 AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association 
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12 Foolproof Ways to Increase Service,  
Sales and Customer Retention 

DAVID MARTIN
PRESIDENT, MAR-KEE CONSULTING GROUP

There’s a goldmine waiting to be uncovered in every service department 
and it all starts at the counter, according to sales and fixed operations 
specialist, David Martin.

In three dynamic hours, Convention delegates will be inspired and educated 
by an authority on dealership fixed operations as well as an AADA National 
Dealer Convention favourite. David Martin has spoken at six AADA 
Conventions already and has been rated #1 speaker for five of those years.

On top of that, David has presented at nine NADA Conventions in the US 
and has facilitated cutting-edge sales training to thousands of service advisors 
around the world. As President and co-founder of training and consulting 
firm, Mar-Kee Group – David brings over 38 years of automotive sales, 
training and management experience.

This year, David’s session will take place on the Convention pre-day Monday 
(August 10) at 7:00pm and will run concurrently with George Dans’ sales 
presentation.

OUTSTANDING OPERATIONS 

*To attend either one of these business sessions, at least one member from your dealership must be registered as an AADA 2015 National Dealer Convention Delegate. Price includes GST.

$99* PER PERSON
MONDAY 10 AUGUST   7.00PM – 10.00PM

SPECIAL EVENT
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Exceptional Experiences  
That Win Digital Buyers 

JARED HAMILTON
FOUNDER AND CEO OF DRIVING SALES

The million-dollar question – what influences buyers?

More specifically, what makes them choose one dealership 
over another? What makes or breaks the sale? And how can 

you create a better customer experience?

Each one of these questions can be debated forever and a day by 
salespeople huddled around the dealership water cooler. But the 
only way to find real answers is to go straight to the source – the 
customers themselves.

Jared Hamilton, award-winning entrepreneur and founder/CEO 
of Driving Sales (an online sphere for Dealers looking to share and 
discuss thoughts and ideas), took the direct approach, conducting 
a year-long study of thousands of car shoppers.

The results are guaranteed to change the way your entire 
Dealership operates.

A self-confessed tech head, Jared speaks to audiences around the 
globe about social technologies, operating businesses in the digital 
world and the future of web technology.

The results of his comprehensive survey will arm you with the 
knowledge you need to:

•    Determine from the customers’ perspective what experiences 
help or hinder decisions to buy

•    Implement pivotal interactions that  
influence various types of buyers

•    Optimise your sales team, showroom and  
processes to create a memorable  
shopping experience

•    Identify the specific dos and  
dont’s of connecting  
with future customers

With such an illustrious  
career in the automotive  
and I.T industries and a  
powerful on stage  
presence, Jared’s  
words will stay with  
you long after his  
session ends.

DIGITAL AND EMERGING TECHNOLOGIES

Professionalism Under Pressure 

CAPTAIN RICHARD 
DE CRESPIGNY
CAPTAIN OF QANTAS FLIGHT 32

It’s every pilot’s worst nightmare – a mid-air engine explosion 
that puts a Qantas A380 Airbus full of 440 terrified passengers 
in dire risk.

Captain Richard de Crespigny experienced such a nightmare and 
lived to tell the tale. 

As did every one of his passengers on that fateful summer day in 
2010.

Keeping cool in a crisis is one thing. But problem solving under 
life-threatening pressure with hundreds of lives at risk? That’s a 
whole new ball game.

Captain Richard de Crespigny’s story is a remarkable one. That he 
was able to safely land the heavily damaged airbus and help keep 
the passengers on board calm during the terrifying ordeal is true 
testament to his professionalism under pressure, preparation and 
clear thinking.

At this year’s Convention, you’ll relive every twist, turn and 
triumph as he takes you on a hair-raising journey you won’t soon 
forget.

After such a life-changing event, Richard is certainly more 
qualified than most to talk about teamwork, problem solving, 
judgement, calmness and putting years of highly-skilled training 
into practice when needed most.

Years after overcoming what would have  
been one of the most catastrophic aircraft  
accidents in Australian aviation history,  
Richard has gone on to become one of  
the world’s leading corporate speakers,  
sharing his story with diverse audiences  
from all around the globe.

Richard is an outstanding speaker,  
engaging and inspirational,  
and will change the way  
you approach crises in  
your own life.   

MOTIVATION & INSPIRATION

2015 AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association 



The Top Five Legal Threats Facing  
Automotive Dealers 

EVAN STENTS
LEADING AUTOMOTIVE INDUSTRY LAWYER

All dealerships have to be prepared for the considerable and genuine 
legal threats that face their business every day. 

Dealerships have an immense responsibility. Not only to serve 
customers with honesty and transparency, but also to operate within 
proper protocols. 

Too few dealerships only begin to understand what defines proper 
protocol once issues arise, not before. And when the sledgehammer of 
authority comes down, it does so with a thud.

Evan Stents is a partner of HWL Ebsworth (a leading commercial law 
firm) and the National Head of Litigation for the firm.  He is also the Lead 
Partner of the firm’s Automotive Industry Group. He’s acted for a wide 
range of motor dealers, OEMs, component producers, automotive service 
providers, after market providers and a number of automotive industry 
group associations (including AADA and VACC) in addition to being a 
regular contributor to trade journals and guest speaker at trade forums.

When companies like Australia Post, Hungry Jack’s, LG, ANZ and the 
Commonwealth Bank need representation, Evan has taken the call.

Simply put, no voice holds more weight than Evan’s when it comes to 
discussions about law, especially in the automotive industry.

His special presentation, The Top 5 Legal Threats Facing Automotive 
Dealers, is absolutely essential in educating Dealers about managing 
disputes with manufacturers and customers, avoiding work place disputes 
and understanding their regulatory and contractual obligations.

Failure to properly address disputes with manufacturers can result in 
losing your dealership investment and customer or workplace disputes 
can be costly and result in reputational harm.  With so much on the line 
behind many every day decisions, it’s absolutely essential to be aware of 
your legal rights and responsibilities.

Evan has witnessed first-hand the severe consequences for dealerships 
that fail to properly manage disputes and stay on top of the changing 
regulatory environment.   

In his dynamic address, he will explore the techniques for engaging with 
manufacturers in disputes and achieving commercial outcomes that avoid 
costly legal battles. 

You’ll come away from the session informed and confident about how to 
better protect your dealership from legal threats. 

So do your business a favour and be at this essential session.

ESSENTIAL OPERATIONS & COMPLIANCE
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5 WARNING SIGNS YOUR DEALERSHIP’S 
ONLINE MARKETING PROVIDER IS 
TAKING YOU TO THE CLEANERS!

I spend a lot of quality time with auto dealers, 
and I’m often surprised at the state of their 
online marketing programs. Sometimes I am 

even downright outraged at how some online 
marketing providers (website developers, 
SEO & SEM companies, and social media 
agencies) are taking advantage of dealerships. 
Frequently, franchise dealerships are laying out 
some serious cash to rank above competitors 
with very little results to show for it. I recently 
spoke with an Internet manager at a small, 
50 cars-a-month Ford dealership that was 
using one of the popular automotive website 
and digital marketing providers. He was 
paying $4,500 a month and really had nothing 
tangible as far as results to show for that huge 
monthly expense! To help balance the online 
showroom playing field, I have outlined 
five warning signs of digital potholes ahead 
that signal a bumpy relationship with your 
dealership’s online marketing providers.

Warning Sign #1: They don’t 
explain key terms nor define a 
clear strategy

Are they able to explain key digital marketing 
terms like SEO, SEM, SERP, CPC, H1 & H2 
tags AND define a clear strategy of use for 
your Dealership’s online presence? Many 
marketing vendors that offer digital services 
have misled dealerships by not fully explaining 
what terms like Search Engine Optimization 
(SEO) mean and how they can be used 
effectively for your site. Avoid this by nailing 
down exactly what these terms mean, how 
these digital marketing components are going 
to be used as part of a documented online 
dealership strategy, and jointly agreeing to 
success milestones and timelines that need 

to be achieved for your dealership’s online 
presence.

Here are a few questions you should be asking:

•    How are you using long tail keywords? 
What research was used for selecting the 
keywords being used and how does it relate 
to my dealership?

•    What on-page SEO factors like H1 and H2 
will be used and why?

•    What sort of original and engaging content 
are you creating for my website? How often 
will site content be refreshed? Make sure 
you define “refreshed” as something more 
than changing a few words or titles on a 
page.

•    What does success look like? What metrics 
will show that the online strategy is 
producing results?

•    How often will we revisit the strategy and 
perform a milestone check to make sure we 
are on track?

If your provider cannot clearly explain the 
online strategy they have in mind for your 
dealership and what they will be doing to 
actively increase your SERP (Search Engine 
Results Page) results then ‘Houston. We have a 
problem.’

Remember, just because a marketing vendor 
claims to be doing SEO services, it doesn’t 
necessarily mean they are. In some cases they 
may only be changing the title of your website! 
A solid SEO provider will optimise on a page 
level and will do a significant amount of 
keyword and competitor research. They will 
also be willing to explain in detail the online 
strategy for your dealership and work with 
you to tweak it for optimal results on a regular 
basis.

Warning Sign #2: Just read the 
monthly report I sent you and 
trust me

If your provider does not give you full 
administration access to the CPC (Cost-per-
Click) campaigns and real time analytics of 
your dealership’s digital marketing efforts, then 
there’s a big problem. This is the equivalent 
of not giving the customer the car keys and 
title after they purchase a car from you! 
Monthly reports on the performance of your 
dealership’s site are insufficient as this is 
something you really need to monitor on a 
daily basis. Not having access to adjust these 
campaigns and seeing which variants of CPC 
ads are the most effective puts your dealership 
in the dark about real time performance.  
Always adopt a ‘Trust but frequently Verify’ 
approach to make sure that you are getting 
your bang for your CPC bucks.

Also be wary if your digital marketing 
provider creates a social media account for 
your dealership and then proceeds to use 
it to advertise their brand on your page. 
For example, they could be retweeting 
promotional ads for their services under your 
dealership’s name. This is fairly common 
for providers to do and it’s basically free 
advertising for their brand while riding on 
your dealership’s name.

Warning Sign #3: Selling guns 
to both sides

Is the same marketing vendor you are using to 
build SEO and improve your Google ranking 
also servicing the competition down the 
street? Believe it or not, this is a real problem 
that happens more often than you may think.  
If both your competition and you are selling 
the same vehicles (i.e. 2015 Ford Mustang), 
in the same city or nearby cities, whose side 
are they on? How can they promise both 
dealerships to rank highest on Google SERPs 
when they are competing with another Dealer 
they directly service?

How can you trust a provider that is playing 
both sides of the fence? When your dealership 
is selecting a provider for website and SEO 

MARKETING       Australian Automotive Dealer Association 

Zach Klempf
CEO, A1 Software 
Group
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Can Your Touch-Up Paint Do This?

Factory Match Colors

Step 1- Dab

No Clear Coat NeededPermanent Repairs The Cure for Road Rash

A U S T R A L I A
AUTOMOTIVE PA INT CHIP

REPAIR SYSTEMS

Email us at gary@drcolorchip.com.au or Phone on 0418 192 008

Check it out at
www.DrColorChip.com.au

Dr ColorChip - the best paint chip repair system
in the world, is now available in Australia

Dealership solutions include;

   Retail packs to be sold via service dept, parts dept
   or aftersales upsell. No stock requirements.

   Commercial systems available for in-house used car
   reconditioning or service department upsell opportunity
    to recover lost income streams.

Step 2 - Smear Step 3 - Blend

services make sure they do not service your 
local competitors too. Otherwise both of you 
are being taken to the cleaners.

Warning Sign #4: Low 
percentage of actual spend on 
CPC campaigns

When you pay your provider for running CPC 
marketing, make sure you have a detailed 
breakdown of how much money is being spent 
on the actual campaigns versus how much 
money is being spent on other expenses. You 
need a breakdown of how much is being spent 
directly on AdWords, FB Ads, Remarketing 
Ads, and so on. If they are only spending 
a small amount of money on these CPC 
campaigns and more on the miscellaneous 
administrative services, then you have a ROI 
disconnect.

CPC campaigns need to be carefully 
monitored. If your provider is throwing 
money at campaigns with a low ROI, then 
issue a cease and desist campaign notice 
immediately. If you have tried CPC campaigns 
in the past for your dealership and know that 
certain networks aren’t effective (i.e. Pinterest 
Promoted Pins), then let your provider know 

ahead of time to save you both time and 
money. Balance that past experience though 
with being willing to explore new channels if 
your provider can provide you sound business 
rationale based on your target demographics 
and user profiles. Also, be sure to ask them 
for previews of the CPC campaigns they are 
running, so you can see how consumers are 
viewing your targeted advertising.

Warning Sign #5: Updates are 
bogus and are really just minor 
text changes 

You have every right as a dealership to audit 
your provider on a regular basis to make sure 
they are doing what they have been hired to 
do.  Dealers who are not actively monitoring 
their providers are more susceptible to 
questionable practices. For example, some 
marketing vendors will claim that they 
make weekly ‘updates’ to your social pages 
without actually doing anything tangible. The 
Ford Dealer mentioned earlier in the article 
discovered that his provider was making 
blank edits to their social media account, and 
billing him as if they were making meaningful 
updates. To prevent these types of issues, the 
Dealer needs to ask for an in-depth report of 

all updates made by the provider that describes 
in some depth what actual changes were made 
and what percentage of each page’s content was 
actually updated.

Key takeaways for the GM

In this digital age, many Dealers fall behind 
when it comes to understanding SEO, CPC, 
and Social Media marketing tactics. Some 
online marketing providers take advantage 
of non-tech-savvy Dealers and do minimal 
work through questionable, and sometimes 
unethical, business practices. The best way to 
protect your investment in digital advertising 
is to audit your provider and ask as many 
questions as possible. It is your right to 
receive proper and in-depth reporting of your 
providers activities. Keeping a look out for 
the warning signs mentioned and following 
the tips outlined in this article could save 
your dealership thousands of dollars a month, 
ensure a smooth digital highway experience, 
and put you a step ahead of your competition!

About the writer – Zach Klempf is the CEO 
of A1 Software Group, makers of the Selley 
Automotive sales platform. Visit SellyDealer.
com for more information.
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BUFFETT FEASTS ON AUTO DEALERSHIPS
The big tick for the dealership business model:  Why major investors have auto dealerships in their 
crosshairs.

FEATURES       Australian Automotive Dealer Association 

When the most successful investor of 
the 20th century starts investing in 
car dealerships, it’s worth taking note.

Earlier this year, Warren Buffett completed 
his acquisition of the largest privately held 
dealership group in the United States, the Van 
Tuyl Group.

Buffett’s larger-than-life character and 
extraordinary investing track-record only 
increase the interest in his latest investment 
choices. With nicknames like the ‘Oracle of 
Omaha’, you can begin to understand the 
almost mystical aura behind the 84-year-old’s 
otherwise jolly persona.

However, Buffett is no fortune teller. 
Chairman, CEO and largest stakeholder of 
Berkshire Hathaway, and consistently ranked 
amongst the world’s wealthiest people, Buffett 
is only interested in trends that work and 
models that succeed. 

Despite his enormous wealth, he is also 
well-known for his personal frugality. No 
cent is gambled in rash and most key choices 

are made in adherence with the philosophy 
of value investing – an approach that places 
greater emphasis on buying stocks at a 
discount to their intrinsic value rather than 
their market value.

Buffett is also a notable philanthropist. 
Having pledged to give away 99 per cent of 
his fortune to philanthropic causes; he was 
named in Time’s 100 Most Influential People 
in 2007; President Obama awarded him the 
Presidential Medal of Freedom in 2011; and 
he, along with Bill Gates, was named the most 
influential global thinker in Foreign Policy’s 
2010 report.

Buffett’s moves are always 
closely followed and there is a 
sense of surety in his choices.
So, by purchasing the Van Tuyl Group (with 
an aim to buy more dealerships in the future), 
is Buffett giving the automotive industry – 
and the dealership model, in particular - his 
ultimate stamp of approval? 

The Van Tuyl family founded the group six 
decades ago. It’s now ranked amongst the 
highest US dealerships for revenue (almost 
$8 billion in 2013) and has 78 independently 
operated dealerships in its stable. As a result, 
Buffett will acquire the plethora of dealerships 
across all 10 states, in one swoop.

Therein lies one of the most attractive 
prospects of this type of ‘bundled’ purchase.

In Buffett’s eyes, the dealership business model 
is a winning one. And it turns out he’s not the 
only one looking to jump on the bandwagon.

American business magnate, George Soros, 
too sees the cash-flow capabilities of car 
dealerships. He recently sent his most trusted 
assistants down to the NADA convention in 
San Francisco to scout for possible dealership 
investment opportunities.

In a clear nod to the ‘ripple effect’ caused 
by successful investors, shares of the major 
publicly owned retail chains, including Penske 
Automotive, rose remarkably from 2 to 7 per 
cent with word of Soros’ intentions quickly 
spreading.



Then there’s the world’s richest man, Bill Gates, 
who owns 15% of AutoNation, itself a rollup 
of individual dealerships created by fellow 
billionaire, Wayne Huizenga.

For dealership owners in the US and in 
countries like Australia, the keen interest 
shown in the dealership model by the likes of 
Buffett and Gates should be viewed as positive.

‘This is the beginning of a 
journey that will have no 
end,’ says Buffett on his recent 
acquisition.
‘(Van Tuyl family members) Cecil and Larry 
have given us the ideal platform with which to 
build an auto dealership business that will be 
thriving and growing 50 and 100 years from 
now. The fun has just started.’

Buffett hopes to use this agreement as a means 
to buy other dealerships and predicts that he 
will hear from hundreds of dealership owners 
looking to sell their businesses in the near 
future. 

Whilst speaking about his new purchase, 
Buffett also dismissed the direct-to-consumer 
model championed by Tesla’s Elon Musk.

‘I would doubt if it picks up much steam,’ he 
said of the company’s sales model. ‘What Tesla 
does with it, we’ll find out. But I do not see 
the distribution system changing in any major 
way.’

Some analysts believe that online vehicle 
buying will eventually replace all or part of 
buying at your local car dealership, making 
cars much cheaper than they are right now.

Coincidentally, now-Berkshire Hathaway 
Automotive Chairman Larry Van Tuyl, agreed 
with his boss, saying that he did not see the 
Tesla model as much of a threat.

‘I don’t see any serious volume potential there, 
and their pricing for what they build will be 
fine, but it’s certainly at the upper end, so I just 
don’t see it as a volume product,’ he said.

Dealerships aren’t too difficult to buy. But they 
are complicated businesses to run successfully 
and require significant investments in 
showroom and workshop facilities. In an 
age where the information deficit between 
salesperson and customer is shrinking, and 
consumers are more astute – purchasing 
directly from the manufacturer is an issue that 
deserves consideration.

Whether the predictions of investing giants 
like Buffett and Gates are correct, or if the 
dealership model is set for a shake-up, still 
remains an unknown – only time will tell.

In the meantime though, the retail automotive 
industry can march on with an added level of 
confidence, knowing that some of the world’s 
biggest backers are behind it. 

Realise outstanding 
F&I growth and success 
through an industry specific 
competency training 
program that delivers  
real-world training as well 
as a nationally recognised 
formal qualification. Log on 
to allianzadvantage.com.au 
to find out more and enrol.

Large General Insurance Company of the Year 2013 Australian Insurance Industry Awards. 
Allianz Australia Insurance Limited ABN 15 000 122 850.

A new approach 
to F&I Training 
has arrived
Allianz Advantage F&I Training 
Academy

Photo Source: <a href=”http://www.flickr.com/photos/22191301@
N00/178633669”>Warren Buffett</a> via <a href=”http://photopin.
com”>photopin</a> <a href=”https://creativecommons.org/licenses/by-nc-
nd/2.0/”>(license)</a>
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 Charles Bayer
 Contributor

Do you believe there is a special relationship 
between a car dealer and the local 
community? 

There is. We employ 30 people in our 
business and at last count there were 78 
people, including partners and kids, whose 
livelihood is dependent on how well our 
business is going. That’s a big percentage of the 
community that our business supports.

What about your relationship with the Swan 
Hill and Kerang community specifically? 

On a personal level, I definitely feel a sense of 
belonging because I know lots of people and 
we’re heavily involved with local community 
activities and football clubs. We get out and 
about and meet lots of people that way. I also 
make a special point of meeting every one of 
our customers. I don’t sit behind a desk and 
hide.

Your dealership has received some very 
impressive awards, why do you think that is?

We’re very proud of that, we’ve won the 
President’s Award for Toyota five years in a row 
and we were Dealer of the Year twice in a row, 
which is a reflection of our staff – they always 
go the extra mile, not only for our customers, 
but also for Swan Hill. 

Do you think your sales would fall if 
you weren’t actively involved in the local 
community?

They’d fall about 30 to 40 per cent. I’m in 
Rotary and a board member of Swan Hill Inc 
which is an organisation that promotes Swan 
Hill. I’m also involved with the Rotary Market 
and on the Farmer’s Market committee. My 
wife is on the board of Tennis for Children 
and the board of ESW, which is the local 
employment training organisation. It’s all 
voluntary too! 

How long have you been supporting the 
community? 

I’ve been in Swan Hill for eight years, originally 
as a part owner of the business but now I own 
it 100 per cent. It’s a small community where 
everyone knows everyone and it was easy for 
us to get involved and get to know people – 
we fitted in much quicker than I would have 
imagined actually. We sponsor many different 
services and clubs as well as a number of key 
events like Colour Your Run Swan Hill, which 
helps cancer sufferers in Swan Hill.  

Where were you before moving to Swan Hill?

I worked at Melbourne City Toyota for over 12 
years as a used car manager. 

Was that stressful? 

Yeah it was, I managed a team of 20 and we 
used to sell 120 used cars a month. When I 
came up here they were selling about 23 cars 
a month and it was a bit of a walk in the park 
you could say. Now we sell about 75 vehicles a 
month so that’s a great improvement. 

What’s so special about Swan Hill? 

People ask me ‘why Swan Hill’ and the answer 
is, if I thought too much about it before 
leaving I would never have done it, but it’s 
the best decision I’ve ever made. I definitely 
feel like I’m out of the rat race, there’s a sense 
of belonging and I’ve managed to free up 72 
hours each month from saving two hours a 
day with the drive to work and back. Now I 
couldn’t go back to Melbourne. 

How long have you been in the car trade?

About 25 years. 

What about your son? 

He’s 18 now and just finished school. He works 
at McDonald’s and one day he wants to be a 
McDonald’s franchisor.

So he’s not going to follow in your footsteps? 

He always wanted to when he was a kid. But 
when he turned 15 he got a part time job 
at McDonald’s and that’s become his life’s 
ambition and he loves it so we’re quite happy 
with that, because if you find something you 
love you’re 90 per cent of the way there. 

If you weren’t a car dealer what would you be? 

A Chef.

Do you have a signature dish? 

Not really, but my wife reckons I’m an expert 
at making a mess of the kitchen. 

‘MOVING TO SWAN HILL WAS THE 
BEST DECISION I’VE EVER MADE’
PROFILE - SEB PARSEGHIAN, DEALER 
PRINCIPAL AT SWAN HILL TOYOTA
Sebastian ‘Seb’ Parseghian is the Dealer Principal at Swan Hill Toyota and Kerang Toyota. Eight 
years ago he moved from a high profile role at one of Melbourne’s largest used car operations to take 
over the Toyota dealership in a small rural town. Since then, his dealerships have become highly 
awarded and community-focused. Here’s how he did it.



Save time, money and minimise frustration with 
KEYTRACKER, one of the simplest and most cost 
effective key management systems currently  
available for keeping track of who has the keys  
at any time. 

The BenefiTs are simple...
• No more lost keys, even for a few minutes
•  Only authorised staff can access the board
• Organised layout – all keys in one place
•  Ensures you always know who has the keys
•  Minimises opportunist theft
•  Secure Cabinet or Safe
•  Rugged construction deters vandalism
•  Modular system with total flexibility to 

allow business growth

Colour Coded Identification System
The Access Peg is engraved with the staff member 
initials or number, enabling easy identification of 
who has the key. The Pegs come in 14 different 
colours which provides the ability to allocate a 
colour to a particular department or staff ranking. 

 
For a no oblIgatIon 30 DAY FREE TRIAL Call 1800 814 716 today

…or for further information visit www.keytracker.com.au

KEy ManagEMEnt MadE SIMPlE with
the Secure Key  
Management System

The system comes complete with Anti-Tamper 
Seals; Retention Pegs and Coloured/Numbered 
Access Pegs, ready for immediate use.

2 Twist to release 
the desired key...

3 Remove key!
Access peg cannot be  
removed until key is 

returned

1 Insert your 
personal colour 

coded access peg...

Getting a key is  
as easy as 1 2 3

What do you do to relax? 

I play golf a couple of times a week and cruise 
the Murray River, fishing and relaxing. 

Who is your inspiration? 

James Rowan, he’s an American speaker and 
motivator.

What are you most passionate about?

If you said business and golf, you’d be on the 
money.

Do you have a favourite car story? 

When I was a salesman at Melbourne City 
Toyota, I had an enquiry from this bloke 
wanting to know if we had any second hand 
Landcruiser Utes for sale. I said we’ve got one 
or two, give me your name and number and 
I’ll call you back. 

Then he said no, he couldn’t do that because he 
was at his girlfriend’s house (and couldn’t give 
me the number because he’s also married). 
But he was going to come down from Ballarat 

and had to make a quick decision, because his 
father was in hospital dying of cancer.

If we had something there, he was going to 
turn up the next morning. So I said hold on, 
I’ll go and find out. We had three in stock so I 
told him all about them and he said he’ll be at 
the dealership the next morning. Sure enough, 
at nine o’clock this bloke turns up asking for 
me and I showed him the three Cruiser Utes 
we had and he started firing questions at me; 
has it got this, has it got that. So eventually he 
said okay, let’s go and show my dad who’s in 
the hospital. I said give us your licence and I’ll 
get a copy of that and he said no, I don’t have 
my licence with me. I said I can’t let you drive 
and he said I don’t want to drive in Melbourne, 
I’m from Ballarat. 

So we jumped in the Ute and drove to the 
hospital and parked in the car park. I said I’ll 
wait here for you, he said no, come inside, my 
dad’s had a bad turn and he might be a while. I 
went inside for half an hour and I thought I’ve 
got to make a phone call so I went outside to 
make the call and then the car was gone. 

Turns out he’d slipped a key off the key ring. It 
was about four years later that the police found 
the car with the same rego number in Griffith 
and the bloke was just bloody driving it. They 
went to his house for some other incident and 
ran the rego through the system and realised it 
was a stolen car. 

Did you get it back? 

No, the insurance had already paid out so we 
didn’t get it back. But I’ll never forget that one. 

What three words sell cars? 

Trust, rapport and relationships.

Which three words sum you up? 

Ambitious, relaxed and determined. 

Finally, do you think the Tiger’s will finish 
ninth again this year? 

No I reckon seventh, because I’m a very 
positive person.
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ON TRACK WITH ‘CRENNO’

CHANGE IS NOT IN THE AIR, IT’S HERE, ON 
THE SHOWROOM FLOOR AND ON THE TRACK

In our market, there is obviously some 
misalignment between the fan base of car 
brands on track and car brand demand in 
Dealer’s showrooms. Any good judge or 
demographic expert would suggest the next 
5-10 years will see the current structure 
unsustainable should this lack of alignment 
continue. 

Obviously, Australia’s Motor Sport authorities 
need a new plan that bears greater relevance 
to the future and current new car buyer 
sentiments so that a new breed of fans can be 
attracted to the sport. Pleasingly, this is what is 
happening and despite criticism from die hard 
traditional fans, the new Channel 10/Foxtel 
broadcasting is where the emerging fan base 
will start the important transition process.

Another key recognition that our sport 
needed reshaping (to align it with showroom 
preference) was with the announcement in 
2011 of V8s ‘Car of the Future’ (COTF). 

This would attempt to reset the clock from a 
100% Ford/Holden Motor Sport Series and 
encourage more manufacturers to join.

This COTF spec car was professionally and 
comprehensively devised by Mark Skaife 
which ultimately saw the Holden and Ford 
100% share of the grid move to 70% as it is 
today. 

It was only partially successful in terms of 
attracting new brands to the sport as Holden 
continue to dominate the field with 13 of the 
26 cars on the grid then Ford (five), Nissan 
(four), Volvo (two) and Mercedes-Benz (two). 

In my estimation, come 2017, with the next 
generation of race cars in our elite series, we 
must see at least six car brands, in addition to 
Holden, backing the sport in its new guise.

As stated in a previous article, surely it is more 
relevant and appropriate for car companies 
operating in Australia to back the sport of their 
industry with sponsorship dollars from their 
marketing budgets to create customers and 

brand loyalty, before supporting football or 
other sporting codes?

Today, AFL football has 14 car companies 
tipping huge dollars; 14 of the 18 AFL clubs are 
sponsored by the automotive sector.  

In my estimation, automotive companies 
contribute approximately $30 million PA+ 
into our football codes. Comparing this to the 
estimated $9- $10m the four car brands in V8 
Supercars (Holden, Ford, Nissan and Volvo) 
contribute to our racing industry, poses an 
interesting question as to why Ford would have 
chosen supporting Geelong Football Club in 
preference to ‘Australian Motorsport’.

Surely our car companies should strategically 
invest sponsorship dollars into creating 
employment for talented automotive 
engineers, technicians and apprentices in the 
car racing industry in preference to bolstering 
the bloated salaries of many professional 
footballers. To Holden’s credit they allocate 
funding from their marketing budget to 
sponsor both motor sport and the football 
codes 

The table below illustrates the dramatic 
changes in buyer preference and the reason 
why our sport must get at least six all new car 
brands on the grid in 2017.

COMPARISON - MARKET SHARE  
ON THE DEALER SHOWROOM

The exit of Ford, Holden 
and Toyota from local 
manufacturing means a major 
shift for our car industry 
as well as some serious 
implications at the elite end 
of Australian Motor Sport, V8 
Supercars.  

The long-standing Holden and Ford 
on-track battles will disappear with the 
loss of Australian built cars, cemented by 

Ford’s recent announcement that they will exit 
the sport at the end of 2015.

Given the massive decline in market relevance 
of these two previously iconic brands in 
the Australian automotive landscape, many 
questions are emerging about the ripple 
effect their absence will have, particularly by 
passionate V8 supercar fans.

It seems unbelievable that 30 years ago Holden 
and Ford commanded a combined 42% 
market penetration verses the latest VFACTS 
data showing they now have just 14.8%. Or put 
another way, back then, for every 100 vehicles 
purchased, 42 carried a Holden or Ford badge. 
Today it’s 15 in every 100.

Now compare this Holden and Ford 15% 
market share to some stats at our V8 Series 
motor sport showroom.  

The Holden and Ford brands, which entertain 
the Australian Motor Sport fans and see 
200,000 people fill every seat at the season-
opening Adelaide races, make up 70% of the 
cars that race.

 John Crennan
 Motorsport Contributor

MOTORSPORT       Australian Automotive Dealer Association 

BRAND 1984 2014 YTD 2015

Toyota 19.7% 18.3% 17.6%

Holden 18.1% 9.0% 8.9%

Ford 23.9% 7.2% 5.9%

Nissan 11.1% 5.9% 6.4%

Mitsubishi 9.8% 7.2% 6.0%

Mazda 6.1% 9.0% 10.2%

Hyundai - 9.0% 8.5%

Total Vehicle 
Market Units

638745 1,113,224 277594
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COMPARISON - MARKET SHARE 
ON THE “GRID SHOWROOM”

Pictured: Mark Skaife announcing Car of the Future

In 1984 the top five manufacturers accounted 
for 82% of the Australian car market. Today, 
the same five represent 46% share with Toyota 
holding its ground and Mazda increasing over 
that 30 year journey. If Toyota and Mazda 
could do it why couldn’t Holden and Ford?

It’s too late to turn the clock back, but it is very 
interesting to note that based on last years’ 
vehicle market of 1,113,000 units, had the car 
brands above held their market share of 30 
years ago, here’s how current results would be 
different.

• Holden in 2014 would have sold an 
additional 104,000 vehicles last year

• Ford would have sold an additional  
181,000 units 

• Nissan an additional 45,000 cars 

• Mitsubishi an additional 45,000 cars 

Given the complete reshaping of preferred car 
brands today, we must ask ‘what is the new V8 
Series plan for 2017?’

Our governing body states the following:

• The next race cars will be referred to as 
Gen2 Supercars

• They will have increased relevance to 
manufacturers, race fans and sponsors 

• The new engine and body configurations 
models will compete alongside the current 
V8 models

• The front located engine remains as does 
rear wheel drive and four seat configuration

• This means current cars could be joined on 
the grid with 4 or 6 cylinder turbo engines 
and two door race cars

• The cars must be available for sale in 
Australian showrooms and in right hand 
drive

• Today’s parity control for engine output and 
aero character will carry over 

They also state that the new cars must 
continue to be loud and high powered to 
retain the traditional sporty character the fan 
base has become accustomed to, regardless 

BRAND Bathurst 1984 
Cars

Bathurst 
2014 Cars

Holden / GM 20 12

Ford 15 6

Nissan 2 4

Mazda 13 0

Toyota 3 0

Audi 1 0

Mercedes 0 2

Alfa 2 0

BMW 2 0

Mitsubishi 2 0

Rover 2 0

Jaguar 1 0 

Volvo 0 2

Total Brands 11 5

Cars on Grid 61 26

of the engine type. The exact definition of 
all technical details will be the subject of two 
working groups this year - one concentrating 
on engine and one on aero.

Whilst I applaud the governing body for 
addressing the need to get our race cars 
more showroom-relevant, I hope that the 
V8 officials’ plan for ‘two working groups’ to 
determine the 2017 race car specifications is 
adequate.

I referenced earlier the great job Mark Skaife 
did with the first big change in 20 years. With 
COTF, Mark worked virtually full time on this 
for 18 months independently, but with all the 
right touch points and collaborative disciples 
and approval gates clearly established to ensure 
the job got done on time and on budget. 

The timing of the governing body’s plan 
couldn’t be better. 

But hopefully the detail necessary to execute 
the plan is free from politics and conflicts of 
interest that often haunt motorsport; making it 
essential to have independent Commissioners 
setting strategy and Governance.

AERO 
>PARITY

UNITED E65
4 SEAT

REAR WHEEL DRIVE

LOUD!

COTF CHASSIS 
>MINIMUM WEIGHT

FRONT ENGINE 
>PARITY - V8, 4CL TURBO, V6 TURBO

AERO 
>PARITY
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The National Automobile Dealers 
Association (NADA) University courses 
are up and running, bringing specially 

designed courses from the world-renowned 
NADA educational programs to Australian 
Dealers. 

Devised for staff from shop foreman to 
Dealer Principals to show how dealerships 
can maximise customer retention, maximise 
profits and secure business back from 
independents, the first Service Department 
Operations Management Course was held 
in March at the Motors Group dealership in 
Launceston, Tasmania and was attended by 
service managers from both the Motors Group 
and Gowan’s Motor Group. The course was 
well-received by participants, who gained 
a comprehensive look at the workings of 
the service department from a fresh angle– 
including analysis of financial statements, 
sales, expense, forecasting, pay plans and 
applying them to case studies. 

‘The course was really very good,’ said Dany 
Wong, a Service Manager with Motors Group. 

‘There are several things that I 
really liked about it. One was 
the interaction. You don’t just 
listen to someone talking, but 
bounce ideas off each other, 
talk about what others are 
doing in their workshop and 
what you are doing in your 
workshop and how their ideas 
might help you.

But the biggest difference to the other courses 
that I have attended is that you actually use 
live data from your business. Using live figures 
means you can relate it to your business. It’s 
the best thing I have seen on a training course, 
by far.’

For Mark Taylor, Service Manager for Gowan’s 
Motor Group, the outcome was similarly 
positive. ‘The course was very good and 
pretty in-depth,’ said Mr Taylor. ‘I think the 
best thing about it is that you use your own 
dealership figures. That gives you a new angle 
on things. You can see areas to improve on 
and can implement those ideas when you 
come back to the dealership. We covered 
pretty much everything - from mechanics’ 
efficiencies to your own figures on hours sold 
last month, to where you can implement more 
ideas on how to make money. 

We also discussed the ups and downs of 
scenarios such as when a customer hasn’t paid 
a bill and the effects that has on the company, 
and we took part in a role-playing exercise 
in which someone was a warranty clerk, 
someone was a service advisor and someone 
was a customer. That was a great exercise - it 
gave you a look from every angle and that was 
great.’

The Service Department Operations 
Management course was specially tailored 
by industry experts from the Australian 
Automotive Dealer Association (AADA), 
NADA, and the course provider in Australia, 
the MTA Institute of Technology. 

FIRST AUSTRALIAN NADA  
UNIVERSITY STUDENTS UPSKILL  
THEIR WAY TO PROFIT
NADA University has been received well by the first Australian students to go through the ranks.

Dany Wong, Mark Taylor, Terry Bienefelt and Ben Berne are the first participants in the NADA University courses.



The course is delivered by NADA-accredited 
consultant Rob Mackenzie. ‘The course went 
very well,’ said Mr Mackenzie. ‘There were 
some great moments when the guys were 
actually a little gobsmacked at how much they 
could do using the information we gave them. 
They were very excited about what they were 
hearing. We go through the various modules 
and show them how things are supposed to 
work, and then ask them to do exactly the 
same but using their own dealership figures. 
Then we take those and say “Right, that’s where 
you are and that is how you compare to the 
NADA guide.” It can be quite a surprise.

For instance, regarding repair orders, a service 
advisor could come out from behind their 
desk, do a walkaround of the car with the 
customer and perhaps discover other things 
on the car that require attention,’ said Rob. 
‘Adding one line per repair order can add 
massive profit to the dealership.’ 

For Ben Berne, a service manager with Motors 
Group, taking the course was a positive step. 
‘I’ve only recently become a service manager 
and there are a lot of elements in the course 
that I probably wouldn’t have thought of. And 
using the figures from your own dealership 
was great. It puts a more realistic approach 
to it, you’re more involved and want to know 
more, and as soon as you get back you start 
seeing where you can change.’

Another element of the course that is new is 
the analysis of ‘Proficiency’ – a combination of 
productivity and efficiency, with productivity 
being the number of hours a technician is 
actually working, and efficiency being the 
amount of time it takes for the technician to 
finish the job. ‘If the flat-rate manual says a 
particular job should take three hours and 
the technician can do it in two hours, we can 
say he is efficient – he can complete the job 
in less time than is actually allocated,’ said 
Mr Mackenzie. ‘But what does he do with 
that extra hour? If a technician is 120 per 
cent efficient, but only productive for 80 per 
cent of the day then he is effectively costing a 
dealership money. The combination of being 
efficient and productive – that’s how you 
get the calculation of proficiency and it’s a 
relatively new way of looking at things.’ 

Terry Bienefelt, Motors Group Director and 
State Manager Fixed Operations observed the 
course: 

‘For new service managers it’s a good course. It 
covers the basics of service management and it 
got them thinking about pay plans and about 
different ways of analysing the data – especially 
the financial data that comes out of the DMS. 
It gave them the basics, and the fact they used 
their own live data was good because they 
were able to extrapolate that data, see where 
it sat and then were able to compare that with 

everyone else. A new service manager will 
certainly get a lot out of it. Having case studies 
in courses is brilliant, otherwise you’re just 
doing theory,’ 

‘By the end of the course, participants will 
have covered many elements that effect the 
profitability of the service department,’ said Mr 
Mackenzie. ‘They will have an understanding 
of the importance of cash flow, they will 
know how to improve the contribution the 
service department makes to the dealership, 
they will be able to recognise where they can 
make a difference to the profitability of the 
department and the dealership and, amongst 
other elements, they will be able to develop 
and analyse pay plan models to identify 
opportunities for profit growth. 

They will gain knowledge to make a significant 
difference to the bottom line of their 
dealership.’ 

The Service Department Operations 
Management course and the Sales Operation 
Management I and Sales Operation 
Management II courses are now available 
through the AADA.

Call 07 3237 8777, email courses@aada.asn.au 
or go to www.aada.asn.au for more information

Mark, Dany and Ben with their Certificates of Achievement presented to them by course facilitator Rob Mackenzie. Terry attended the course as an observer.



SHIFT YOUR DEALERSHIP
INTO TOP GEAR

PHONE: 07 3237 8777  //  EMAIL: COURSES@AADA.ASN.AU  //  WEB: WWW.AADA.ASN.AU

FOR MORE INFORMATION, COURSE DATES AND LOCATIONS . . .

NADA UNIVERSITY COURSES TO BE HELD ACROSS THE COUNTRY 
SALES OPERATION 
MANAGEMENT II
Two day course 
$1870 inc GST
Course aims include . . .
• Managers to be better coaches
• To hold better and more energetic 

sales meeting

SALES OPERATION 
MANAGEMENT I
Two day course 
$1650 inc GST
Course aims include . . .
• Complete evaluation of sales and 

F&I profitability
• A specific plan for sales growth

SERVICE DEPARTMENT  
OPERATIONS MANAGEMENT
Three day course 
$3850 inc GST
Course aims include . . .
• Maximise customer retention
• Maximise profits
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Take Control today with the eziKey solution!

Please email enquiries@ezikey.com or phone 1300 744 005 
to book your free consultation today! www.ezikey.com

• Secure key storage facility with smart software tracking activity
• Insurance compliant devices for key storage 
• Highly secure Fingerprint & Licence scanning technology
• Define vehicle usage with accurate information and key movement
• Drivers held accountable and responsible for vehicle activity
• Desktop reporting tools identifying drivers for infringment notices
• Reduce administration cost & time with desktop software 
• Save money on lost key replacement
• Take control of your fleet of vehicles today

Recent Victorian Government 
legislation introduced an INCREASE 
in fines against businesses who  
elect not to nominate a driver for 
traffic offences!

The fines have been increased 
from $866 per offence to a  
whopping $2,952 with three 
consecutive offences attracting a 
FINE OF MORE THAN $17,000!Wall Mount Unit: 71 key capacity.

$tate Government Co$ting you Money? $$$

TC
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A recent Google search for a new 
Mercedes-Benz part drew some 
surprising results. The majority of 

results listed were from aftermarket companies 
offering non-genuine parts, with only one 
genuine part listed on eBay — and it was from 
Germany! 

With thousands of people searching online 
everyday for car parts or accessories, 
Australian Dealers are missing out.

Amongst a sea of non-approved, non-genuine 
parts, Australian Dealers would have a massive 
advantage in the online after-market scene. 

As a Dealer, you have something that gives 
you an advantage over the current competition 
appearing online — your parts and accessories 
are genuine. Online purchases are built on 
trust, so by providing genuine manufacturer 

parts and accessories, you’re already a step 
ahead. Customers know that they’re getting 
quality when they purchase genuine parts, 
and by making them easily accessible online 
you’re helping to maintain a loyal relationship 
between you and your customer. 

How can you get your inventory 
online?

It isn’t as difficult as it sounds. By taking 
advantage of an existing online marketplace 
such as eBay, your inventory can be available 
24/7. 

Currently on eBay:

• A car part and accessory item is sold every 4 
seconds

• 83% of all parts and accessories sales are for 
new products

• 7.3 million unique visitors view the site in an 
average month 

• ‘Parts and accessories’ is one of the fastest 
growing categories

eBay is one of Australia’s largest online 
marketplaces, and is an obvious first step when 
seeking to advertise your parts, accessories 
and merchandise online. Solutions are now 
available that connect with your Dealer 
Management System (DMS) allowing you to 
upload your inventory onto eBay, making it 
easy for you to start selling.

Listing your parts and accessories online has 
many benefits, besides increasing sales. 

Advertising your inventory 
online can also:

• Provide national exposure for your 
dealership — if you include your dealership’s 
branding on your eBay store

• Improve your search relevance — Google 
is able to index your inventory, helping you 
appear in more search results

• Increase visits to your service department — 
if you offer to fit the part for customers

The automotive industry has technology at its 
fingertips to trump the non-genuine market 
and now is the time for Australian Dealers to 
clawback their market share.

EDITORIAL       Australian Automotive Dealer Association 

HOW AUSTRALIAN DEALERS CAN MAKE 
E-COMMERCE THEIR SECRET WEAPON
Take your after-market operations online to boost your sales and brand awareness.

Chris Vening
Dealer Solutions
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June is an exciting time in the retail 
automotive industry, and usually 
coincides with a substantial increase in 

productivity from sales departments. Many 
Australian shoppers still consider the End of 
Financial Year as the ‘best time to buy’ and 
they wait in anticipation for this time to arrive, 
before driving away in a new car.

From a dealership perspective, EOFY 
represents a great opportunity to attract 
more buyers and hopefully forge new lifelong 
customer relationships. But at a time when 
slashed prices, finance deals and bonuses are 
flying from every corner, Dealers need to be 
prepared, or risk blending in and missing out 
on the action. 

ARE YOUR PREPARED FOR THE EOFY?
Australian new car shoppers are hard-wired to expect great savings before the end of  
financial year – are you prepared to make the most of your selling opportunities?

Here are some ways to ensure you get the most 
out of the EOFY sales fever.

Plan ahead

If you haven’t started planning your EOFY 
marketing strategy you’re already behind. By 
planning ahead, you’ll give yourself more time 
to consider the best ways to market yourself 
and reach potential shoppers. Consider 
implementing a ‘slow-burn’ strategy that starts 
at least four weeks before June 30 and increases 
in strength as the cut-off date approaches.

A multi-faceted strategy, with 
one voice

New car shoppers are finding their way to 
your dealership in diverse ways. Your EOFY 
marketing plan needs to address this by 
appearing online, in print, on the radio and in 
any other necessary forums where people are 
taking notice. Be clever with your targeting. If 
the typical buyers of your smallest hatchback 
model are females aged between 20 and 28, 
advertise your deals on this model in the 
places potential customers hang out – for 
example through social media advertising.



Why your business needs to use Video
1.  Creates dealership & brand awareness 

2.  Video inspires and motivates customers

3.  Creates a competitive advantage

4.  Progresses the sales process

5.  Improves conversion rates

Why Use Video1st
1.  Video1st uses the latest technology for a distinctive edge

2.  Delivers an interactive platform for your customers

3.  Delivers immediate data on views and time spent watching content

4.  Creates immediate communication with a customer

5.  The first 60 days is FREE!

“…It has been easily embedded into our sales process… 

leading to increased appointments. Without doubt  

VIDEO1st has given us vital incremental sales”    

- Stuart Inglis Group Sales Manager, Parkway Volkswagen.

Contact Trent Knox on 0448 448 011 
or email t.knox@edynamix.com    |    www.edynamix.com

*After your 60 day free trial you have the option to pay $99 (Ex GST) per month.

FREE 60 DAY TRIAL*

ENGAGE CUSTOMERS WITH VIDEO

Whilst it’s important to be seen across 
various channels, it’s also essential to keep 
your message(s) consistent. Settle on a clever 
campaign name and tone of ‘voice’ for your 
EOFY sales drive and use it consistently. This 
improves the strength of your message and the 
branding of your dealership.

Do something different

Will it be enough to rely on manufacturer 
incentives alone? In some cases it may be, but 
when identical deals are available less than half 
an hour away and similar (or better) incentives 
are happening next door – maybe it’s time 
to offer something different. From hosting 
dealership events to pairing up with local 
community members or offering added value 
– there are plenty of ways to separate yourself 
from the others. Once you figure out what that 
is, don’t forget to promote it.

Use your dealership

You might be excited about your EOFY sale, 
but no one else will be if they arrive at your 
dealership and it looks the same as it always 
does. 

Use your dealership to promote your EOFY 
deals. From constantly rotating stock, to 
flashing signs, balloons and velvet rope – get 
in front of the spotlight. Most dealerships are 
passed by thousands of commuters every week 
– if just a handful of those buy a car because 
they noticed your dealership, then you’re 
already in front.

Don’t forget your used car 
department

In the last issue of Automotive Dealer we ran 
an extensive story on the importance of not 
neglecting your used car operations. Even 
though pre-owned sales have an excellent 
profit potential for Dealers, the used car 
department is often low on the priority list. 
The EOFY period is a time when Dealers can 
not only move new-car stock, but generate 
interest in their used inventory as well. Pre-
owned cars are as ‘new’ to their next owners 
as a car with a handful of kilometres on the 
clock, which is something that should always 
be remembered.
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GET SERIOUS ABOUT SELLING

approach – no short cuts. If performance is 
sliding, break down each part of the sales 
process to identify areas for improvement and 
work on these elements. For instance, when 
a sale is at risk, many automotive salespeople 
resort to discounts believing customers are 
motivated by price alone. We know this isn’t 
true as customers consistently pay more for a 
car from a preferred Dealer. The bottom line – 
you need a selling model that works.

Train tirelessly

Once you have a successful selling model it 
needs to be practiced. Staff need to know the 
model intimately and all updates must be 
trained until a high level of competency is 
reached, no excuses.  

Sales coaching 

Having a successful model and training staff 
on how to use it is a good start. But all your 
resources are put to waste if the model is 
not applied to every sales encounter. Sales 
managers must continuously monitor the sales 
team and regular coaching sessions should 
be held to assess the implementation of the 
selling model and identify opportunities for 
improvement.

Coaching the coach

Sales Managers also need mentoring and 
clearly defined KPIs to improve both team and 
individual performance.

Recruit the right people 

Once you have a selling model and training 
regime in place, it’s time to ensure you put the 
‘right people on the bus.’ If you’re churning 
through salespeople then you need to start 
thinking differently about your recruitment 
strategy. Are you looking for talent outside the 
industry? Are your processes up-to-date? Are 
you undertaking targeted group assessments 
along with a structured interview process? A 
tailored and thorough recruiting strategy will 
help to ensure the cream rises to the top.

Pay for performance

How are you rewarding your staff for quality 
performance? Employees want to receive 
a fair and reasonable financial reward for 
their efforts. But according to research, what 
really makes the difference when it comes to 
employee satisfaction is recognition – often a 
simple but genuine ‘thank you’ or ‘good job’ 
can go a long way.

Overall, businesses need to have a well-
researched and competitive remuneration 
scheme, including a bonus incentive scheme 
that rewards performers that go above and 
beyond. 

By getting serious about selling your team can 
achieve results that propel your business to 
number one, just like Novak. 

Yvonne Bowyer
General Manager, 
FYBC

What lessons can the 
automotive industry learn from 
a professional sport like tennis?

Even the best of the best, like world 
number one Novak Djokovic, are 
truly self-aware, with an incredible 

understanding of the stats, strengths and 
deficiencies of their game. Not to mention 
their focus on continuous improvement, no 
matter how their bank balance reads. 

Djokovic is an intimidating return of serve 
with a career break point conversion rate of 
44%. And he could quite easily tell you that 
he wins 90% of service games, 32% of return 
games and 65% of break points against. 
However, recognising that his serve wasn’t as 
strong as other parts of his game, he employed 
former tennis great Boris Becker to improve 
his serve accuracy and power. 

Djokovic’s new service game winning 
percentage is 99%.

Aside from regular stats like the number 
of cars sold per month or gross per vehicle 
measures, what performance details can your 
sales team reel off on the spot? Can your sales 
managers describe what elements of the selling 
process each sales person is mastering and 
which need improving? 

The art of selling is a serious business. Pay 
attention to the details and success will usually 
follow. 

Being self-aware as a salesperson is important. 
So too is knowing how to boost your stats. 
Here are the most crucial elements in creating 
a ‘best-in-class’ sales organisation:

Selling model

Successful selling methods don’t just happen 
by luck. They follow a logical step by step 

EDITORIAL       Australian Automotive Dealer Association 



Pay Per Lead. Pay Per View.

AND THE LEADS
ARE FREE

CarsGuide.com.au now offers a more affordable 
alternative to the expensive outdated lead-based 

model the industry is used to.

Introducing Pay Per View - a fairer, more 
transparent approach to online car classifieds.

Call our Dealer Customer Service team 
on 1300 662 133 to find out more.

The old model

These dates are well worth putting into 
your diary and reserving – the NADA 
Convention & Expo is the world’s largest 

international gathering place for franchised 
new-car Dealers.

In case you didn’t know, NADA is the AADA’s 
U.S. equivalent, and represents almost 16,000 
new car and truck dealerships with over 30,000 
individual franchises.

In 2016, the NADA Convention will be 
hosted amongst the bright lights of Las Vegas 

FEATURES       Australian Automotive Dealer Association 

EXPAND YOUR KNOWLEDGE  
- NADA STUDY TOUR NOW OPEN
We’re excited to announce the dates of the next  
NADA Convention & Expo Study Tour: March 31 – April 3 2016.

– presenting Australian dealership staff with 
an opportunity to learn from the world’s 
leading speakers, and also see some of Western 
America’s spectacular sights.

Industry-leading travel experts, Corporate 
Blue will be facilitating the study tour, which 
will include an all-inclusive package that 
incorporates the best of the Convention along 
with other fantastic events and opportunities.

It will be a trip to remember.

To find out more or to secure your place before 
places begin to fill, contact Terence Harris at 
terence@corporateblue.com.au or Linda Millard 
at linda@corporateblue.com.au or call  
03 9578 6555.
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USING SNAP21 BOOSTS ONLINE REP
In a recent US research report titled ‘Auto Marketing: Role of Digital Media in Automotive  
Purchase’ over 85 percent of respondents aged 18-55 years said finding a bad review online  
would impact their purchase decision.
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Another North American survey revealed 
that nearly nine in 10 consumers read 
online reviews to determine the quality 

of a local business, and 39 percent do so, on a 
regular basis clearly highlighting the need for 
businesses to attract more reviews and actively 
manage their online reputation.

Studies from Dealer.com and Digital Air Strike 
found that traditional online review sites 
and ratings still carry the most weight when 
consumers make their decisions about which 
dealer to visit.

The takeout from these studies clearly suggests 
that by cultivating positive online reviews 
dealers can grow the size of their markets and 
generate more sales. 

Why? ‘Because car buyers are willing to drive 
farther to reach dealerships with positive 
online reviews—24 percent said they would 
drive 48 kilometres to a dealer with positive 
reviews, 15 percent said they would drive as 
far as 64 kilometres, while nearly one-third (31 
percent) said they would drive 80 kilometres 
or more.’ 

If 70 percent of online car 
buyers are willing to drive 
almost 50 kilometres or more 
for a dealership with good 
online reviews, how many 
customers do you think you 
could gain from a positive 
online reputation? 
What can you do to improve your online 
reputation?

Consider the Snap21 process for Android and 
iPhone. 

Snap21 is a game changer when it comes to 
getting a constant flow of reviews and social 
sharing from happy customers.

‘Snap21 has done more than we ever could 
have asked for! It still amazes me when people 
enter the dealership and talk about all the great 
reviews they have been reading online. We 
have generated over 500 reviews in less than 
a year and our photos have been seen almost 
5,000 times! We couldn’t have done it without 
them!’ says Trent Neely, GM Rahal Motorcar 
Company.

Businesses using Snap21 are averaging more 
than 40 percent of their customers posting 
reviews, with one third of them telling their 
friends and family about their experience.

In just 21 seconds Snap21 creates a constant 
flow of reviews and social sharing from your 
happy customers. 

It’s an effortless way for your customers to 
share a photo on social media and for their 
friends and family to know they brought their 
car from you.

How does the system work?

During the delivery process a sales consultant 
just clicks on the Snap21 app which runs on 
any mobile device, tablet or smartphone, 

enters a couple of quick pieces of information 
and takes a picture!

The process generates a branded email that 
goes immediately to your customer, and makes 
it easy for them to write a review and share it 
on social media.

What’s more, you get notified by email every 
time someone leaves a review about your 
dealership on Snap21.

Snap21 can also track and report when people 
share their photo on social sites like Facebook, 
Google+, Twitter, Pinterest and more!

The program is also a morale booster for 
dealership staff since most of the reviews will 
directly reference everybody’s contributions 
and acknowledge their outstanding work.

Jon Miller, GM Bobby Rahal Acura has the 
final word: ‘We wanted a system that makes 
it easy for our customers to share a photo of 
themselves on Facebook. We also know how 
important it is to get online reviews. Snap21 
provided both of these and more.’ 

So how do you get started?

Call 1300 880 057 or visit  
http://www.snap21.com.au for more 
information.
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PROFESSIONAL AUTOMOTIVE FRANCHISE LEGAL ADVICE

crealegal.com.au

HELPING YOU MAKE APPROPRIATE, EFFECTIVE BUSINESS DECISIONS WITH CONFIDENCE

Contact Steven Crea on 0411 777 695 or steven@crealegal.com.au for a confidential, obligation free discussion.

ARE YOU GETTING THE MOST FROM 
YOUR DEALERSHIP FRANCHISE?
We advise on the legal aspects of Automotive 
Franchising, providing practical, sensible 
and commercial solutions on all dealership 
franchising, property and business matters.

ARE YOU AWARE OF YOUR FRANCHISE 
RIGHTS AND OBLIGATIONS?
A sound understanding of your Dealer 
Agreement, Franchise Code and Motor Traders 
Legislation is critical in business planning to 
avoid unforeseen conflict and financial risk.

The Australian new car market has 
continued its resurgence, recording the 
best March result of all time.

Only Western Australia and South Australia 
saw marginal dips in sales compared to March 
last year (down 2.9% and 0.4% respectively), 
while overall sales jumped an impressive 8%.

The year-to-date tally of 277,594 vehicles is 
also 1.6% higher than in March 2013, the 
previous record year for car sales in Australia.

The spike in sales has occurred at a timely 
juncture – prior to the last two months, the car 
market had flat lined or maintained a steady 
decline for the better part of a year.

Despite consumer confidence still in need of 
bolstering, industry experts now believe that 
2015 could be our best year yet, mainly due 
to low finance rates allowing buyers to update 
to a brand new model with the same or lower 
monthly repayments.

MARKET TRENDS: NEW CAR SALES HIT 
THE ACCELERATOR - RECORD MARCH 
RESULTS PROVIDE TIMELY BOOST
2015 Shaping To Be Our Most Prolific Year Of Sales Yet.

‘When you match low prices with low interest 
rates, people have a great reason to buy a new 
car,’ said FCAI Chief Executive Tony Weber.

Utes, luxury cars and Corolla 
march on 

Three of the top selling vehicles were Utes – 
the Toyota HiLux, Mitsubishi Triton and Ford 
Ranger - despite the former two vehicles both 
set to be superseded by new models by the 
year’s end.

In a further sign of our changing taste in cars, 
most luxury marques continued to shine, with 
Audi up 22.4%, BMW up 14.4%, Mercedes-
Benz up 29.5% and Porsche up a huge 86.7% 
on this time last year.

Two of the smaller contenders, Toyota Corolla 
and the Mazda3, continued their heavyweight 
fight for top spot with the Corolla pipping its 
long-standing rival for the second month in 
a row.

Holden and Ford bucking the 
trend

Deliveries of locally made cars fell to a new 
low as the Ford Territory, Holden Commodore 
and Cruze continued to struggle.

However, not all is negative for home grown 
heroes with the Ford Falcon posting its first 
increase in sales since December 2013 (up 
9.4%).

Overall, the podium for March sales saw 
Hyundai in third place with 8709 sales, 
Mazda in second with 10,217 sales and Toyota 
continuing its market dominance with a 
powerful 19,082 sales.
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The flurry of International Motor Shows 
around this time of year usually spells 
the unveiling and release of a number of 

truly exciting models – this year has been no 
exception.

As Australia shifts to the auburn autumn 
months, we can anticipate the arrival of some 
jaw-dropping luxury cars, face-lifted favourites 
and several cars harnessing technology, the 
likes of which we have never seen.

May

The increasingly popular ute market will see a 
new addition in the form of the 2015 Nissan 
Navara. Those looking for a brutish workhorse 
and heavy-duty tow vehicle will be well 
pleased with Navara’s capabilities.

The chassis frame is largely carried over from 
the previous model, but upgrades to payload, 
comfort and a roaring 2.3L turbo-diesel 
engine bulging under the new sculpted bonnet 
highlight a host of improvements.

Expect bold new looks with the Australian-
made Camry in May. The Japanese car maker’s 
emphasis on sophistication, quality and style is 
noticeable upon first glance.

Rounding up May’s makeovers is the BMW 
X5 M and X6 M. Both models are fitted with 
a 4.4L twin-turbo V8 engine – the most 
powerful engine BMW has ever offered with 
all-wheel drive. Aesthetically, both siblings will 
receive a host of changes.

June

Electric cars are set to send a shockwave 
through the market in June. The ultra-efficient 
Honda Accord Hybrid makes its debut down 
under, the 2015 Range Rover Sport gets 
electrified, an all-wheel drive version of Tesla 
Model S P85D will be released and the Toyota 
Prius V people mover will too receive a facelift.

NEW MODELS IN SUMMARY 

MAY 2015

• BMW X5 M and X6 M 
• Nissan Navara 
• Toyota Camry

JUNE 2015

• Honda Accord Hybrid 
• Hyundai i40 
• Kia Sorento 
• Mitsubishi Triton 
• Toyota Prius V

FEATURES       Australian Automotive Dealer Association 

UPCOMING MODELS:  
AUTUMN SEES A COLOURFUL  
BURST OF EXCITING NEW RELEASES
A wave of updated and brand new models are sure to shake up the new car market in 2015, with a 
number of ground-breaking models to hit our shores in upcoming months.

Meanwhile, Audi makes its first big move of 
2015 with A1, A3 Sportsback, A7, S7, Q3 and 
RS 6 and 7 models arriving with a fresh looks 
and tweaks.
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DEALERS TAKE NOTE: 
GENERAL PROTECTIONS CLAIMS 
INVOLVING A DISMISSAL CAN BE COSTLY
The Fair Work Act has provisions dealing with unfair dismissals and what are known as ‘general 
protections’.

A breach of a general protection occurs 
when an employee is treated less 
favourably or dismissed because they 

have claimed or exercised a workplace right 
such as: 

• Questioning or claiming an employment 
entitlement – such as payment for overtime; 
payment of an allowance; payment for 
personal leave etc.

• Lodging a complaint about a Workplace 
Health and Safety issue

• Making a complaint or enquiry in relation to 
their employment

• Acting as a union representative, being a union 
member or taking part in a strike

General Protections also include protection 
from discrimination on the basis of age, sex, 
marital status, race, sexual preference, religion, 
political opinion, family or carer’s responsibilities, 
pregnancy and temporary absence due to illness 
or injury. (A ‘temporary absence’ is anything less 
than three months of unpaid sick leave in a 12 
month period.)

An employee who feels that adverse action – 
including but not restricted to dismissal – has 
been taken against him/her based on one of 
the grounds listed above, has 21 days in which 
to lodge an application with the Fair Work 
Commission. 

Generally, such an application is dealt with by an 
initial conference involving the parties before a 
commissioner/mediator try to resolve the issue 
without it going on to a formal court hearing. At 
such a conference, the onus is on the employer to 
show that the dismissal or alleged adverse action 
was not due to the employee claiming cover of 
one of the listed general protections.

Employees and their advisors are becoming 
increasingly adept at using the general 
protections of the Fair Work legislation to get 
around the normal time limitation on an unfair 
dismissal claim. Normally, an employee in a firm 
having less than 15 employees is not protected 
by the unfair dismissal provisions in their first 
12 months of employment, and, in a firm of 15 
or more, for the first six months. By alleging 
a breach of one of the general protections, an 
employee can make the claim at any point 
in their employment – including while on 
probation.

Anytime you have a situation where one of 
the general protections issues has arisen with 
an employee, at, or around the time you are 
considering dismissal, you need to be very 
sure you carefully document all performance 
issues you intend to use as justification for the 
dismissal. This will assist in showing that reason 
for dismissal was not based on the employee 
exercising a general protections right.

For more information seek guidance from your 
professional advisor or contact MTA Global - 
email info@aada.asn.au to register and access 
AADA Industrial Relations and Workplace Health 
and Safety related services at a special member 
rate.

WORKPLACE RELATIONS       Australian Automotive Dealer Association 

Ted 
Kowalski
Contributor
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Industrial relations, that is, the management 
of obligations and entitlements between 
employers and employees is an incredibly 

important matter for businesses, including 
dealerships.

Historically, new car dealers have received 
Industrial Relations advice and support from 
the State Motor Trades Associations. The cost 
of this advice is usually part of the membership 
fee of the Motor Trades Association and is 
based on a formula that links fees to employee 
numbers. 

Using this system, large multi-franchise 
Dealers have often paid several MTA 
membership fees if their business extends 
across various States and Territories. What’s 
more, the Industrial Relations advice is 
usually restricted to help desk support, with 
representation on behalf of companies at 
mediation and commission hearings charged 
as an additional cost.

However, this is all set to change with the 
current modern award system in Australia 
essentially removing State-based award 
differences, suggesting that Industrial 
Relations specialists with a knowledge of 
different State awards is no longer a necessity.

MEMBER BENEFITS
AADA Dealer members can now access Industrial Relations  
and Workplace Health and Safety services at an exclusive rate.

The recent creation of the Australian 
Automotive Dealer Association Ltd (AADA) 
as a separate national entity, along with the 
formation of the Australian Motor Dealer 
Council (AMDC) requires the provision of 
national Industrial registration and advice, 
specific to motor dealers. 

As such, AADA can now offer members the 
opportunity to access Industrial Relations and 
Workplace Health and Safety related services 
at a special member rate. The services will be 
provided by MTA Global, including (but not 
limited to):

• A dedicated telephone number for Dealers 
to ring for industry specific Industrial 
Relations advice

• Expertise and support on all employment-
related issues such as unfair dismissal 
claims, wage disputes, discrimination 
claims, and bullying claims

• Representation in Fair work matters such 
as the current four year review of Modern 
Awards

• Liaison with Fair Work Australia inspectors 
regarding complaints lodged by employees

• Workplace health and safety advice on all 
issues

An information kit, including registration 
forms for both AADA membership and 
Industrial Relations Advice Registration was 
sent nationally to Dealers in late April. 

For more information contact MTA Global - 
email info@aada.asn.au

 To take advantage of the opportunities and manage the challenges 
it’s critical to choose an adviser that understands your industry – 

both locally and globally. KPMG has been working with dealerships 
like yours for 100 years. We combine our extensive industry 

knowledge and insights gained to help our clients address their 
most pressing issues and achieve their goals. 

To understand more about how KPMG can assist your 
dealership, contact Aaron Street, Sector Leader, Automotive 

on 07 73233 3138 or astreet@kpmg.com.au.

kpmg.com.au

© 2015 KPMG, an Australian partnership. All rights reserved. QLDN12646PE.

The automotive 
industry is dynamic 
and changing
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MT
AA SUPER

MTAA Super has introduced a clearing house solution, 
QuickSuper, to help employers comply with the new online 
data and payment standards.

 KEY BENEFITS
• Make all your super contributions with ONE transaction 

• 24x7 web-based access 

• Free for default or registered employers* 

• Upload payment information directly from your payroll 
system or input manually 

• Online validation of payments to ensure accuracy 

• Add new employees without additional paperwork 

• Secure online facility 

TAKE THE NEXT STEP 
Go to the MTAA Super website  
mtaasuper.com.au/get-superstream-ready  
to find out how we can help you be SuperStream  
compliant by June 30. Alternatively, please contact our  
Customer Service Centre directly on 1300 362 415.

BY JUNE 30?
DID YOU KNOW THAT THE GOVERNMENT’S SUPERSTREAM REGULATIONS MEAN YOU MIGHT 
NEED TO CHANGE THE WAY YOU ARE PAYING EMPLOYEES’ SUPER BY JUNE 30, 2015? 

An easy solution

The MTAA Super Clearing House is a non-cash payment facility issued by Westpac Banking Corporation. MTAA Super does not issue or operate the MTAA Super Clearing House. It 
offers a high level of security, stability and privacy and is subject to regulation as a financial product. You should consider the terms and conditions in the Product Disclosure Statement 
in deciding whether to use the MTAA Super Clearing House, which is available from https://clearinghouse.mtaasuper.com.au/ApplicationIntroductionView. This document is issued by 
Motor Trades Association of Australia Superannuation Fund Pty Limited (ABN 14 008 650 628, AFSL 238 718) of Level 3, 39 Brisbane Avenue Barton ACT 2600, Trustee of the MTAA 
Superannuation Fund (ABN 74 559 365 913). Motor Trades Association of Australia Superannuation Fund Pty Limited has ownership interests in Industry Super Holdings Pty Ltd and 
Members Equity Bank Pty Ltd. The information provided is of a general nature and does not take into account your specific needs or personal situation. You should assess your financial 
position and personal objectives before making any decision based on this information. We also recommend that you seek advice from a licensed financial adviser. The MTAA Super 
Product Disclosure statement (PDS), an important document containing all the information you need to make a decision about MTAA Super, can be obtained by calling MTAA Super on 
1300 362 415. You should consider the PDS in making a decision.

mtaasuper.com.au

*The MTAA Super Clearing House is accessible free of charge to default or registered employers of MTAA Super subject to application criteria.  
Other employers may be granted use of the service at the approval of the Trustee. 

Do you have more than  20 employees?
Will you be SuperStream ready...



NEXT GENERATION VEHICLE HEALTH CHECK SYSTEM
Superservice Triage is a real-time selling tool that 
increases sales closure. Your service advisor can 
seamlessly communicate with customers throughout  
the service process. The video and photo capture  
helps to build trust in the repair process and customer 
confidence in the work you recommend. It sells!

LEADERS IN PARTS AND SERVICE SELLING SYSTEMS

www.superservice.com
1800 810 103
service@infomedia.com.au

SHARE MORE. SELL MORE.
PHOTO AND VIDEO INSPECTIONS CAN HELP YOU 
INCREASE PARTS AND LABOUR SALES BY 16%
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superservicesolution

WATCH THE VIDEO

@InfomediaLtd               Infomedia Ltd
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A TERRIFIC LEADER  
FOR FORD RETIRES

ARE YOU UP-TO-SPEED  
WITH THE PROVISIONS OF  
THE NEW FRANCHISING  
CODE OF CONDUCT?

2015 AADA NATIONAL  
DEALER CONVENTION  
& WHY IT WILL BE  
THE BEST EVER!

THE OFFICIAL PUBLICATION OF THE AADA  I  ISSUE 8 MAY 2015

WILL SAFETY BE 
THE PRICE WE PAY
FOR NEW CAR IMPORT 
RULE CHANGES?



ALL ROADS 
LEAD TO 
COMSCENTRE
ONE PROVIDER
ONE BILL

We will customise a communications solution to fit your dealership’s unique 
requirements. Whether premise-based or in the cloud, from basic telephony 
to the latest advanced, productivity enhancing UC solutions, Comscentre 
offers dealerships of all sizes innovative automotive solutions to help them 
become more efficient, responsive and productive.  

Contact us today and get ahead of the competition. 1300 134 680

NETWORKING SOLUTIONS connect multiple dealership locations

 MOBILITY SOLUTIONS 

communicate anywhere, anytime

UNIFIED COMMUNICATION SOLUTIONS 
improve productivity and customer engagement

CALL ROUTING SOLUTIONS 
enhance customer service

VoIP and traditional 
telephony solutions



MT
AA SUPER

MTAA Super has introduced a clearing house solution, 
QuickSuper, to help employers comply with the new online 
data and payment standards.

 KEY BENEFITS
• Make all your super contributions with ONE transaction 

• 24x7 web-based access 

• Free for default or registered employers* 

• Upload payment information directly from your payroll 
system or input manually 

• Online validation of payments to ensure accuracy 

• Add new employees without additional paperwork 

• Secure online facility 

TAKE THE NEXT STEP 
Go to the MTAA Super website  
mtaasuper.com.au/get-superstream-ready  
to find out how we can help you be SuperStream  
compliant by June 30. Alternatively, please contact our  
Customer Service Centre directly on 1300 362 415.

BY JUNE 30?
DID YOU KNOW THAT THE GOVERNMENT’S SUPERSTREAM REGULATIONS MEAN YOU MIGHT 
NEED TO CHANGE THE WAY YOU ARE PAYING EMPLOYEES’ SUPER BY JUNE 30, 2015? 

An easy solution

The MTAA Super Clearing House is a non-cash payment facility issued by Westpac Banking Corporation. MTAA Super does not issue or operate the MTAA Super Clearing House. It 
offers a high level of security, stability and privacy and is subject to regulation as a financial product. You should consider the terms and conditions in the Product Disclosure Statement 
in deciding whether to use the MTAA Super Clearing House, which is available from https://clearinghouse.mtaasuper.com.au/ApplicationIntroductionView. This document is issued by 
Motor Trades Association of Australia Superannuation Fund Pty Limited (ABN 14 008 650 628, AFSL 238 718) of Level 3, 39 Brisbane Avenue Barton ACT 2600, Trustee of the MTAA 
Superannuation Fund (ABN 74 559 365 913). Motor Trades Association of Australia Superannuation Fund Pty Limited has ownership interests in Industry Super Holdings Pty Ltd and 
Members Equity Bank Pty Ltd. The information provided is of a general nature and does not take into account your specific needs or personal situation. You should assess your financial 
position and personal objectives before making any decision based on this information. We also recommend that you seek advice from a licensed financial adviser. The MTAA Super 
Product Disclosure statement (PDS), an important document containing all the information you need to make a decision about MTAA Super, can be obtained by calling MTAA Super on 
1300 362 415. You should consider the PDS in making a decision.

mtaasuper.com.au

*The MTAA Super Clearing House is accessible free of charge to default or registered employers of MTAA Super subject to application criteria.  
Other employers may be granted use of the service at the approval of the Trustee. 

Do you have more than  20 employees?
Will you be SuperStream ready...


