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A WORD FROM AADA’S CEO

Bruce McDonald
AADA CEO

As this is my first communiqué as your 
AADA chairman, I would like to 
acknowledge our board, who have 

entrusted me with this role.

I am very mindful there will be issues on 
which we are not all of a like mind, and 
there will be issues that bind us together and 
demand our attention. It is the latter of these 
alternatives that our board will prioritise, as 
indeed it has in the last two years.

The AADA convention was held in Melbourne 
last month, and by any comparison was the 
best ever. I would like to think that AADA’s 
growing profile and success on a number of 
fronts helped contribute to the outcome. 

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

The Dealer forum, which included the 
respective CEOs of Automotive Holdings and 
AP Eagers, Bronte Howson and Martin Ward, 
was for me a highlight. 

Panellists discussed the future of our industry 
and what that means for all Dealers. Of 
particular interest was the topic of the ever-
escalating cost of facilities. The consensus was 
that if the cost of facilities make the business 
case too difficult Dealers will, in increasing 
numbers, choose commercial sanity instead of 
over-capitalisation.

 The convention also raised the question of 
what exactly is the Australian motor industry. 
Facts and figures clearly demonstrate that with 
the demise of local manufacturing, we the 
Dealers will be the industry. 

AADA estimates that Australian new car 
Dealers operate out of $17 billion of facilities, 
owned or rented. We employ almost 70,000 
people, we turn over more than $72 billion 
in sales, and we collect for governments of all 
persuasions billions of dollars in GST, LCT, 
registration and stamp duty. 
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Add to this land tax, payroll tax and income 
tax, to mention a few, and it is clear that we 
are a massive source of government revenue. 
We have a substantial footprint in business 
in this country. The OEMs post-2017 will 
be important business partners for us, but 
they will no longer be the industry. We think 
Canberra is listening.

AADA has become a body run by new car 
Dealers for new car Dealers. Previously, we let 
non-car Dealers represent us in advocacy. Not 
any more. Your voice will be articulated by 
fellow Dealers. 

That we exist at all has really been down to 
the determination, hard work and intellect 
of my predecessor, Ian Field. Ian made sure 
that we did not allow apathy or disinterest to 
continue to blight our business’s future. His 
legacy is a highly-effective peak body that will 
represent our interests against the other lobby 
groups. He has set the example. We can and 
indeed must follow his example to protect our 
collective investments.

The recent events in Canberra have once 
again highlighted the constant in our 
society today.  CHANGE.

Change is everywhere.  There’s probably no 
better example of the way digital disruption 
business models have changed our lives than 
in transportation, with uber.com, now available 
in 329 cities in 60 countries around the world, 
or in the accommodation sector with Airbnb, 
which currently offers in excess of 1 million 
unique sites in more than 190 countries.  Then 
of course there’s Fitbit, inspiring their 21+ 
million users to transform their lives through 
improved fitness and energy. 

In addition to these sites, there are now more 
than 1.5 million available apps in the Apple 
App Store.   We certainly are spoiled for 
choice!

More than ever before, customers are in 
control.  They’re driving change.  They’re 
better informed, they’re more decisive and 
they’re connected.  They have an opinion.  
They share their experiences.  Ultimately, they 
wield the ultimate weapon; their loyalty, which 
is strongly influenced by their most recent 
experience.  Perhaps an experience with your 
business. 

So what does all this mean for Australia’s 
franchised new car Dealer network?  In my 
opinion, we have a simple choice.  We can 
reject the fundamental changes which are 
occurring in our society, and specifically 

our sector, and focus on the past (the good 
old days), or we can welcome change, and 
use our customers’ increasing demands and 
expectations of a superior experience to take 
our business to the “next level”.  To anticipate.  
To innovate.  To differentiate.  All practices 
that are designed to deliver a memorable 
customer experience, and to reduce the 
reliance upon price as the basis for securing 
the sale. 

So, when was the last time you challenged 
your management team to think closely about 
how changes in your customers’ behaviour and 
expectations were affecting your dealership?  
Not just to discuss what had changed, but to 
understand why.  With that awareness and 
understanding, change can become an asset 
to your business, and ultimately, a source of 
sustained profitability.
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LANDMARK DEALER 
SURVEY REVEALS TRUE 
STATE OF PLAY

The first-ever comprehensive survey 
of franchised motor Dealers reveals 
a mixed level of satisfaction amongst 

Dealers regarding the four pillars of the 
franchise model.

For the first time, the AADA (via automotive 
specialist accounting firm BDO) gave Dealers 
the chance to provide meaningful feedback 
on key franchise and operational matters 
that impact on the relationship between 
themselves and the manufacturers/importers 
(franchisors).  

The results of the AADA Dealer Attitude 
Survey were presented by BDO partners 
Mark Ward and Randall Bryson at the 
AADA  National Dealer Convention held in 
Melbourne in August. 

In summary the overall sentiment of Dealers 
across all four pillars of the survey was one of 
general optimism.

The ‘four pillars’ investigated were:

•  Franchise: What is the current state of play?

•  Financial: Is the model sustainable?

•  Facilities: Are you investing in your facilities?

•  Future: What does the future look like?

The Franchise Pillar

Dealers were asked to rate their satisfaction 
with their franchise relationship, based 
on measures of product quality, reliability, 
warranty support, consumer acceptance and 
overall satisfaction.

Of the 15 brands represented, Dealers reported 
positive feelings about their relationship with 
all but one brand – Chrysler Jeep Dodge. 

Subaru Dealers reported the highest 
satisfaction rating, with a collective response 
close to the highest rating of ‘very satisfied’. 
Mercedes-Benz and Mazda Dealers were not 
far behind, with Honda, Toyota, Hyundai, 
Audi, and Kia Dealers also reporting levels 
higher than ‘satisfied’.

On the next tier, below ‘satisfied’ but above 
‘neutral’, were BMW (marginally below 
‘satisfied’), Volkswagen, Mitsubishi, Ford, 
Holden, and Nissan Dealers. CJD Dealers were 
the only ones to report levels of satisfaction 
below ‘neutral’, coming in closer to ‘dissatisfied’.

Asked to rate their satisfaction regarding the 
value of their franchise relative to others, 
Dealers were split. Seven groups of franchisees 
reported positive levels of satisfaction, seven 
reported negative levels, with one neutral.

Mercedes-Benz Dealers were the most 
positive, followed in order by Mazda, Toyota, 
Audi, Subaru, BMW and Volkswagen. Honda 
Dealers were right on the ‘neutral’ line, while 
Holden, Hyundai, Mitsubishi, Ford, and Kia 
were below it. CJD and Nissan franchisees 
both averaged out as ‘dissatisfied’.

Almost half (47%) of respondents reported 
using a factory-aligned financier (34% said 
they didn’t, 19% declined to say), while 58% 
reported actual penetration by a factory-
aligned financier. Regarding new retail finance, 
55% said they were ‘very satisfied’ with their 
factory-aligned financier, another 24% said 
they were ‘satisfied’, 11% were ‘neutral’, 8% 
‘dissatisfied’, and 2% ‘very dissatisfied’.

For used retail finance, 45% were ‘satisfied’, 
26% ‘very satisfied’, 22% ‘neutral’, 5% 
‘dissatisfied’, and 2% ‘very dissatisfied’. Overall, 
39% of respondents were ‘very satisfied’ with 
their factory-aligned financier, 41% were 
‘satisfied’, 13% ‘neutral’, 6% ‘dissatisfied’ and 1% 
‘very dissatisfied’.

The Financial Pillar

Almost half the Dealers surveyed reported 
negative feelings about their overall dealership 
profitability. 
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Seven brands gave ratings below ‘neutral’, 
with Kia the lowest, averaging a ‘dissatisfied’ 
response. CJD was just above that, with 
Holden, Hyundai, Mitsubishi, Nissan, and 
Honda also below ‘neutral’. Volkswagen and 
BMW franchisees were ‘neutral’, while Toyota, 
Mazda, Ford, and Subaru were all above 
‘neutral’ but below ‘satisfied’. Audi Dealers 
reported they were ‘satisfied’ on average, while 
Mercedes-Benz Dealers again rated between 
‘satisfied’ and ‘very satisfied’.

When it came to new car profitability, 
franchisees were again split almost down the 
middle. Eight groups gave positive answers 
and seven negative.

Audi Dealers reported the highest level of 
satisfaction, followed by Mercedes-Benz. 
They were the only two to average above 
‘satisfied’, but Mazda, Subaru, Holden, Toyota, 
Volkswagen, and BMW Dealers all came in 
above ‘neutral’.

Ford Dealers rated just below ‘neutral’, as did 
Honda and Kia respondents. 

Nissan Dealers were halfway between ‘neutral’ 
and ‘dissatisfied’, while CJD Dealers were just 
above ‘dissatisfied’. Mitsubishi Dealers were 
‘dissatisfied’ and Hyundai Dealers slightly 
worse than that.

When it came to manufacturers collecting 
and reporting financial data, two-thirds of 
franchisees gave positive ratings. Audi Dealers 
led the way, almost reaching an average rating 
of ‘very satisfied’. Subaru Dealers were also 
more than ‘satisfied’, while Honda Dealers 
achieved an average rating of ‘satisfied’. The 
lowest rating was that of Kia Dealers, halfway 
between ‘dissatisfied’ and ‘very dissatisfied’. 

In terms of the accuracy of manufacturers’ 
collated financial results, only Honda Dealers 
reached a level of ‘satisfied’, while Audi, Ford, 
Holden and Toyota Dealers were all above 
‘neutral’. Mazda, Subaru, Mercedes-Benz and 
Kia Dealers came in right on ‘neutral’. Those 
recording ratings below ‘neutral’ but above 
‘dissatisfied’ were Hyundai, Volkswagen, and 
BMW, but Mitsubishi, Nissan and CJD were all 
worse than ‘dissatisfied’. 

As far as financial benchmarks go, Dealers 
rated net profit percentage of sales as the 
most relevant, followed by gross margin per 
department. Employee costs percentage of 
gross was third, with rent percentage of gross 
fourth, and advertising percentage of gross last 
of the five considerations.

Asked if financial benchmarks had become a 
self-fulfilling prophecy, 39% of respondents said 
yes, 24% said no, with 37% replying ‘N/A’.

The Facilities Pillar

Dealers reported they had invested $17 billion 
dollars between them in their facilities. The 
survey results ranged from $60 million in a 
single franchise metro dealership, to $500,000 in 
rural Victoria. The average investment was $8.5 
million, with an average income return of 7.65%.

Audi Dealers were the most content with their 
facilities and level of investment, followed by 
Mazda franchisees. 

Both reported levels above ‘satisfied’, while 
Subaru and Mercedes-Benz Dealers came in 
right on ‘satisfied’.

Ford, Honda, Kia, and Nissan Dealers were 
all better than ‘neutral’, but Toyota, Holden, 
Hyundai, CJD, and BMW Dealers were all worse 
than ‘neutral’, with Volkswagen Dealers bringing 
up the rear with an average rating of ‘dissatisfied’.

Dealer feedback on facilities included the belief 
that there are too many brands in Australia 
relevant to market size, making them unable to 
justify the expenses of facilities and staff. One 
described investment in facilities as “unrealistic 
and out of touch”. Another said that facilities 
offered “insufficient ROI as a dealership site 
on expensive real estate”. A further issue was 
with non-Dealer websites, which were “sucking 
the life out of dealerships that have major 
investments in facilities and staff”. 

The Future Pillar

Asked about future market share potential, 
49% of Dealers thought dealership profitability 
would remain similar five years from now. 
Forty per cent thought it would decrease and 
11% believed it would increase.

The cessation of local manufacturing is a 
big issue, and Holden Dealers are the most 
nervous about it, with 53% believing it would 
have a negative impact on their business. 
Twenty-seven per cent said it wouldn’t, while 
26% were neutral.

Half of Ford Dealers were neutral regarding 
the issue, with 30% believing it would have a 
negative impact on their dealerships, and 20% 
saying it wouldn’t.

Toyota Dealers are the most comfortable with 
the change, with 64% saying an end to local 
manufacturing would not negatively impact 
them. Twenty-seven per cent were neutral and 
only 9% said it would be bad for them.

On the matter of the number of brands in 
the country, 41% said the level would remain 
similar over the next five years, 35% said there 
would be fewer five years from now, and 24% 
predicted there would be more.

The major challenges Dealers reported they 
were facing included attracting and retaining 
quality staff, volume targets and their impact 
on profitability, “too many brands”, the 
regulation of finance commissions, and the 
relaxation of import rules.

POLICY       Australian Automotive Dealer Association 



automotivedealer.com.au  |  SEPTEMBER 2015  |  7

Invite customers on a virtual tour of 
your business. 

  1300 66 11 33
  dealersolutions.com.au

virtual 
w     lkin

Google Streetview inside your business

virtual 
w     lkin

AADA Feedback

Half of respondents said it was too early to say 
whether the “new” AADA has been effective; 
38% said it has, and 12% said it has not.

The major issues Dealers want the AADA to 
address are:

•  Grey imports

•  Relaxation of import legislation

•  Finance regulation

•  Term of franchise agreements

•  Manufacturer target setting.

Objective of the Survey

The objective was to identify opportunities to 
enhance the relationships between the Dealer 
network and the manufacturer. The survey 
was designed to identify which areas of the 
relationship work well and those that can 
improve, which should then allow the parties 
to prioritise and address as they see fit.

Participation

Almost 300 Dealers participated in the survey, 
which was a very pleasing response. Dealers 
were asked to respond in regard to one 
particular franchise, whereas most are multi 
franchise. We would like to see even greater 
participation next year as it gives Dealers an 
opportunity to assist AADA in addressing any 
concerns.

Participation was invited from General 
Managers and Dealer Principals only.

In order to gauge the attitude of Dealers to 
each manufacturer, it was important to have an 
adequate sample size for each manufacturer, 
which then provides a level of comparability. 
Accordingly, AADA and BDO determined 
that an adequate sample size should be 
achievable for the manufacturers represented 
in the top 15 by reference to market share. 
Although there are approximately 51 new car 
manufacturers represented here in Australia, 
the top 15 account for more than 90% of the 
total volume. 

Overview of the Survey

The survey mirrors similar surveys conducted 
by AADA’s sister associations, namely NADA 
in the United States and NFDA in the United 
Kingdom.

AADA engaged BDO to facilitate the survey 
process and deliver the results. In part, BDO’s 
involvement was intended to give Dealers 
and manufacturers the confidence that 
participation in the survey would be treated 
with total confidentiality. 

AADA’s own instructions were that the 
participants’ names and their individual survey 
responses were not to be shared with any party, 
including themselves. 

All up there were 45 questions which were a 
mix of multi-choice and free text.

For further details, you can view the 
presentation on the AADA website aada.asn.au



8  |  SEPTEMBER 2015  |  automotivedealer.com.au

NFDA SUMMER 2015 DEALER ATTITUDE 
SURVEY RESULTS REVEALED

UK-based organisation, the National 
Franchised Dealers Association 
(NFDA), has just released the findings 

of its latest Dealer Attitude Survey, conducted 
in July 2015.

NFDA’s role is similar to AADA’s. It 
represents franchised car and commercial 
vehicle Dealers, lobbying for their legal 
rights, advising on different aspects of the 
Dealers’ business, and working to maintain a 
harmonious relationship with manufacturers. 

Twice a year NFDA conducts a survey that 
examines how Dealers view the major issues 
currently affecting them, while also evaluating 
how these views are changing over time. It also 
offers franchised Dealers and their respective 
manufacturers a clear idea of the balance of 
opinion held on a range of views within their 
networks.

Dealers were asked to respond to questions 
covering significant aspects of their business 
relationship with their manufacturer. 

From these responses scores were produced 
on a simple ten point scale, running from 
1 – extremely dissatisfied to 10 – extremely 
satisfied.

This year’s survey generated 1573 responses 
from a total participating Dealer network of 
4270, which equates to 37% response rate. 

This is a significant response rate which gives 
a good representative picture of the Dealer/
manufacturer relationship in the UK. The 
number of responses was marginally higher 
than in the winter, where they received 1554 
completed surveys. 

There were 28 franchise networks in the 
survey, which represents a wide range of 
Dealers from across the UK.

The survey shows a decline in Dealer 
satisfaction with their manufacturers on the 
all-important question about the overall value 
of the franchise.

•   The score is down 0.3 points since the winter 
2015 survey and down 0.4 points since last 
summer.

•   Mercedes, BMW, Lexus and Kia were 
recorded as the top four franchises.

•   The least valued franchises by respondents 
were Skoda, Alfa Romeo, Volkswagen and 
Jaguar. 

Dealers returned an average score of 4.7 when 
asked how satisfied they were with their new 
car targeting process. 

This score indicated that in general Dealers 
were dissatisfied with the targeting process 
with their manufacturers.

•   Only three franchises returned a score of 8.0 
and above, indicating a significant level of 
satisfaction with these brands. Mercedes was 
the top-scoring franchise with a score of 8.6, 
while both Land Rover and Lexus achieved 
scores of 8.0.

POLICY       Australian Automotive Dealer Association 
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100% of our users 
see your name and  
location up front.

CarsGuide lets everyone see your name and location in a listing, without them having to 
call or fill in a form. This is good for consumers, and even better for you, as research shows 
that 48% of consumers will travel 10km or less to a dealership* when purchasing a car. 

Call our Dealer Customer Service team on 1300 662 133 to find out more.

*Source: CarsGuide Pay Per View Research, hubinsights April 2015

EVERYONE'S 
HAPPY!

•   With a score of 2.7, both Volkswagen 
and Skoda had the lowest scores for this 
question.

Profit and profitability ratings also saw a 
decline. The results suggest that Dealers are 
less optimistic about future profit returns than 
they were previously.

 When rating the profit return by representing 
their franchise, an average score of 5.6 was 
recorded. This score is down 0.4 point since 
the winter survey, and 0.5 points lower than 
last summer.

When asked about the future profitability of 
their business, the all-Dealer average declined 
from 6.3 to 6.0.

When Dealers were asked ‘how satisfied are 
you that your manufacturer Dealer standards 
are fair and reasonable?’, the average score for 
the summer 2015 survey was 6.4.

•   This score was down 0.1 points from the 
winter survey and 0.3 points since last 
summer. The score would suggest that 
overall, Dealers are fairly neutral about their 
manufacturer standards.

Once again Mercedes received the highest 
score at 8.9, and BMW has seen the most 
improvement in score for this question, 
scoring 8.6 - up 1.3 from the winter.

Volkswagen had the greatest decline in score, 
down 1.6 from the winter survey to 5.2.

Sue Robinson, Director of the National 
Franchised Dealers Association, noted a 
decline in Dealers’ satisfaction, saying “The 
relationship between car Dealers and car 
manufacturers recorded an average score of 6.2 
- 0.3 points lower than the winter 2015 survey, 
suggesting that a number of Dealer networks 
are slightly less satisfied with their relationship 
with their manufacturer.”
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AADA CHAIRMAN BOWS OUT 
Over 1000 Industry Executives Farewell Ian Field at Melbourne Convention

After 18 months as the Chairman of 
the Australian Automotive Dealer 
Association, Ian Field publicly 

announced the resignation of his position in 
front of over 1,000 industry executives at this 
year’s AADA National Dealer Convention in 
Melbourne saying that the dream that Laurie 
Sutton, Warren McKie, Ken Babidge, Graham 
Woodward, John Regan and John Kerr set out 
to achieve 30 years ago was now a reality.

In his farewell address he said: “We are now at 
a tipping point in the Australian automotive 
industry, and the new AADA can address 
Dealer concerns and help to clear up many 
misconceptions about the authorised Dealer 
network in this country.”

Mr Field also thanked the MTA Queensland, 
and the Queensland Motor Dealer Council 
under chairman Garth Madill, for their 
support, faith and belief in the new Dealer-
owned AADA.

The former chairman also acknowledged the 
support and encouragement of the MTAQ’s 
Kellie Dewar and Steve Ghost.

Under his chairmanship, the national Dealer 
councils agreed to form the Australian Motor 
Dealer Council under independent chairman 
Doug Dickson, the former CEO of Mazda 
Australia.

This council will form a vital link between the 
Dealers and the AADA with the aim of sharing 
ideas, discussing common operational issues 
and funnelling policy issues to the AADA 
policy agenda.

In addition, the AMDC will play a key role 
in identifying, evaluating and resolving 
common issues, and will work closely with the 
AADA on behalf of Dealers with government, 
regulators and other industry associations 
to resolve concerns rather than engage in 
unnecessary disputes.

Another highlight of Mr Field’s 18-month 
term was the coming together of the AADA 
and FCAI – a first for both organisations. 
“FCAI and the AADA board members have 
met formally on a number of occasions and I 
think achieved more working together than 
separately,” he said. 

Mr Field said the 2014 Access to Service and 
Information Agreement, and the Australian 
Government’s proposed relaxation of 
restrictions on imports of used, parallel and 
personal vehicles were evidence of the new 
unity between both organisations. That united 
front was instrumental in the Government’s 
decision not to proceed with the Productivity 
Commission’s proposal to allow the large-scale 
importation of used cars into Australia.

In addition, the AADA and FCAI are 
advocating for the retention of restrictions 
on the parallel importation of vehicles into 
Australia, because of safety and other risks 
that consumers will encounter if the rules are 
relaxed.

Mr Field expanded on his concern for Dealer 
profitability as a percentage of sales, which is 
around two per cent, derived primarily from 
parts, finance and insurance, and service – not 
new car sales.

He touched on the many AADA achievements 
during the past 18 months, which include 
numerous submissions, meetings with 
politicians, letters to Senators, and face-to-
face conversations with chiefs of staff and 
government departments.

The introduction of the NADA University 
platform to Australia was another major 
triumph for the AADA, enabling the 
organisation to provide high-quality training 
at an affordable price to all Australian Dealers.

Mr Field thanked Patrick Tessier, the unpaid 
interim CEO, for his generosity and total 
commitment to revitalising AADA. Mr 
Tessier’s replacement is Bruce McDonald, 
the former Vice President of Ford Motor 
Company, who will represent the Dealer 
community and strengthen the AADA’s 
relationship with the OEMs.

Mr Field said he felt honoured to have been 
part of the rebirth of the AADA.  

“The AADA is not one person and not one 
person’s ideals. It is a community and a 
community I am very proud to be a part of,” 
he said. 

AADA would not be where it is today without 
Mr Field’s vision, intellect, commitment, 
sacrifices and ability to identify and grasp 
policy issues affecting all Dealers. Mr Field 
will remain on the AADA Board as a director 
representing all Dealers in Queensland.

Mr Field’s full speech can be located on the 
AADA website aada.asn.au

POLICY       Australian Automotive Dealer Association 
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TERRY KEATING  
APPOINTED NEW AADA CHAIRMAN

Long-serving motoring industry leader 
and Tamworth native, Terry Keating, 
is the new chairman of the Australian 

Automotive Dealer Association, taking over 
from the retiring Ian Field.

The announcement came last month during 
a board meeting held at the AADA National 
Dealer Convention in Melbourne.

Mr Keating has been a President of MTA-
NSW, a director of the MTAA, Chair of the 
Ford National Dealer Council, Chairman of 
the BMW National Dealer Council, and a 
Dealer in Tamworth for 40 years. 

“Terry’s experience and passion will take this 
AADA to what I and others dreamed it would 
become – the national voice of the Australian 
motor Dealers,” Mr Field said. 

A former accountant, Mr Keating got his start 
in the automotive industry in 1970, operating 
an individual Ford dealership in Tamworth. 
As his business grew, Mr Keating expanded 
the dealership to include BMW, Nissan, Land 
Rover, and a range of heavy truck franchises. 
He retired in 2009, but business continues as 
usual under the guidance of his son Murray.

Mr Keating’s career covers a broad range of 
areas in the automotive industry. Chairman of 
the BMW National Dealer council in 1998 and 
1999, he also served as chairman of the Ford 
National Dealer Council from 2000 to 2007. It 
is with this knowledge that we are supremely 
confident in Mr Keating’s abilities and wish 
him all the best in acting as a powerful voice 
for Australian car Dealers in both the political 
and everyday arena.

During the Chairman’s Dinner at the 
AADA Convention, Mr Keating thanked his 
predecessor, Mr Field, for his years of service 
and dedication to our organisation.

He said thank you was “faint praise when 
compared to your achievement”, on behalf of 
the Dealers of Australia.

“Your legacy must be that never again 
will the beneficiaries of your efforts, the 
new car Dealers of Australia, both big and 
small; metro, provincial and rural, allow 
complacency and in some cases disinterest, 
to cause our association and indeed our 
combined destinies, to be controlled by anyone 
other than new car Dealers,” Mr Keating said.

“Automotive Dealer” extends it congratulations 
to Mr Keating and looks forward to the AADA 
continuing to go from strength to strength. 

POLICY       Australian Automotive Dealer Association 
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PARLIAMENTARY COMMITTEE  
TO EXAMINE LEMON LAWS

The Queensland Legislative Assembly 
has ordered an inquiry into consumer 
protections provided by current 

legislation and determine whether there is a 
need for ‘lemon laws’ to protect consumers 
when a new car they have purchased turns out 
to be severely faulty.

A ‘lemon’ is defined as a car that has a 
significant fault, numerous and/or severe 
defects, which recur despite multiple repair 
attempts, or a new motor vehicle that 
defects have caused to be out of service for a 
prolonged period of time.   

Lemon laws per se do not currently exist 
in Australia, as the consumer is adequately 
protected under Australian Consumer Law 
(ACL) and by car warranties when such 
incidences arise. However, the Queensland 
Attorney-General has stated that “Australian 
consumer law does provide consumer 
protection, the issue is whether those 
protections are providing sufficient coverage 
for this issue”.

In July this year, the Legislative Assembly of 
the Queensland Parliament directed the Legal 
Affairs and Community Safety Committee 
to launch an inquiry into current consumer 

protections, and identify potential remedies for 
buyers of new motor vehicles with numerous 
and severe defects in Queensland. 

Public hearings are scheduled in Mount Isa, 
Weipa, Cairns and Brisbane later this year.  

The committee has set out terms of 
reference, with number one being to 
record the experience of consumers who 
have purchased a so-called lemon. While 
automotive manufacturer dealerships and 
other key stakeholders are invited to provide 
their comments, it’s clear that input from 
the public will play a big role in the debate. 

POLICY       Australian Automotive Dealer Association 
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The Queensland Office of Fair Trading 
has set up a section on its website through 
which consumers can share personal stories 
anonymously.

The AADA is concerned that the terms of 
reference do not include used cars (with 
limited warranties) and other consumer goods, 
in order for the committee to reach a balanced 
conclusion of a need for any change.

The AADA believes that with consumers able 
to express their feelings so freely on the matter, 
the committee will become bogged down by 
the emotional stories with used vehicles rather 
than new vehicles. Moreover, the veracity of 
complaints is an issue, with no opportunity for 
the other party to respond and clearly identify 
the vehicle in question. The focus should 
instead be on whether the ACL protections 
are adequate rather than a gathering of 
information.

We are concerned that the forum will simply 
become a ‘whinge fest’ for disgruntled 
customers, rather than a means of accurate 
data collection that is authentic, reliable and 
credible. 

Without being properly informed, the 
committee will not get an accurate view of the 
issues (if any), and ill-informed decisions may 
be made.

The committee will explore community 
expectations as to what constitutes a lemon, 
as well as the emotional and financial impact 
on the consumer. But there is no way to know 
whether the website stories are legitimate and 
the owner and vehicle clearly identified, which 
leaves the door open for decisions to be made 
on the basis of emotion rather than fact.

The committee will also examine the remedies 
and protections that exist under current 
legislation, as well as ACL and state-based 
legislation and whether they can be improved. 
The AADA believes this is a discussion that 
definitely needs to involve manufacturers and 
car Dealers.

Submissions are required to be lodged 
on Thursday, 8 October 2015. AADA is 
considering its position and the prospect of 
participating in an inquiry based on data that 
is not authentic, reliable or credible is lacking 
in appeal.



14  |  SEPTEMBER 2015  |  automotivedealer.com.au

COMPETITION POLICY
Big End Of Town V Small Business – “Effects Test”

POLICY       Australian Automotive Dealer Association 

CPA Australia

CPA Australia Chief Executive, Alex Malley. 
said the Minister’s proposed reform is showing 
his Cabinet colleagues what can be done when 
you are across the issues and connected with 
stakeholders.

“The actions taken by Bruce Billson in the 
design and development of an effects test for 
competition law is a template for good policy-
making that other Ministers should study,” Mr 
Malley said.

“The effects test will enhance protections for 
small businesses against larger rivals who 
may seek to misuse their market power. The 
reforms will provide additional incentives for 
businesses of all sizes to innovate and compete, 
by reducing the fear of anti-competitive 
behavior by some larger and more established 
businesses.”

Mr Malley said complaints from big business 
and its representative bodies were “entirely 
expected and can be discounted. The Minister 
is staring down those concerns and has made 
the right call to support its introduction.”

Mr Billson, in his statement on August 5th, 
said markets dominated by two or three 
large companies were common in Australia, 
occurring in many industries and at multiple 
levels of the supply chain. 

“Without healthy competition, or at least the 
threat of competition, it can be too easy for 
such large dominant companies to lapse into 
comfortable duopolies or oligopolies to the 
detriment of Australian consumers and the 
economy,” he said.

Business Council of Australia 
(BCA)

The Business Council of Australia President, 
Catherine Livingstone, made a public 
statement on August 3rd, expressing concerns 
about the introduction of an effects test.  

“The competition law framework is absolutely 
critical for our economy and section 46 is 
settled, well-understood by business, and 
works to protect the competitive process as 
intended,” she said. 

“In considering whether to change it, we need 
to be cautious, especially when we are looking 
at a contentious proposal that multiple reviews 
have rejected in the past, and at a time when 
businesses are in dire need of policy certainty.”

CPA Australia recently spoke out in support of the Minister for Small Business, Bruce Billson, 
in a push for an ‘effects test’ in competition policy reform. A key recommendation of the 
Harper Review of competition policy was to introduce an “effects test” in section 46 of the 

Competition and Consumer Act (CCA Act).

Mr Billson, as part of competition policy reform, is pushing for an amendment of section 46 of 
Australian competition law by implementing an effects test. We understand Cabinet is divided 
on the issue and the Greens have expressed “disappointment at former Prime Minister Abbott’s 
indication that he is crab-walking away from introducing an effects test”. 

Effects test

The Harper Competition Policy Review 
recommended the introduction of an 
effects test.

Recommendation 30 – Misuse of Market 
Power

The primary prohibition in section 46 of 
the CCA should be re-framed to prohibit 
a corporation that has a substantial degree 
of power in a market from engaging in 
conduct if the proposed conduct has the 
purpose, or would have or be likely to 
have the effect, of substantially lessening 
competition in that or any other market.

To mitigate concerns about inadvertently 
capturing pro-competitive conduct, the 
legislation should direct the court, when 
determining whether the conduct has 
the purpose, effect or likely effect, of 
substantially lessening competition in a 
market, to have regard to:

•     the extent to which the conduct has 
the purpose, effect or likely effect of 
increasing competition in the market, 

including by enhancing efficiency, 
innovation, product quality or price 
competitiveness; and

•     the extent to which the conduct has 
the purpose, effect or likely effect of 
lessening competition in the market, 
including by preventing, restricting or 
deterring the potential for competitive 
conduct or new entry in the market.

Such a re-framing would allow the 
provision to be simplified. Amendments 
introduced since 2007 would be 
unnecessary and could be repealed. These 
include specific provisions prohibiting 
predatory pricing, and amendments 
clarifying the meaning of ‘take advantage’ 
and how the casual link between substantial 
degree of market power and anti-
competitive purpose may be determined.

Authorisation should be available in 
relation to section 46, and the ACCC 
should issue guidelines regarding its 
approach to the provision.

This recommendation is reflected in the 
model legislative provisions in Appendix A.
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Ms Livingstone expressed concern that 
changing the ‘misuse of market power’ 
provision by introducing an effects test, and 
removing the ‘take advantage clause’, would 
cause major regulatory uncertainty for 
business. She said it would deter innovative 
pricing, product development or business 
expansion that would be good for consumers.

CPA Australia, on the other hand, believes 
Australia has been built on small business and 
Mr Malley and many others recognise that as 
Australia transitions “to a knowledge-based 
economy, it’s clear that more innovative and 
competitive businesses are essential for jobs 
growth and a more prosperous economy”.

AADA notes that an effects test is common 
practice in 125 countries around the world, 
and experts believe that it is time Australia 
caught up. Mr Billson has correctly pointed out 
that Australia and New Zealand are unique in 
that they have more concentrated markets but 
weaker misuse of power protections than all 
other developed economies. Professor Allan 
Fels AO is of the view that an effects test is not 
seen as problematic in other countries.

Council of Small Business of 
Australia (COSBOA)

The COSBOA has expressed concern at recent 
statements from the BCA and its supporters.

Peter Strong, CEO of COSBOA, stated:  “We 
know from hard experience that when big 
business associations and the likes of Coles, 
Woolworths and their supporters claim to 
represent what is good for small business, it is 
time to worry. The continued over-reaction to 
an effect test by some of the businesses in the 
big end of town is very concerning and bizarre.

“COSBOA’s members know that an effects 
test exists in nearly all jurisdictions across the 
world, and no negative impact has occurred 
for honest large businesses. We know that 
the ACCC would be unlikely to apply an 
effects test, if businesses behaved ethically and 
professionally. The worry from a few dominant 
players in the market shows the overwhelming 
need for the effects test to be in place.

“The business plans for Coles, Woolworths, 
and for the “Shoppies” union and the SDA 
(Shop, Distributive and Allied Employees 
Association), must be fragile indeed if an 
effects test can cause them to crash and burn. 
If this is a fact, we have a bigger problem in 
Australia. What we need is leadership from big 
business on the issue of competition, to match 
that of the leadership shown by the minister 
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responsible for competition, Bruce Billson. 
Australia’s productivity and capacity to deal 
with constant change is at risk.” .

Mr Strong also drew attention to Australian 
grocery prices being some of the highest in 
the world, due to the dominance by too few 
companies.

Dealers will recall that in December 2014 the 
Federal Court made declarations that Coles 
had engaged in unconscionable conduct in 
2011 with its suppliers. The Court ordered 
Coles pay combined pecuniary penalties of 
$10 million and costs. The Court also ordered 
Coles to enter into a court-enforceable 
undertaking to the ACCC to establish a formal 
process to provide options for redress for over 
200 suppliers referred to in the proceedings. 
In June this year, the independent arbiter, Jeff 
Kennett, instructed Coles to refund over $12 
million to suppliers.
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Australian Chamber of 
Commerce and Industry (ACCI)

Kate Carnel AO, CEO of ACCI, is supportive 
of an effects test amendment to the CCA Act 
to address the concerns of small business 
about the misuse of market power, and is 
surprised at the level of opposition coming 
from the big end of town. While ACCI 
and others supported Mr Billson in taking 
the matter to Cabinet on September 1st, 
the Government decided to defer this key 
recommendation of the Harper Review.

It appears that powerful and heavy lobbying 
by vested interests, lawyers, and federal 
Shadow Treasurer, Chris Bowen, could lead 
to the loss of an opportunity for substantial 
economic reform, and fail to bring Australia’s 
competition policy laws in line with those of 
other developed countries.

Mr Billson referred to limitation of the 
capacity “for less well-resourced market 
participants to understand the rules, and 
favors firms which can afford the legal 
representation to deftly dodge the ‘landmines’ 
and potentially engage in anti-competitive 
conduct while remaining just within the 
bounds of the enforceable law.” His media 
release can be accessed at www.brucebillson.
com.au

In a recent interview with radio announcer 
Alan Jones, Mr Billson condemned Labor for 
lining up with the BCA. He said, “I cannot 
possibly imagine why, other than they have 
drunk the Kool-Aid that the Business Council 
of Australia are putting around.”

Dealers are encouraged to make their views 
known on this issue by raising it with the 
AMDC and the AADA.
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COMPETITION POLICY
Small Business rally behind Minister Billson on Effects Test

In a further development in support of 
an ‘effects test’,a group calling itself ‘The 
Independent Alliance for Competition’, 

representing two million small retailers, has 
thrown its full support behind Minister for 
Small Business, Bruce Billson’s proposals to 
strengthen section 46 of the Competition and 
Consumer Act (CCA) with an effects test to 
stop big businesses from abusing their market 
power. Particular reference was made to retail 
chains, which dominate most market sectors.

The Independent Alliance for Competition 
was formed to ensure fair competition across 
all business sectors:

•    The Council of Small Business Australia 
(COSBOA)

•    Australian Retailers Association (ARA)

•    Fresh Markets Australia

•    Australian Newsagents Federation (ANF)

•    Australasian Convenience & Petroleum 
Marketers Association (ACPMA)

•    Masters Grocers Association

The Alliance argues that the “Federal 
Government’s backdown on competition 

laws entrenches a business status quo 
which strangles business innovation, 
entrepreneurship and productivity and is 
contrary to the long term policy interests of 
Australia.” 

CEO of COSBOA, Peter Strong stated: “Many 
large businesses, particularly in retail, strangle 
small business as they compete for market 
share. Australia needs to ensure there are 
safeguards in place to ensure market power is 
not abused and small businesses are given an 
equal opportunity to compete.”

“We are not asking for a hand up, we just want 
to be able to compete on a level playing field,” 
he said.

We understand that while Cabinet has 
deferred a decision on the matter, Mr Billson is 
determined to push ahead for an amendment 
of section 46. On Radio 2GB, he referred to the 
existing section as a “dud”.

The Independent Business Alliance for 
Competition represents more than two million 
small businesses employing five million 
Australians. The full text of the media release 
can be accessed at: http://www.retail.org.
au/ArticleDetails/tabid/232/ArticleID/838/
Government-must-introduce-effects-test.aspx
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TREASURY LEGISLATION AMENDMENT 
 (Small Business And Unfair Contract Terms) Bill 2015 (UCT Bill) Referred To Senate Inquiry

On 13 August 2015 the UCT Bill was 
referred to the Senate Economics 
Legislation Committee (the Committee) 

for inquiry and report by 14 September 2015. 
Readers will recall that AADA previously 
responded with written comments on 
1 August 2014 and 12 May 2015 to the 
Treasury consultation paper and exposure 
draft legislation. AADA has also accepted 
the Committee’s invitation to lodge a further 
submission by 28 August 2015.

The Bill extends the unfair contract term 
protections currently available to consumers to 
cover businesses with less than 20 employees 
agreeing to standard form contracts valued 
at less than a prescribed threshold. The 
explanatory memorandum  explains that a 
contract is a small business contract if, at the 
time it is entered into, at least one party to 
the contract is a business that employs fewer 
than 20 persons, and the upfront price under 
the contract does not exceed either $100,000, 
or $250,000 if its duration is more than 12 
months.

AADA agrees with the policy objective to 
provide a level playing field for small medium 
businesses (SMEs) when interacting with 
other businesses through standard form 
contracts. AADA again noted there was very 
little discussion in the consultation paper 
about the application of the unfair contract 
terms protections to franchise agreements 
given that there are around 73,000 franchising 
units in Australia and the general reluctance of 
a franchisee to address unfair contract terms 
and unjust conduct for fear of reprisal, non-
renewal of contract and access to justice being 
too slow, too expensive and too adversarial. 
A motor vehicle dealership agreement is a 
franchise agreement.

While we understand that the proposed 
legislation can apply to franchise agreements, 
and it is interesting to note the Franchising 
Council of Australia, for reasons of its own, 
finds it “very hard to justify the inclusion of 
franchise agreements in the unfair contracts 
regime”. The Business Council of Australia 
is of the view that the definition of small 

business “should be limited to businesses that 
are vulnerable or in a comparable position to 
consumers”.

On the other hand the Council of Small 
Business Australia (COSBOA) states “our area 
of greatest concern is around the threshold 
for the initiatives of the legislation to take 
effect. We consider these thresholds to be too 
low as it will not pick up some of the worst 
contracts imposed upon small business from 
big businesses including leases, newsagent 
contracts and franchises.” Moreover, the 
COSBOA in its submission to the Senate 
Inquiry stated:

“The argument put forward by some big 
business representatives is that the small 
business person must do their own due 
diligence and seek legal advice. This opinion 
fails when a person’s financial health is 
dependent upon their business; when a large 
company provides a “take or leave it” contract 
the reality is that the small business person has 
to make a decision to either walk away from 
their business and face a very uncertain future 
or try and work through what is often an 
impossible business situation”.

MTA Queensland in its submission noted 
“It appears inconsistent that standard form 
contracts involving final demand and personal 
use goods and services that contain unfair 
terms can be challenged yet those that involve 

SMEs in business to business transactions 
with similar contract clauses are in fact quasi-
consumers are excluded from similar recourse. 
The Bill addresses this inconsistency and the 
unequal bargaining power providing a regime 
of fairness to a sector that may not afford 
justice remedies.”

AADA’s submission to the Senate Inquiry 
proposed that UCT protections could be 
enhanced for business generally by extending 
the provisions to include contracts between 
franchisors and franchisees regardless of 
the proposed definition of a small business 
contract. AADA also drew attention to the 
myriad definitions of SMEs based on different 
thresholds giving rise to inconsistency and 
complexity in Commonwealth, State and 
Territory statutes.

In this context AADA made reference to 
the Motor Vehicle Dealers and Repairers Act 
2013 (NSW) which regulates the relationship 
between NSW motor vehicle Dealers and 
motor vehicle manufacturers concerning 
unfair contracts and unjust conduct. This 
act applies to a motor vehicle dealership 
agreement without reference to any threshold 
tests. It embodies the concept of relative size in 
business to business transactions and AADA 
submitted the UCT Bill should extend those 
protections to franchise agreements generally.

AADA awaits the outcome of the Senate 
Inquiry.
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TAX REFORM UPDATE

AADA WELCOMES  
NEW POLICY OFFICER DANIEL BROWN

AADA is pleased to announce the 
recruitment of a Policy Officer, Daniel 
Brown, who together with the Policy 

Director will advocate for interests of the 
automotive Dealer industry to all levels of 
government, and will assist in the operations 
of AADA and its member services. 

Daniel has joined AADA from his previous 
role as a Policy and Research Officer for the 
Queensland Tourism Industry Council. He 
has also conducted very successful internships 
with a leading public affairs company. His 
brief career history has already given him a 
key insight and a strong skill set in advocacy, 
policy and representation on behalf of a 
membership-based industry association. 

Daniel is very enthusiastic about applying and 
building upon these skills to achieve the best 
possible outcomes for franchised automotive 
Dealers. 

Daniel was awarded a Bachelor of Politics 
and Government,  and a Bachelor of Business 
majoring in International Management, 
from Griffith University. These qualifications 
provide a solid foundation to understand 
the complex relationship between industry 
and governments. Through university, 
Daniel demonstrated a strong work ethic, 

commitment to studies and exceptional 
writing and verbal skills, which saw him 
being awarded numerous academic awards, 
and membership of the Golden Key Honours 
Society. 

Away from work, Daniel has a wide variety 
of interests. He is a passionate sports fan and 
regularly plays and watches a range of sports, 
most notably motorsport, cricket and golf. 
Coming from a country town in NSW, Daniel 
also loves being outdoors, and his holidays are 
usually spent fishing. Importantly for his new 
role, Daniel is a motoring enthusiast, and has a 
keen interest in the automotive industry. 

Daniel will be based in the Sir Jack Brabham 
Automotive Centre of Excellence, in Brisbane, 
and will be working full-time. He is always 
interested in talking with Dealers to improve 
his understanding of the automotive Dealer 
industry to ensure the best possible outcome 
from his work.  

Dealers will be aware the Government 
is currently conducting a review of 
Australia’s tax system through the Tax 

White Paper (TWP) process. As a result of 
strong public response to retirement incomes 
including key interactions between the 
age pension, superannuation, taxation and 
employment, the Government extended the 
date for submissions to 24 July 2015.

The Government will reflect the community’s 
views in its options (green) paper, which 
will set out draft reform proposals in the 
second half of 2015. After consideration of 
community views on the options paper, the 
Government will outline its plan for a better 
tax system prior to the next election.

AADA can only assume that it will be business 
as usual with the swearing in of our 29th 
Prime Minister, the Hon Malcolm Turnbull 
MP and subsequent cabinet reshuffle.

In the meantime, a number of the major 
accounting firms have expressed their views 
on the need for reform in certain areas. KPMG 
is sponsoring the AFR Tax Reform Summit in 
Sydney in late September and speakers include 
current Treasurer, the Hon Joe Hockey MP 
and Shadow Treasurer, the Hon Chris Bowen 
MP. 

Deloitte Australia is launching two reports 
on Mythbusting tax reform. The first report 
discusses fiscal drag (bracket creep), GST and 
company tax, and; and considers some myths 
and facts that surround these contentious 
topics.

The Deloitte report makes the point that 
“The GST is widely considered the ‘third rail’ 
of Australian politics – touch it, and you get 
electrocuted. 

Myth 3: GST hits the poor, and a wider GST 
base would be a double blow for the poor, as 

they spend a bigger share of their outlays on 
‘essentials’. 

Mythbuster: It “ignores the bleeding obvious: 
that we can raise pensions and benefits and 
tweak the personal tax system to keep the less 
well-off at least no worse off than now.”

With regard to company tax rate, both AADA 
and Deloitte agree that many OECD countries 
and a number of our Asia Pacific trading 
partners have lower rates of company tax, and 
this may lead to a perception that Australia is 
not an attractive place for investment.

The Tax and Transfer Policy Institute, 
Crawford School of Public Policy, ANU 
College of Asia and the Pacific in its research 
paper titled “A stocktake of the tax system 
and directions for reform: five years after the 
Henry Review” in February 2015 concluded 
at page 84:

“Tax reform has the potential to enhance 
Australian economic prosperity and support 
income-enhancing investment, innovation and 
productivity growth in Australia. It can also 
contribute to improving fairness and resilience 
of the system for the future.”

AADA awaits the release of the Government’s 
Green Paper on tax reform.
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It will hardly be news to our readers to say 
that new car Dealers operate on very slim 
margins. What’s not fully understood by 

non-Dealers is who makes the most from the 
sale of a $20,000 new car.

When a Dealer sells a new car, three 
parties share the revenue: the Dealer, the 
manufacturer and the government. On a 
$20,000 small car, the Federal Government 
takes 10 per cent as GST built into the price, so 
about $1800. State governments take between 
2.5 per cent and 4 per cent in stamp duty, plus 
$600 or more in registration fees in just the 
first year. 

All of a sudden, from the sale of our $20,000 
car, various governments are taking $3000 
between them and Dealers fund the revenue 
collection mechanisms! This is a net result to 
the Governments. On that same car Dealers 
retain on average a selling gross of less than 
$200 before fixed costs, according to industry 
statistics printed below.

The government receive 15 per cent net 
revenue upfront on each new car sale. 
Compare that with dealers, who make on 
average about two per cent net profit overall 
when you include servicing, F&I and after-
market sales, and it takes the life time of the 
product to collect the two per cent.

If it’s a luxury car, the Government’s slice is 
even larger, thanks to the Luxury Car Tax. A 
car with a GST-inclusive price greater than 
$63,184 attracts the 33 per cent LCT on every 
dollar over that figure in the 2013-14 financial 
year the government raised $476 million 
from the LCT, with an estimated take of $500 
million in 2014-15.

Australia’s authorised Dealer network 
generates annual revenue of around $74 
billion, adding almost $6.4 billion to the 
national economy. The industry employs more 
than 66,000 people, pays over $5.6 billion in 
wages and has invested $17 billion in facilities. 
Dealers pay, collect and remit billions of 
dollars in taxation revenue to the Government 
every financial year. 

Dealers also contribute to the economy 
through advertising, marketing, and affiliated 
industries such as insurance. (The Australian 
motor vehicle insurance market generates 
$6 billion annually.) Directly and indirectly, 
the contribution of the Dealer network to the 
national economy runs into the tens of billions 
of dollars per year.

The Government also taxes the things that 
go into cars, primarily fuel. The Federal 
Government takes 38 cents per litre in fuel 
excise, on top of which it adds GST, so the real 
figure is 42 cents per litre. 

Now consider that Australians bought 18.7 
billion litres of petrol in 2013, plus 22.3 billion 
litres of diesel.  That’s 41 billion litres of fuel 
per year, taxed at 42 cents per litre, reaping 

WHO MAKES THE MONEY  
IN A NEW VEHICLE SALE?

$17.2 billion per year for the federal coffers – 
75 per cent of which goes into consolidated 
revenue.

Manufacturers’ profits based on 2014 reported 
results amounted to 6.1 per cent on turnover 
(i.e. pre-tax net profit). So the manufacturer 
make around $1200 net on this $20,000 car. 
Compare that with the $200 gross the dealer 
makes and the Governments $3000 net and its 
clear who really makes the money In a New 
Car Sale?

We’re not saying governments shouldn’t 
tax – far from it. Or that the manufacturers 
make too much, we’re just pointing out when 
accused by some, as being rip off merchants, 
that ignorant stereotyping is far from real 
world facts.
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GROSS PROFIT                                                            VOLUME PRESTIGE LUXURY

TRANSACTIONAL GROSS PROFIT 457 529 763 

HOLDBACK & INCENTIVES 1,359 1,398 2,228 

AFTERMARKET 302 304 249 

TOTAL GROSS PROFIT PER UNIT 2,118 2,231 3,241 

VARIABLE EXPENSES 

SALES PEOPLE - COMMISSION 196 206 293 

SALES MANAGER - COMMISSION 93 99 119 

PRE DELIVERY/POLICY 278 269 282 

FREE SERVICE 61 53 54 

VARIABLE EXPENSES PER UNIT 628 626 747 

SEMI-FIXED EXPENSES 

SALES PEOPLE - SALARIES 342 349 437 

SALES MANAGER - SALARIES 157 155 181 

OTHER SALARIES 129 122 159 

ADVERTISING 243 241 355 

DEMO EXPENSES 83 85 111 

FLOORPLAN 303 299 378 

TRAINING 66 71 76 

SEMI-FIXED EXPENSES PER UNIT 1,322 1,322 1,698 

TOTAL EXPENSES PER UNIT 1,950 1,948 2,444 

SELLING GROSS PER UNIT 168 283 796 

Source: Deloitte.  
Based on New Vehicle Department, Period: July to Dec 2014, Region: National, Australia, Dealer Type: Average of all dealers, Per Unit, Volume 



Counterfeit parts are shaping as the next 
big issue to confront the car industry.

Customs officers say the counterfeiters 
are becoming so sophisticated that even car 
manufacturers are finding it hard to tell fake 
parts from real ones.      

The issue became news last month when 
Toyota took two parts distributors to court for 
selling fake oil filters and airbag parts.

Customs and Border Protection said its 
officers were finding it near impossible to spot 
fakes.

“Counterfeiting operations are becoming 
increasingly sophisticated and nearly any type 
of commodity is now at risk of being copied. 
As counterfeiting becomes more sophisticated, 
identifying fake products has also become 
more difficult,” the organisation said.

“There have been instances where even the 
rights holder themselves have had difficulty 
determining whether goods are counterfeit or 
genuine without detailed testing.

“Many counterfeit items are substandard in 
quality and have the potential to cause physical 
harm. Consumers buying counterfeit items 
are supporting an illegal trade that could result 
in injury. The sale of counterfeit goods is also 
often linked to serious criminal activity.”

While only fake Toyota parts have been 
identified so far, industry sources say it is 
possible that imitations of other brands’ 
genuine parts could be in circulation.

The counterfeit Toyota airbag part could fail to 
deploy the airbag in a crash. 

TOYOTA TAKES ON INDEPENDENTS  
FOR SELLING FAKE PARTS
Sources say imitations of other brands’ parts also possible
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Toyota has embarked on a nationwide search 
for the part, which can fit up to 2 million 
Toyotas sold locally over the past 10 years.

Toyota has issued a bulletin to its network of 
more than 200 Dealers nationally requesting 
cars be inspected during routine servicing.

At the time of lodging its court action, Toyota 
said: “Following a six-month investigation, 
Toyota Australia has today lodged Federal 
Court proceedings against two independent 
retailers that have been selling counterfeit 
airbag spiral cables and advertising them as 
genuine Toyota parts.”

“The legal action relates to ‘trademark 
infringement’ and ‘misleading and deceptive 
conduct’.”

It is the first time the Japanese giant has taken 
legal action in Australia against sellers of bogus 
parts.

Toyota is trying to obtain a list of who the fake 
parts were sold to so it can trace the vehicles 
they may have been fitted to.

“It is our expectation that the independent 
retailers will contact the impacted customers 
to advise them that they have purchased 
counterfeit parts and replace the airbag spiral 
cable with a genuine Toyota part at no cost to 
the customer,” says the Toyota statement.

Toyota says it is taking action because the two 
independent retailers have been “unwilling to 
cooperate”.

“In particular, the independent retailers 
have denied any wrongdoing despite selling 
counterfeit parts in Toyota packaging to 
consumers,” says the Toyota statement.

Toyota was forced to act after the Australian 
Competition and Consumer Commission 
failed to intervene despite being alerted to the 
potentially deadly fakes.

A confidential Dealer bulletin obtained by 
News Corp Australia says there is a “high 
likelihood of insufficient conductivity to 
support airbag deployment electrical current” 
and “significant risk of airbag non-deployment 
in an accident”.

The technical bulletin says the counterfeit 
part does not have gold plated connectors, the 
crimping of the cable is not strong enough and 
it does not use copper wire as per the genuine 
article. The plastic locking tabs are also “poorly 
formed” or misaligned.

A Dealer bulletin says internal testing by 
Toyota in Japan found there were four ways 
they could fail to deploy an airbag in a crash.

As is the case with most new cars, the airbag 
connector — the link between the car’s power 
source and the airbag in the steering wheel 
— must be replaced every time an airbag is 
deployed in a crash.

The genuine part costs about $300 wholesale, 
while the fake part is estimated to cost as little 
as $50.

Owners of Toyota cars that have never been 
involved in an accident are not at risk of being 
affected by the bogus parts.

But Toyota vehicles that have been repaired 
after an airbag deployed in a crash may have 
been fitted with the counterfeit parts, either 
knowingly or unwittingly by smash repairers.

According to insurance industry figures, about 
15 per cent of crashes are serious enough 

to deploy airbags, which on conservative 
estimates equates to about 150,000 cars 
needing replacement airbags each year 
nationally. 

One Dealer speaking on condition of 
anonymity said: “The problem is, we truly have 
no way of knowing how many of these fake 
parts are out there. But we suspect there are 
thousands, because they are quite a commonly 
used part.”

And the fake parts scandal doesn’t only apply 
to airbags. 

Bogus oil filters could cause engine failures 
and leave customers with repair bills in the 
thousands of dollars.

According to the Dealer alert obtained by 
News Corp, Toyota is trying to identify 
oil filters for the Corolla, Camry, RAV4, 
and Kluger, which may have been used by 
independent repairers.

The parts, which had Toyota labels and 
packaging but were not made by Toyota, were 
intercepted by Customs and Border Protection 
during their importation.

Toyota is concerned earlier shipments have 
arrived undetected.

It is suspected the importers intended to sell 
the parts to independent workshops which 
were unaware they were non-genuine items.

The shipment of more than 350 oil filters was 
seized on the docks in Sydney in February this 
year and was supposed to be forwarded to a 
residential address.

Customs is yet to confirm if any charges have 
yet been made against the importer of the 
bogus parts.

Mechanics say faulty oil filters, a part which 
typically costs $15 to $20, can cause thousands 
of dollars in engine repairs.

“If oil can’t go through the filter it can starve 
the engine,” said Ian Rolf, a senior manager 
with the Motor Traders Association of NSW.

“If the failure is severe enough there would 
generally be a catastrophic engine failure.”

Toyota spokeswoman Beck Angel said the 
car maker was concerned because customers 
could unwittingly get caught out by counterfeit 
parts which can “cause engine damage through 
no fault of their own”. 
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Efforts to increase consumer awareness 
of the importance of genuine parts have 
been boosted with the recruitment of 

motor racing legend Mark Skaife to the cause.

The five-time Australian Touring Car 
champion and six-time Bathurst 1000 winner 
knows importance of using quality, genuine 
parts. As ambassador for the Federal Chamber 
of Automotive Industries (FCAI) initiative 
Genuine Is Best, he will dispel misconceptions 
about the use of non-genuine parts. 

“My motorsport career was built on safety 
and reliability. I always had a team behind 
me which made sure the car performed and 
protected me so that I could bring it home,” 
he said. 

Developed by the FCAI, geuineisbest.com.au 
is a free online resource designed to educate 
motorists about the importance of genuine 
parts.

But it’s not just about quality, it’s about safety. A 
genuine part is made or selected by the vehicle 
maker and is tested as an integral component 
of the vehicle to ensure quality and safety. 
Non-genuine parts can’t necessarily promise 
this quality and safety.

As FCAI Chief Executive Tony Weber says, 
“counterfeit parts risk lives because they are 
generally poorly produced and made using 
substandard materials”.

The number of Australian drivers affected by 
non-genuine and counterfeit parts is unclear. 
These parts can be made by anyone, anywhere, 
making record-keeping difficult. The 
packaging and numbers may look the same to 
deceive repairers who are price-sensitive.

One way to ensure consumer protection is 
to have services and repairs done by those 
who use manufacturer-accredited parts. 
Manufacturers are the only ones who put these 
parts through extensive testing as an integral 
component in the vehicle to ensure they are 
safe and reliable .  

Non-accredited providers might claim their 
parts are suitable  (for example, bonnets) 
but they  may not be integrated with the  
safety aspects of the design of the vehicle nor 
have they been tested or approved by the 
manufacturer of the vehicle.

Mr Skaife will help in spreading the message to 
everyday drivers.

“People need to know that this is a serious 
safety issue. Only genuine original equipment 
parts have been designed, engineered and 
selected by the manufacturer of your motor 
bike or car. And only genuine parts have been 
tested by the manufacturer of your vehicle as 
an integral component for safety and quality,” 
he said. 

“You can be sure that it’s a genuine part if it’s 
new and comes through the vehicle maker’s 
authorised supply chain.” 

FCAI chief executive and Genuine Is Best 
spokesman Tony Weber said Mr Skaife’s 
success behind the wheel and his work in 
vehicle and track safety development makes 
him ideal for the role of ambassador.

“Mark knows first-hand how critical it is for 
the parts of your car to work together properly 
and the risks associated with parts that aren’t 

designed, engineered and built specifically for 
your car. That’s why he sees genuine parts as 
being essential for your own vehicle’s safety 
and reliability,” Mr Weber said.

“We’re very happy to have Mark join Genuine 
Is Best.”

Hopefully Mr Skaife’s reputation will inspire 
consumers to take action on the issue, 
particularly those in the younger generation. 

Genuine is Best is a safety program aimed at 
educating those who are new to driving about 
the importance of genuine parts. Experienced 
drivers might already be aware of the risks, 
usually through personal or life experience. 
But the website’s focus is to make sure that 
those who are purchasing their first car or have 
only been driving for a short time do not, for 
the sake of a few dollars, take an option they 
may later regret.

Readers should be aware that independent 
repairers and insurance companies are 
required to disclose to a customer if they are 
using non-genuine parts. This requirement  
is under the Access to Service and Repair 
Information Agreement signed by industry 
associations and witnessed by the Minister for 
Small Business, the Hon Bruce Billson MP, last 
year.

MOTORING LEGEND MARK SKAIFE  
GETS BEHIND GENUINE IS BEST

FEATURES       Australian Automotive Dealer Association 
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PROTECTING THE GOODWILL  
OF YOUR DEALERSHIP

In the previous edition of Automotive Dealer, 
I discussed who owns the goodwill in your 
dealership and concluded that there is a 
reasonable legal basis for the proposition that 
the franchisee/Dealer does.

In this article, I will discuss in more detail one 
of the ways that Dealers might try to protect 
their goodwill.

Customer Data 

The customer database is a significant asset 
to any business, including dealerships. In 
my view, a customer database is an asset that 
attaches to the dealership business rather than 
to the branding/trademarks. It is essentially 
created by the hard work of Dealers and built 
up over many years. 

In the automotive industry, various sound 
commercial reasons necessitate the sharing of 
customer information with distributors and 
OEMs. For example, if a product is recalled 
the distributor and OEM ought to know who 
to contact regarding the recall. The use of 
customer information should be for purposes 
such as safety, reporting and more efficient 
customer interaction. 

Customer information should not be 
shared amongst the Dealer network or used 
inappropriately, for example, to entice another 
Dealer to make a large investment in a PMA 
that eventually leads to the termination of the 
incumbent Dealer.

Data Sharing Policy

Preventing the inappropriate use of customer 
information is difficult and hard to police. 
Some National Dealer Councils, distributors 
and OEMs have agreed data sharing policies 
that are supplementary to the Dealer 
Agreement. 

When discussing the content of data sharing 
policies it is important that such policies 
should acknowledge and protect a dealership’s 
customer information and have proper 
regard to the legal ownership of the customer 
database. The policy should contain provisions 
to ensure customer information is not 
inappropriately used either during or after the 
term of a Dealer Agreement. 

That said, it is important to acknowledge that 
many distributors who have high performing 
Dealer networks and excellent relationships 
with their Dealers use customer information 
appropriately, operate fair data sharing 
policies, and have regard to the interests of 
Dealers. 

Ultimately, effective and fair data sharing 
policies can be a win-win for distributors and 
Dealers. Distributors gain from direct lines 
of communication with customers (this also 
assists the Dealer network), and Dealers are 
protected from misuse of customer databases. 

For more information, or if you have any 
questions about this article, you can contact 
Vinesh George by emailing vinesh@vsgeorge.
com.au

Vinesh George
Company Secretary 
and Legal Counsel, 
AADA
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When we ask our motor dealership 
clients about their succession plan, 
many of them believe that succession 

planning is simply passing the ownership 
of the business onto one or more children. 
However, when we delve into the detail it soon 
becomes clear that it’s not as simple as just 
letting a son or daughter take over. 

According to Family Business Australia, 70% 
of family businesses fail during transition to 
the second generation, and a whopping 90% 
fail to transition to the third generation. The 
odds are not good and highlight a lack of 
awareness around the importance of careful 
and considered succession planning. 

One of the problems a lot of people have 
with transition planning, both financially 
and personally, is you have to be able to 
contemplate your own death, or at least giving 
up control. Of course, both things will happen 
eventually, so you may as well get on with it!

Added complexity for  
Motor Dealerships

When it comes to succession planning 
for motor dealerships there is an added 
complication, namely the influence of the 
Original Equipment Manufacturer (OEM). 
The need to meet increasingly stringent OEM 
standards and guidelines is having a major 
impact, especially on smaller dealerships. 
The OEM needs to have confidence in your 
plan and your successor needs to begin 
developing the appropriate relationships as 
soon as possible. In cases where members of 
the owner’s family are not interested in taking 
ownership of the business, owners need to 
be proactive about succession planning, in 
particular sales opportunities.

DRIVING SUCCESSION  
IN YOUR MOTOR 
DEALERSHIP

Aaron Street 
Partner - KPMG

Bill Noye
Partner - KPMG

TURBOCHARGER
SERVICING - Automotive

G.C.G TURBOCHARGERS AUSTRALIA PTY LTD ABN 28 001 825 609    WWW.GCG.COM.AU  EMAIL: SALESGCG.COM.AU
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Common struggles

Most Dealers have similar challenges when 
they start the succession process:

•   Developing the next generation to manage 
and lead – identifying and closing gaps

•   Choosing who will be in control – the OEM 
wants only one Dealer Principal

•   Ensuring that non-participating children are 
fairly provided for in the planning

•   Incentivising key employees to remain 
through an ownership and management 
transition

•   Letting go –the thought of retiring can be a 
daunting process especially for those Dealers 
whose entire being is wrapped up in their 
Dealer persona 

•   Knowing if you have the finances necessary 
to maintain your lifestyle, including hobbies, 
activities, and daily expenses, and whether 
you have provided for your spouse and 
family.

Most motor dealerships are owned and 
managed by family businesses and the 
family name is well known in the local 
community. When it comes to purchasing a 
car, new or used, reputation and trust are key 
considerations in the purchasing decision and 
this is when the family name and the values 
it represents can deliver real competitive 
advantage. This value in the family brand 
reinforces the need to make formal plans to 
ensure that, where possible, ownership and 
management of the business remains within 
the family for generations. 

Most business owners know that they need 
to make formal plans for a successor, but 
planning can easily fall into the ‘things I’ll 
do when I have time’ basket, and in reality 
the immediate needs of the business take 
precedent, i.e. managing people, cash flow, and 
daily operations. But it is of critical importance 
that as Dealers approach retirement, 
succession planning becomes priority. 

Navigate your journey with  
five key steps

Succession planning deals with both 
management (who gets to run the business) 
and ownership (who gets to own the business) 
once the business is handed down either 
voluntarily or involuntarily. The trap that a 
lot of business owners fall into is letting the 
enormity of the task overwhelm them to the 
point where they don’t even start. Remember, 
you don’t need to decide on everything straight 
away – it’s a process that can take months and 
indeed years.

1.  Have a contingency plan on day one

From the moment you become a Dealer you 
need to have a contingency plan – a plan for 
the unexpected. Ask yourself ‘if something 
were to happen to me today who would 
manage my dealership?’ You need to identify 
who will assume ownership and management 
duties in your absence and involve this 
person in your decision. All relevant legal 
documentation needs to be completed and 
kept up to date, including powers of attorney, a 
will, relevant insurances and tax planning. 

Don’t wait until tomorrow to prepare a 
contingency plan; it may not arrive.  

Knowing that you’ve done all that is possible 
and practical in case of an unexpected event 
will bring peace of mind to you and your 
family and go a long way towards ensuring 
that the business will continue without you. 

2.   Start planning your exit early with a 
positive frame of mind

Ideally, succession planning should begin 
in your late 40s or early 50s, and it starts by 
communicating with those you know and 
trust. Speak with family, staff, and advisors 
who can objectively discuss your vision for the 
future — for yourself for your family and for 
the business. The sooner you start discussing 
your succession with those you trust, the 
sooner you can feel secure about your 
company’s legacy and your personal future.

Advance planning will also enable you to 
capitalise on various mechanisms that can 
save you money including various types of 
trusts, gift giving, long term purchase and 
sale agreements and deferred buy outs. All of 
these tools are available if you start planning 
early and engage trusted advisors to guide the 
process.

3.   Take a philosophical approach to refine 
your goals

Having spoken to close family, staff and 
advisors, the Dealer Principal must decide 
who or what comes first. Balancing personal 
needs with the expectations of the family 
and the demands of the business is an almost 
impossible mission. Therefore, a focus needs 
to be defined. Are you going to approach 
succession with a ‘me first’ mindset, a ‘family 
first’ mindset, or a ‘business first’ mindset? 

One particular Dealer we worked with chose a 
‘me first’ mindset simply because his original 
wish of having the kids take over didn’t pan 
out the way he’d hoped. The children had all 
forged their own paths in life and his dream 
of building a family legacy had to change 
to finding the best outcome for himself in 
retirement. In this case the successor was an 
outside buyer who needed to be vetted by the 
OEM before the deal was sealed.

Most Dealers we come across tend to lean 
towards a ‘family first’ focus, whereby the 
health of the family unit is the key priority and 
all decisions around future management and 
ownership revolve around being fair and equal 
to all family members. This philosophy defines 
success as keeping the family together. This 
can be a challenging yet very rewarding path.
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In a ‘business first’ approach, decisions are 
made with a focus on what is best for the 
business regardless of the impact on the family. 
This approach brings with it the obvious 
challenge of dealing with potential fall-outs 
when difficult decisions around employment 
impact family relationships.

The important point regarding identifying 
your philosophical approach towards 
succession planning is that no one approach 
is better than the other. The key is to decide 
which philosophy you are embracing for 
the immediate future, noting of course that 
your decision may change over time as 
circumstances change.

4.  Choose the next leader

When approaching management succession 
you need to carefully consider the needs of the 
business, even when you’re adopting a ‘family 
first’ philosophy. In choosing a successor you 
must rely on the same rigorous evaluation 
process as you would adopt hiring a stranger. 
Starting with a profile of the ideal candidate 
is a good start (as opposed to starting with a 
person already in mind).

Once you have a list of required skills you need 
to assess your family members’ capabilities and 
select the best fit – the candidate most likely 
to succeed. Beware of innate biases that may 
unknowingly influence your decision as well 
as a potential lack of candor from your existing 
employees.  

From here there should be a clear 
understanding as to who is going to be 
groomed to assume control, and this needs 
to be shared with the OEM. Once identified, 
the successor needs to be trained and exposed 
to the OEM so that relationships can be built 
and stakeholders can gain confidence in the 
next leader. A mentoring plan needs to be 
developed and the transition timeline agreed 
and communicated.

A structured process that engages the whole 
family with independent facilitation and 
effective communication will be critical to 
ensuring that the decision as to who will 
succeed as the Dealer Principle is accepted and 
embraced by the family. 

5.  Decide who gets the keys

At some point, either during your lifetime or 
at the time of your death someone else is going 
to be holding the keys to your dealership. 
Transfer of ownership generally consists of 
either a family transfer or a sale to an external 
purchaser. There are several ownership 
possibilities:

•   Transfer or sell to immediate family or 
extended family

•   Sell to another Dealer or other external party

•   Management buy-out

•   Going public.

A carefully planned family governance process 
with a family constitution, family meetings 
and a family council are all critical ingredients 
that will help the family resolve the myriad 
of issues they are presented with. How do we 
protect the asset? How do we solve conflict? 
How do we be fair but at the same time 
acknowledge the different roles played and 
contributions made by individuals?

All shareholders may be asked to enter 
into a shareholders agreement and make 
arrangements to protect the family assets in 
accordance with the rules agreed in the family 
constitution.

The biggest mistake we see with ownership 
transition is when the management successor 
and his or her team are not given enough 
authority or control to successfully manage 
the dealership. The influence or interference 
from sideline owners derails the best efforts 
of the successor, making the experience not 
worth the reward. In this case the best play can 
sometimes be to let the difficult personalities 
go along with their share of the money.

As with management transition, ownership 
transition is not a straightforward process. 
The issues overlap to the point where they 
converge, but with a clear process and effective 
communication the family unit and the family 
business can grow stronger as a result.

Plan, communicate and plan 
some more

An effective succession plan can be more 
about ‘growing’ than ‘going’. With clear 
communication and agreed timelines, a 
succession plan can and should be integral 
to the long term growth strategy of the 
dealership.

KPMG have been working with motor 
dealerships for over 100 years and have 
successfully developed and executed 
succession plans for their clients. Proactive 
succession planning can mean the difference 
between leaving a long lasting legacy for the 
benefit of the family and employees versus 
a legacy of litigation and failed business and 
family relationships.

For further information and assistance, please 
contact Bill Noye on 07 3233 3253 or Aaron 
Street on 07 5577 7545.
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DEALER PERCEPTION  
DOES NOT REFLECT REALITY

The public has long held the impression 
of car salespeople as untrustworthy, 
and despite Dealers’ best efforts, this 

unfortunately remains the case.

The AADA and Automotive Dealer are 
determined to change this perception and 
bring the public view into line with the reality: 
that car Dealers are good people who do a 
power of work in their communities.

The annual Roy Morgan Research ‘Image of 
Professions’ survey ranks car Dealers last of 
30 professions for trustworthiness, well below 
accountants, lawyers and even politicians. This 
result has been the same for the last 30 years. 

Each year the Roy Morgan Research Company 
releases the results of the Image of Professions 
survey. 598 Australian men and women 
aged 14 and over were asked via a telephone 
interview to rank 30 professions in order of 
how trustworthy they perceived the job to be. 
Nurses and doctors were ranked at the top; 
car Dealers (includes used car Dealers) were 
ranked last.

The issue is not just isolated to the Australian 
automotive industry. A recent study by global 
management consulting company Accenture 
found that out of the 10,000 US citizens 
surveyed, more than half would like to avoid 
dealing with car dealership sales people if 
possible. 

There is little recorded data on why this might 
be, but some experts speculate that a person’s 
lack of knowledge, coupled with the high price 
of a car, makes them feel vulnerable to being 
ripped off. 

Old stereotypes die hard

Business Insider Australia last month 
published an article detailing ways in which 
the public can ‘outsmart’ car salesmen. Tips 
included watching out for a low appraisal of 
trade-in vehicles, an upsell of unnecessary 
services, and high interest rates on finance. 

This is a frustrating situation for the retail 
automotive industry, for as we know, car 
Dealers do a mountain of good work in the 
community. It is a perception more likely 
based in tired old stereotypes than any relation 
to the current situation. 

We all know the classic stereotype of the sleazy 
used car salesman, ready to take advantage 
of customers’ ignorance, possibly dressed in 
an ill-fitting plaid suit. In reality though, this 
image couldn’t be further from the truth. 

AADA members are franchised new car 
Dealers who take staff training and customer 
satisfaction ratings very seriously in what is 
the most highly competitive right hand drive 
market in the world.

Employment for car salespeople has risen 
by a rate of 22.9% over the past five years, 
and is expected to grow very strongly 
through 2017. The job requires exceptional 
communication and people skills, as well as 
the ability to think on your feet. Basic finance 
knowledge, problem solving capabilities 
and time management are just some of the 
additional skills required to succeed. It can 
be a challenging role, and no profits are made 
unless the customer is happy enough to follow 
through with the purchase. 

Yet, the perception remains. We might not 
like it, but we cannot ignore it. AADA has 
recently offered Dealers and their staff a 
range of NADA University courses in service 
department management and sales, to 
enhance skills and accreditation.

What can we do?

One car Dealer who has enjoyed a positive 
public perception is three-time Victorian 
finalist for Australian of the Year, beloved TV 
personality, and founder of the Kids Under 
Cover Australia charity, Ken Morgan OAM, 
who owned and operated car dealerships for 
decades. 

He believes car Dealers must ensure customers 
feel they are receiving the ‘personal touch’ in 
order to breach the trust barrier. 

“I had dealerships for 40 years and I was 
always there, my door was always open,” he 
said.

“I’d go out and meet customers, sit and talk to 
them, be involved in the transaction. I used 
to sign off probably 80 per cent of the deals 
we did in any dealership I owned, and I got to 
meet the people, I had to meet the people.

“People are not going back to the same 
dealership because the relationship hasn’t been 
built in the first place. I used to delight in being 
there at 7 o’clock in the morning and meeting 
my customers and signing them in for service.” 
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While there may not be the same level of 
interaction between Dealer principals and 
customers as there was in the ‘good old days’, 
dealerships still accomplish incredible work for 
their communities.

Mr Morgan knows better than anybody the 
importance of car Dealers giving back.

“Writing out a cheque is one thing, but it’s 
got to go further than that, you have to get 
involved,” he said. AADA is of the view that 
it is a personal investment in yourself and the 
community.

Community spirit elevates ‘job’ 
to ‘profession’

Addressing the Institution of Engineers in 
2003, the then Chief Justice Paul de Jersey 
now Governor of Queensland reminded them 
that without a commitment to community, a 
profession ceases to be worthy of that title. He 
praised the Engineers Australian Members 
Emergency Relief Fund, which was established 

in response to the Canberra bushfires, and was 
designed to assist those whose homes were 
lost.

“It is this sort of contribution to the 
community, as much as any degree of 
competence or skill, that truly entitles a 
profession to describe itself as such,” he said. 

“The challenge for professionals such as 
engineers, lawyers and others, is to ensure that 
the idea of contributing to society remains 
important. If business and commercial 
interests are permitted to overwhelm that 
sense of community spirit, then the idea of 
professionalism will indeed wither and die.”

Don’t be shy

Australian car Dealers are very generous, 
regularly donating to charity, supporting local 
sports clubs and programs such as Kids Under 
Cover and Bailey’s Day. The problem is one of 
perception. We believe Dealers need to better 
promote their good works. Not in a ‘look at 

me’ way, but a little public awareness of your 
role as a good corporate citizen can go a long 
way.

Prominent, in-dealership displays of programs 
you support not only raise awareness of your 
good deeds, but foster a sense of community. 
If you sponsor a local sporting club, post team 
photographs and colours on your walls. If you 
are involved in any community developments, 
progress reports and photographs will 
highlight your level of commitment to the 
local community.

Tell us what you’re doing

Automotive Dealer would love to hear about 
programs Dealers are involved in with their 
communities. Drop us a line and we can help 
you promote your works with a feature article.

We know that car Dealers do a great deal of 
good in the community, and are unfairly and 
incorrectly judged. But with a little effort, we 
can turn that perception around.  
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OVERSUPPLY EFFECT  
COSTING DEALERS

The global problem that is the oversupply 
of new cars is directly and negatively 
impacting automotive retailers, driving 

down the transactional gross on each sale.

Most readers will be familiar with the story 
that broke last year regarding accusations that 
the record new car sales reported in 2013 were 
inflated by counting as sold cars that never 
actually left the lot.

This is the result of an oversupply of vehicles, 
as manufacturers push for greater market 
share. The net effect is that Dealers pay the 
price in terms of lower margins and an excess 
of cars they struggle to sell.

Figures obtained from Deloitte Motor Industry 
Services reveal that the average transactional 
gross on a $10,000-$15,000 car is just $170. 
Transactional gross peaks at an average of 
$2090 for cars in the $50,000-$80,000 range, 
but is just $506 for cars priced between 
$40,000-$50,000.

Average Transactional Gross*over all marquee 
brands for Passenger Car and SUV

Price Point  Car  SUV

$10k - $15k  $170  N/A

$15k - $20k  $294  N/A

$20k - $30k  $619  $497

$30k - $40k  $1,183  $468

$40k - $50k  $506  $575

$50k - $80k  $2,090  $2,101

$80k+   $1,083  $1,102

* Average Gross Profit for 13 months to May 
2015, before holdback, aftermarket and 
incentives.

Obviously, the AADA’s belief is that this is not 
a healthy environment for Dealers to operate 
in.

The local industry reported a record 1.136 
million new car sales in 2013, backed up by 
1.113 million in 2014, despite drastic falls in 
sales early last year. 

Industry insiders believe some Dealers over-
order in bulk, and inflate sales figures in order 
to receive bonuses, resulting in holding yards 
full of ‘cyber cars’, or ‘called cars’. Dealers then 
market the cars as ‘undriven demonstrators’, 
which makes them cheaper for consumers but 
also means the warranty period begins before 
the car is even registered. 

Some estimates put the number of ‘cyber cars’ 
at 10% of reported sales, which means there 
could be more than 100,000 cars per year in 
Australia reported as sold that actually are not 
– or at least not when they are reported to be, 
and not as new vehicles. 

One brand was said to have 22,000 cars 
in holding yards around the country, with 
another 8000 unsold cars in Dealer stock. 
Considering that brand usually sells fewer than 
6000 cars per month, that represents a huge 
percentage (about 40%) of its annual sales.

The flow-on effect is that Dealers reduce 
the price of overstocked brands, forcing 
competitors to lower their prices as well – great 
for consumers, not so great for Dealers.

There is no external regulation or verification 

of car sales figures, so we must take each brand 
at its word. The FCAI denies the practice is 
widespread and says sales figures are accurate.

Overcapacity is not a problem unique to 
Australia. More than half of respondents 
to a 2013 KPMG global survey of the 
automotive industry said they felt oversupply 
of vehicles was a high risk, especially in strong 
manufacturing countries such as Germany, 
Japan, the US, Spain, South Korea and France.

Suggested solutions include consolidation and 
joint ventures and alliances, which is favoured 
by auto executives in Japan and Italy. German 
makers would prefer government assistance 
in the form of subsidies and production 
quotas, but few see that as a long-term answer. 
Japanese, French and UK manufacturers say 
investing in the brand will improve market 
share and sales. Only the French favour 
reducing production. Contract manufacturing, 
which has proved successful in the US, does 
not appear to be considered a solution for 
most.

Globally, almost 90 million cars were 
manufactured in 2014, up more than 2 million 
on 2013. Who knows how many are still sitting 
in dealerships or holding yards? 

What we do know is that Dealers are the ones 
paying for it.
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“OURS IS A VALUES-DRIVEN BUSINESS” 
SAYS MARK WOELDERS, MOTORAMA DEALER PRINCIPAL 

‘People, process and technology’ are the three 
pillars that empower this Queensland Dealer 
Principal and his senior leadership team 
to achieve Motorama’s inspiring vision of 
‘Customers for Life’.

Q   Who initiated the Motorama Values?

A    They started as most companies do with 
a set of stated values. Normally it works 
in conjunction with a strategic planning 
session, which we first went through under 
my father’s control of the business. That 
would have been in the mid-‘90s, and those 
stated values have developed over a period 
of time, along with our vision. What we’re 
consciously trying to do with our values is 
bring them to life in the workplace, because 
I think a lot of companies have stated 
values, but quite often they don’t make it 
out of the bottom drawer.

Q   How do you celebrate those values? 

A    We drive our values through a ‘Values 
Calendar’, and we celebrate each of those 
values throughout the year and aim to have 
activities around the company to bring 
those values to life.

Q    Can you give me an example of those 
values?

A    For instance in June we have ‘Team Work’ 
where each of our staff members in their 
own areas vote for a team member who 
has contributed the most value within that 
month. And then at the end of the year we 
have a Team Award’s Night, and the person 
who lived out the values throughout the 
year receives the pinnacle award of the 
evening. August has been Green Month, 
which is our newest value. 

Q    Is it important for dealerships to have an 
environmental focus?

A    We have a green focus across all of our 
facilities and currently have over 1.2 
million litres of water stored in tanks. That’s 
one way of living out that value from a 
company point of view.

Q    What’s the biggest challenge of managing 
14 dealerships?

A    What we find is consistency and certainly 
having a set of values, stated mission and 
vision helps with that. 

      We have three pillars across our business 
which is “People, Process and Technology.” 
We tend to get consistency by attributing 
everything to our vision, which is 
“Customers for Life.”

Q    Motorama is a family business, did you 
start at the bottom?

A    I started as a first year apprentice in 1989, 
and grew in different areas, coupled that 
experience with a Masters of Business in 
2001 and then took over the business as a 
third generation business in 2007 from my 
father, John.  So it’s not just about me, it’s 
about the whole team and the relationship 
I have with our financial controller and 
operations manager Costa Pappas.  

Q    What’s been the high point of your 
career?

A    The realisation halfway through my 
Masters of Business that the new-found 
knowledge would give me the confidence 
to really move the business forward.

Q   Who inspires you?

A    My team and my family. I certainly get a 
lot of joy out of watching the success of our 
entire team and our company.

Q    Would you encourage your children to 
follow in your footsteps?

A    I would encourage my son to be disciplined 
and successful in whatever he’d like to take 
on, whether that’s the family business or 
not.

Q    Apart from your business what are you 
passionate about?  

A    Wine, food, friends and family.

Q   What do you do to keep fit? 

A    I like the outdoors, hiking, competing in 
offshore stand up paddle board racing – 
point A to point B stuff. I’ve raced from 
Surfers Paradise to Currumbin, which is 
25 kilometres and in state and Australian 
Championships.
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Q    If you weren’t CEO of Motorama you’d 
be?

A    I’d just be running a business, if it wasn’t 
in cars, it would be in something else.  I 
enjoy business and I enjoy trying to run the 
business as best as I can.

Q   What have you always aspired to own?

A    A sailing cat.

Q   Your favourite travel destination is...?

A    Queenstown, New Zealand.

Q    What issues do you think the AADA 
should be tackling on behalf of Dealers?

A    There’s obviously all the issues that often 
get spoken about. I wonder whether the 
AADA should be looking at opportunities 
rather than issues, because there’s a real 
move towards companies looking after and 
holding onto their customers longer, and 
whether the association can provide any 
training in that area, because the market 
itself is not growing. 

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

Q   In three words, what sells cars?

A    People, people and people.

Q    Is there a future for single franchise 
dealerships?

A    Yes, but like anything, succession will be 
the key. Take the Melbourne market; there 
are a lot of successful smaller dealerships 
when you compare that to the Brisbane 
Metro and Sydney environments.Certainly 
I think single franchise Dealers can exist 
and do quite well, obviously the brand has 
to be sustainable.

Q    How competitive is it with the large 
number of brands in the marketplace?

A    Whether we like it or not, I think history is 

the best dictator of the future; we’ll always 
have the big five, because worldwide they’re 
getting economies out of manufacturing. 
And because we’re in an extremely 
competitive environment, it’s very hard to 
get a voice. It takes substantial marketing 
money to grow share, so whilst the smaller 
brands might have a low cost entry, it’s not 
easy to grow volume and share.

Q    Finally, what makes Motorama 
successful?

A    Our people, our process and our 
technology. And the leadership team 
plus the relationship between myself and 
Costa Pappas, our financial controller and 
operations manager.



38  |  SEPTEMBER 2015  |  automotivedealer.com.au

THE THREAT OF 
TERMINATION  
OF AN AUTOMOTIVE 
DEALERSHIP

There is no greater threat to a Dealer’s 
investment in their dealership business 
than the threat of termination. The threat 

can occur in a variety of circumstances, all of 
which are very serious. Termination means the 
end of your dealership business and the loss of 
your investment including any goodwill you 
have developed in the business over the years. 
If you are faced with the threat of termination, 
you need to act quickly and understand your 
legal rights. 

Termination Governed By 
Franchising Code of Conduct

Dealer Agreements for the sale of motor 
vehicles are deemed by the Franchising Code 
of Conduct (Code) to be franchise agreements 
and are therefore governed by the Code. The 
Code protects Dealers by, among other things, 
specifying conditions that must be satisfied 
before a manufacturer can terminate a Dealer 
Agreement, and having a mandatory dispute 
resolution process that Dealers can invoke.

Under the Code, a manufacturer can terminate 
a Dealer Agreement in three different ways. 
Namely, where:

1.    there has been a breach of the Dealer 
Agreement by the Dealer;

2.   there has been no breach by the Dealer; or

3.   special circumstances apply.

Each of these circumstances is described 
below.

Termination for Breach

Where a manufacturer asserts a Dealer 
has breached a Dealer Agreement, the 
manufacturer must:

1.    send the Dealer a notice that identifies the 
alleged breach;

2.    tell the Dealer what the manufacturer 
requires to be done to remedy the alleged 
breach; and

3.    give the Dealer a reasonable time to 
remedy the breach (which does not need to 
be more than 30 days).

If the alleged breach has not been remedied 
within the specified time, the manufacturer is 
entitled to terminate the Dealer Agreement. 

Termination where No Breach

Some Dealer Agreements purport to allow a 
Manufacturer to terminate ‘for convenience’, 
when there has been no breach by the Dealer. 
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Under the Code, if a manufacturer intends 
to terminate a Dealer Agreement where 
there has been no breach by the Dealer, the 
manufacturer must give the Dealer:

1.   reasonable written notice; and

2.   reasons for the termination.

Termination in Special 
Circumstances

The Code has a termination for ‘special 
circumstances’ section which allows a 
manufacturer to section is replicated in the 
Dealer Agreement. 

The ‘special circumstances’ include but are 
not limited to situations where the Dealer 
has lost its Motor Car Trader’s Licence, or 
become bankrupt or insolvent, or deregistered 
by ASIC. It also includes where a Dealer has 
operated a dealership in a way that endangers 
public health or safety, or acted fraudulently.

What if you are served with a 
Breach Notice?

You need to act quickly and be proactive. Get 
legal advice as soon as possible, do not expect 
the manufacturer to ‘help you out’ of the 
situation. 

If there has in fact been a breach of the Dealer 
agreement, and it can be remedied, then 
remedy the breach within the time specified. 
If there hasn’t, you will need to raise a dispute 
with the Manufacturer. Also consider whether 
the breach alleged against you is widespread in 
the Dealer network, but you are being singled 
out by the Manufacturer. If you are, you may 
have grounds to challenge the Breach Notice.

If you are a New South Wales Dealer, or 
NSW law applies to your Dealer Agreement, 
the Motor Dealers and Repairers Act 2013 
(NSW) (MDR Act) will apply (alongside the 
Code). The MDR Act allows a Dealer to sue 
for compensation and other relief against a 
Manufacturer for ‘unjust conduct’ or ‘unfair 
contract terms’. These are broad concepts that  
might apply in your particular circumstances. 

Disputing a Breach Notice

Just because you are served with a Breach 
Notice, does not mean you must necessarily 
accept the claims made in it as being accurate. 
There may be one or more grounds to dispute 
the Breach Notice either on questions of fact of 

law. For that reason it is important to seek legal 
advice as soon as you receive a Breach Notice.  
If there are grounds to dispute the Breach 
Notice then a Dispute Notice should be served 
on the Manufacturer.  Pursuant to the Code, a 
Dispute Notice must set out:

1.   the nature of the dispute;

2.   what outcome the complainant wants; and

3.    what action the complainant thinks will 
resolve the dispute.

A Dispute Notice compels a Manufacturer 
to make genuine attempts to try to resolve 
a dispute, including through mediation. 
Furthermore, if the MDR Act applies to your 
dealership, you can seek mediation through 
the NSW Small Business Commissioner.

Lastly, if a Manufacturer has served a 
breach notice, threatened to terminate your 
dealership, and continues to threaten to 
terminate your dealership whilst you are 
engaging in the dispute resolution process 
foreshadowed by the Code, consider obtaining 
an injunction to restrain the Manufacturer 
from doing so until your dispute resolution 
process is completed. 

What if the Manufacturer wants 
to terminate when there has 
been no breach?

If a Manufacturer informs you it intends to 
terminate your Dealer Agreement even though 
you have not breached it, the Manufacturer 
must give you reasonable notice and state 
its reasons for wishing to terminate your 
Dealer agreement.  The concept of ‘reasonable 
notice’ is not based on the longevity of your 
relationship to the manufacturer. Rather, it 
means giving you enough time to recoup your 
investment and redeploy your assets.  If you 
have already recouped your investment in the 
dealership, ‘reasonable notice’ may be no more 
than 3 to 6 months.

You should also carefully consider the 
Manufacturer’s reasons for terminating 
without a breach. Do they really amount to 
dissatisfaction with performance - or in other 
words, a breach of the Dealer Agreement? 
If they do, then the Manufacturer must 
follow the procedures set out in the Code to 
terminate for breach rather than attempt to 
use the ‘no cause’ termination process under 
the Code.   

Also consider whether, in all the 
circumstances, the reasons given for 
termination lack good faith. In such 
circumstances, Courts have held that a 
termination will not be in good faith if 
the termination is capricious and not for a 
legitimate business purpose.

If any of these circumstances apply, then the 
Dealer should serve a Dispute Notice on the 
manufacturer and seek to have the termination 
notice withdrawn or reach some other 
commercial resolution.

Termination for ‘special 
circumstances’?

This is the most serious of all termination 
risks, because if the ‘special circumstances’ 
exist and the Dealer Agreement contains the 
‘special circumstances’ termination clause, 
the Manufacturer will be entitled to terminate 
your Dealer Agreement immediately. 

If you are served with a termination notice 
invoking the ‘special circumstances’ clause, 
you should immediately consider obtaining 
an injunction against the Manufacturer to 
restrain it from terminating or acting on the 
termination. In particular, some of the special 
circumstances are highly subjective in their 
interpretation. For example, where you are said 
to have been convicted of a ‘serious offence’, 
operated the dealership in way that ‘endangers 
public health or safety’, or if you are alleged to 
have been acting ‘fraudulently’ in operating 
your dealership. 

Each of those examples may be capable of 
being challenged. However, if you wish to 
preserve your dealership whilst challenging 
the termination notice, you must immediately 
seek an injunction to restrain the termination.  
Once the termination has taken effect 
both legally and practically, a Court will 
not grant an injunction, and your only 
right is to seek damages for the loss of your 
dealership, assuming you can establish that the 
termination was wrongful.

So if you are threatened with termination, 
you stand to lose your dealership if you do 
not take steps to protect your position. It is 
important that you act quickly and obtain 
legal advice in order to ascertain what 
rights you have to challenge the threatened 
termination. If possible, send a Dispute Notice 
to the manufacturer and invoke the dispute 
resolution process provided for in the Code. 



40  |  SEPTEMBER 2015  |  automotivedealer.com.au

FEATURES       Australian Automotive Dealer Association 

The days of electric vehicle owners in 
Perth suffering ‘range anxiety’ are over 
as seven councils in the state’s South 

West have finished building Australia’s first 
ever ‘electric highway’ of fast-charging stations 
between Perth and Margret River.

The RAC WA says that its RAC Electric 
Highway will help develop an electric vehicle 
industry in the west, while at the same time 
supporting local communities and businesses.

While this project will be a game-changer for 
WA’s EV owners, it pales in comparison to the 
100,000 mobile charging stations planned to 
be in operation in Seoul Korea before 2018, 
bringing that nation’s total number of stations 
to 200,000.

In the UK, Highways England, the 
government organisation responsible for road 
infrastructure maintenance, is pushing the 
electric envelope by beginning tests on a new 

road surface “where the roads actually charge 
your car as you drive”. 

The test team plans to install the wireless 
charging technology in a number of cars and 
drive them on a specially-built road with the 
inductive charging built into the road itself.

Highway England’s moonshot proposal is to 
install plug-in facilities every 48 kilometres 
along the country’s motorway network.

A similar trial is already underway in Gumi, 
South Korea where a 12 kilometre stretch 
of road charges up electric buses as they 
drive along it using a process called Shaped 
Magnetic Field In Resonance (SMFIR). 

This involves the transfer of electric charges 
via magnetic fields that are generated and 
captured by coils installed in the road and 
buses.

These power strips are buried no deeper than 15 
per cent of the road surface, which means that 
only certain sections of the roadway need to be 
dug up and replaced.

Currently there are two online buses using the 
OLEV technology, with 10 more to be added 
before the end of this year.

A similar ‘on-the-go’ charging system developed 
by US computer chip manufacturer Qualcomm 
has been fitted to an experimental electric 
version of a Rolls Royce Phantom and retro-
fitted to a number of Citroen C1 cars in the UK.

Closer to home, Tesla is planning a network 
of 16 supercharger stations at key locations 
between Canberra, Melbourne and Sydney by 
2016.

However, there are no plans to build a network 
of publicly accessible fast-charging stations in 
Victoria at this stage.

POWER TRIPS
Australia’s First ‘Electric Highway’ now open
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According to the RACV, in the next 24 
hours almost 5000 Australians will be 
involved in a road accident. More than 

500 of these road users will be injured and four 
will die.

Around 30,000 people are seriously injured 
each year from road accidents in Australia. The 
“hidden toll” of people who are hospitalised, 
and others who suffer long recovery periods or 
even permanent injuries, is very real.

While all individual state and territory 
governments have on-going road safety 
strategies in place, they are also partners with 
the Commonwealth in a national three-year 
Action Plan to improve the safety of Australia’s 
road transport system.

At the same time, some observers suggest that 
removing the reliance on human behaviour 
with driverless cars could help reduce the 
number road accidents and fatalities, not only 
in Australia but worldwide.

It’s a known fact that about 90 per cent of all 
crashes are the result of driver error, so it is 
easy to understand why this concept is gaining 
traction with some media commentators and 
industry observers.

While autonomous vehicles could help the 
elderly and disabled remain independent, 
there are some things that even a fail-proof 
computer can’t prevent, such as a drunken 
pedestrian, extreme weather, unexpected 
road users such as ridden horses, problematic 
terrain, complex road rules and road 
construction sites.

A white paper published by the University of 
Michigan Transportation Research Institute 
on the safety of autonomous cars, warns that 
after the introduction of driverless cars the 
interaction between driverless cars and manual 
cars could prove to be problematic.

“In many current situations, interacting drivers 
of conventional vehicles make eye contact and 
proceed according to the feedback received 
from other drivers. Such feedback would 
be absent in interactions with self-driving 
vehicles,” the authors said.

“The expectation of zero fatalities with self-
driving vehicles is not realistic. It is not a 
foregone conclusion that a self-driving vehicle 
would ever perform more safely than an 
experienced middle-aged driver.”

Driverless cars may never be perfect but 
unlike us humans they’ll never be drunk, tired, 
stressed or aggressive.

Overall, many Australians have a positive 
attitude towards driverless cars as evidenced 
by the survey results published in the UMTRI 
Survey*.

When asked “What is your general opinion 
regarding autonomous and self-driving 
vehicles?”, 61.9 per cent had a positive view, 
26.7 per cent were neutral and 11.3 per cent 
responded in the negative.

When respondents were asked: “How 
concerned would you be about driving 
or riding in a vehicle with self-driving 
technology?”, 16 per cent were very concerned, 
37.2 were moderately concerned, 34.5 per cent 
were slightly concerned, and 12.3 percent were 
not at all concerned.

People’s negativity may change once the results 
are released of the first ever on-road trials of 
driverless cars in the Southern Hemisphere, to 
be held in Adelaide in November.

Volvo will bring a fully-automated Volvo XC90 
that is being used in the ‘Drive Me’ project 
in Sweden, to assess how the technology 
needs to be modified to integrate with 
Australian driving behaviour, climate and road 
conditions.

The XC90 will be tested on a closed section 
of Adelaide’s Southern Expressway in real-life 
driving scenarios with other vehicles such as 
changing lanes, emergency braking, and using 
the on and off ramps.

In addition to Volvo and the independent 
road research body ARRB Group, partners in 
the trial include Flinders University, Carnegie 
Mellon University, the RAA, Telstra, Cohda 
Wireless, and Bosch. 

Stephen Mulligan, SA’s Transport Minister, 
said the trial would be the precursor to laws 
being passed that would allow driverless cars 
on SA’s roads by 2025.

The legislation would be based on similar laws 
in US, Britain and Sweden. 

Gerald Waldron, Managing Director of the 
Australian Road Research Board Group 
(ARRB) said recently: “Driverless cars have 
a range of benefits that could significantly 
improve road safety and the quality of life 
of everyday Australians, add to the nation’s 
economic competitiveness and help relieve 
rapidly growing congestion that is crippling 
our infrastructure and creating productivity 
deficits in our capital cities.”

http://deepblue.lib.umich.edu/bitstream/
handle/2027.42/108384/103024.
pdf?sequence=1&isAllowed=y

DRIVERLESS CARS  
TO BE STREET LEGAL BY 2025
“Automated vehicles are far from science fiction, but rather a short-term reality that Australia needs 
to be prepared for.” - Gerald Waldron, ARRB Group MD
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Electric powered cars are a hot topic in the 
Australian motoring industry, with an 
electric highway on the cards for drivers 

in Western Australia . But this innovative 
technology has also crossed over to Formula 
racing. The world’s first fully electric racing 
series is back for another season in Beijing, 
China in the next few weeks. 

Previously, all the teams were still competing 
with standard-specification cars, but the 
development a new powertrain has been 
allowed for the 2015/2016 season. Its core 
element is the electric motor named ‘ABT 
Schaeffler MGU 01.’ 

The project was focused on achieving the best 
possible efficiency, high reliability and optimal 
thermal management due to modified cooling. 

Prof.Peter Gutzmer, Chief  of Technology is 
responsible for the developments at Schaeffler, 
and he was faced with a tight schedule to get 
the new core ready for the next season.

‘The first meetings took place about ten 
months ago and, only half a year later, the first 
parts were produced. The timing is tight, as 
always in motorsports, but we’re on schedule’ 
he says.

‘Our motor has better torque and better 
efficiency than its predecessor’. 

Schaeffler has also developed a new 
transmission that is coordinated with the 
motor and was produced by the company’s 
renowned partner Hewland according to 
special specifications. 

It is stiffer and more compact. To achieve the 
goal of minimising the number of shifting 
events per lap, the engineers opted for a 
three-speed variant. The suspension has 
been optimised as well, now featuring higher 
stiffness and improved kinematics. The 
connecting link between all the elements is the 
newly developed software that manages the 
interaction between all the components. The 
perfection of its functionality has been one of 

E-RACING POWERS ON IN CHINA
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the focal aspects of the tests.

‘For us, it was clear from the beginning that 
we wouldn’t do anything by halves. That’s 
why we looked at all the areas released by the 
regulations and developed optimised solutions 
of our own together with our partners,’ says 
Prof. Peter Gutzmer.

E-racing fans can catch this new technology 
on display come the 17th of October. The 
Formula E will then be embarking on a world 
tour of South and North America and Europe. 
The round in the heart of France’s capital Paris 
will be new on the calendar. The home round 
from Schaeffler’s perspective will

be held in Berlin on May 21. For the finale, the 
20 drivers will be meeting in London on the 
first weekend in July.

However, we’re wondering if Formula-E will 
ever be as popular with fans since its subtle, 
electric motor is without the heart racing 
sounds of a classic Formula 1 V6 engine. 
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Tell any ‘Harley’ aficionado that Harley-
Davidson North America is trialling an 
electric motorcycle called Livewire and 

they’ll look at you as if you’re suffering from 
brain damage.

Aussie motorcycle journalist Mark Hinchcliffe 
said he was mightily impressed with the 
LiveWire when he gave one a bit of a 
“reserved” thrashing in Los Angeles earlier 
this year.

“Throwing a leg over the LiveWire, it feels like 
any other naked sports bike. It has a slight lean 
to the straight bars, a high seat (disappointing 
for some), high pegs and a hard seat. It’s made 
for urban riding and canyon carving, not 
touring and cruising,” he said.

So why would a company that’s built its 
reputation and brand by constructing the 
world’s most iconic cruisers even consider 
developing a battery-powered motorcycle?

ReportsnReports.com, an online market 
research organisation, published a report in 
December 2014 in which they forecast that 
the worldwide demand for motorcycles is 
expected to grow six per cent per annum to 
over 132 million units in 2018, a market valued 
at $120 billion.

They say that the key drivers of this trend are:

Sales of electric bicycles and other electric 
models that are projected to rise outside of 
China.

An increasing number of households in 
industrialised countries will be able to afford 
motorcycles as personal incomes rise.

Government incentives will be introduced 
in some countries to reduce pollution from 
automobiles.

And sales in Brazil, Indonesia, Thailand, the 
US and Vietnam are expected to increase 
dramatically. 

Furthermore, in countries such as Pakistan, 
Indonesia and India, motorcycles will become 
an alternative to public transport, which 
suffers from overcrowding and continual 
inefficiencies. Also, as living standards 
continue to improve in Asia, more households 
will be able to afford motorcycles.

While buyers in North America and Western 
Europe prefer more expensive top-end bikes, 
the researchers predict demand for electric 
models will increase sharply. They also claim 
that sales of medium and heavy motorcycles 
are expected to rebound from static sales in 
recent years.

Furthermore, the popularity of E-bikes – 
especially in Germany and the Netherlands 
– will continue because they are more 
environmentally-friendly, cheaper to buy, and 
unlike ICE motorcycles, require no special 
licence to ride.

Closer to home, the Australian Bureau 
of Statistics (ABS) says in its latest Motor 
Vehicle Census data, which compared vehicle 
registrations in 2010 to 2015, that motorcycle 
registrations are set to continue to show the 
fastest growth of any type of vehicle.

In 2014 we purchased 111,599 motorcycles, 
ATVs and scooters. Road bikes sales 
accounted for almost 40 per cent of sales with 
Honda being crowned the top selling brand, 
followed by Yamaha, Kawasaki, Suzuki and 
Harley-Davidson.

So why are Aussies embracing road bikes, 
cruisers, hogs, choppers, mopeds and the like?

A colleague who’s been a passionate 
motorcycle rider since the mid-90s and 
currently owns two Triumphs, a Speed Triple 
and a Sprint GT SE, says: “Recreation and 
weekend and holiday touring.”

I put the same question to a sales consultant 
with one of Australia’s largest and most 
successful motorcycle retailers who said the 
main reasons people are buying motorcycles 
are “recreation, easy parking and commuting”. 

He mentioned that the popularity of Charley 
Boorman’s adventure TV series, including two 
with his friend, actor Ewan McGregor, and the 
American crime drama Sons of Anarchy, also 
helped put motorcycling back in the spotlight.

Another friend who describes himself as a 
Vespa ‘nut’ and has been “on two wheels” 
since 2000, said he prefers a scooter because 
motorbikes can be risky: “Your head is lower 
in traffic, you’ve got four controls instead of 
just two, and then you have to contend with 
the weight of the bike.”

While sales are strong across all categories, 
there is a downside. From 2004 to 2013, 
the total road fatalities decreased by 25 per 
cent, whereas the total motorcyclist fatalities 
(including pillions) increased by nine per cent.

Between 2012 and 2013, the total road 
fatalities decreased by eight per cent while total 
motorcyclists fatalities (including pillions) 
decreased by four and a half per cent. 

Furthermore, motorcyclists are 30 times more 
likely to be killed on Australia roads than car 
drivers. 

So while motorcycle, scooter and ATV 
sales continue to outpace other vehicles, 
unfortunately so will motorcyclist fatalities.

$120 BILLION INDUSTRY  
RIDES ON TWO WHEELS
By 2018 there will be over 132 million motorcycles on the world’s roads



SCORE IN VEGAS WITH OUR  
NADA STUDY TOUR  
- REGISTRATIONS NOW OPEN

FEATURES       Australian Automotive Dealer Association 

NFL legend, Denver Broncos quarterback 
Peyton Manning, headlines the keynote 
speakers booked for the 2016 NADA 

Convention in Las Vegas.

To be held in Las Vegas from March 31 – April 
3, the 2016 Convention promises to be a feast 
of workshops, seminars, and some of the 
best guest speakers you’ll find at any industry 
gathering.

As well as Manning, next year’s speakers 
include comedian Jeff Foxworthy, former 
George W. Bush adviser Karl Rove, former 
US presidential candidate Howard Dean, and 
White House correspondent Mike Allen. 

Not to mention the incredible dining, 
entertainment and networking opportunities 
you will experience in a city like Las Vegas. 

Six months out from the 2016 Convention, 
planning for the AADA Study Tour is on in 
earnest. Have you booked your place?

Think of the knowledge and contacts you’ll 
gain as one of 20,000-plus delegates, including 
auto Dealers, managers, manufacturers, allied 
industry executives, exhibitors and members 
of the media from around the globe.

With more than 80 Dealer-focused workshops, 
you will encounter new strategies and 
solutions to help you achieve growth and sales. 
Every aspect of Dealer operations is covered, 
including sales, service, fixed operations, 
finance, insurance, government, used cars, 
incentives and more. 

Stay up to date with the latest trends and 
techniques in marketing, advertising and 
social media.

Prior to the Convention, the AADA Study 
Tour group will visit one of Nevada’s most 
successful dealerships, gaining insight into 
key profit centres, operating procedures, sales 
game plans, online marketing and more.

Once we reach the Las Vegas Convention 
Centre, Corporate Blue guests will have access 
to an exclusive, official AADA workshop, as 
well as the chance to and attend inspiring 
workshop sessions featuring some of the 
US industry’s most influential leaders and 
speakers. 

In between sessions, a walk of the expo 
floor will blow your mind, with hundreds of 
exhibitors showcasing the latest equipment, 
service and technologies. You’ll be like a kid at 
the Show!

On the Friday night, dinner at the stylish 
Dal Toro ristorante is not to be missed. With 
its multi-million dollar supercar showroom 
and gallery, guests will enjoy the finest Italian 
cuisine and wines, and have an unrivalled 
opportunity to meet NADA Chairman Bill Fox 
after his official opening of the evening. 

Conducted by Deloitte Motor Industry 
Services there will be an international forum 
of leading industry figures from International 
Dealer Association Working Group (IDAWG) 
including USA, Brazil, Australia, China, India 
and Canada participating in an interactive 
panel discussion on the key auto industry 
issues.

And it wouldn’t be Las Vegas without 
wonderful entertainment to wrap-up the 
evening.

These are just a few of the highlights of this all-
new NADA 2016 AADA Study Tour presented 
by Corporate Blue – one of Australia’s 
foremost boutique corporate agencies.

It’s not all work - tour participants will have 
plenty of time to relax and re-engage with old 
colleagues too. Not to mention the chance 
to make new connections as you enjoy all 
that Las Vegas is famous for, including those 
flashing lights on the Strip.

For those wishing to extend their stay, your 
Corporate Blue host can arrange for you to 
see the Hoover Dam by helicopter, fly over the 
spectacular Grand Canyon by plane, coast over 
the desert in a hot air balloon or tear up the 
Mojave in a dune buggy.

Whatever you choose to do, your AADA host 
will be there to assist you with all post-NADA 
planning, transfers and even lunch and dinner 
recommendations, as well as your departure 
transfers for return flights to Australia.
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A mutual friend connected me with Roger 
Penske during the time he and his 
President of Racing, Tim Cindric were 

evaluating participation in our Australian V8 
Supercar Series.  After a few overseas calls, I 
found myself soon after attending a dinner 
meeting in Brisbane with Roger, Tim and the 
President of the Penske Australian and NZ 
operations Randall Seymore.

That was in June last year and approximately 
60 days later we had agreed to me undertaking 
a role with the Penske business interests in 
Australia.  This was dependent upon Team 
Penske making a decision to take a majority 
shareholding in the Queensland based DJR 
Team, which ultimately occurred and would 
then, be renamed DJR Team Penske with the 
new team making its debut at the Adelaide 
Clipsal Race.

I came away from that 3 hour dinner Meeting, 
which essentially centred around a broad 
ranging chat on all aspects of Australian 
Motor Sport, Teams and Drivers and recent 
Australian automotive trends with a lasting 
impression that these gentlemen were quite 
different.

They were measured; they were refined, with a 
calm professionalism and remarkable modesty 
given the achievements and successes of Roger 
Penske and his businesses. Their conversations 
always seemed to reflect a strategic longer term 
view on all things business. 

Just over a year on working under the Penske 
brand and after many overseas conference 
calls and meetings with their local and visiting 
executives including those at my first dinner, 
my initial impressions have not moved a 
fraction. 

In fact my admiration for the manner in 
which Roger Penske and his Leadership team 
conduct their business moves into the realm of 
a career highlight during my long connection 
to Australian Motor Sport.

Just a few simple examples of the style they 
display in all their Race Team business 
dealings, both internally with staff and 
externally with business partners - not on 
one occasion have I heard one coarse or 
vulgar word or expression uttered by a Penske 
Executive nor have I ever heard one piece of 
industry gossip or bad word spoken about 
another Team driver or another competitor. 

2016 sees Roger Penske record his 50th 
year of involvement in Motor Sport and 
the enterprises that have been developed 
around their Motor Sport DNA.  Whilst 
my involvement in the Penske Group on an 
Advisory role in the past year is minuscule, 
it was not hard to quickly understand why 
this Gentleman whom Chairs and actively 
operates this huge Automotive and Motor 
Sport Enterprise has been so successful over 
50 years.

Here is a snapshot of the thriving businesses 
Roger Penske has built and in so doing is today 

responsible for globally creating employment 
for 50,000 people.  The Penske brochures 
modestly summarise their global business 
as being “a Leading Brand in Transportation 
Services”.  They have sales of US $23 billion 
and operate out of 3300 locations in America, 
England, Germany, Italy, Australia and NZ.  
The Automotive Group operate 350 retail 
dealerships covering 41 brands and the 
Transportation Group have over 200,000 
Penske branded trucks on the roads of 
America. 

In Australia and NZ the Penske footprint 
includes The Distributorship for Western 
Star Trucks, MAN Trucks and Dennis Eagle 
with Head Office located in Wacol, Brisbane 
and a Dealer Organization throughout every 
State.  Significant new facilities for each of the 
Brands are at advanced stage of construction 
in Brisbane and Auckland.  In October 2014 
Penske acquired the Detroit Diesel Allison - 
MTU businesses, headquartered in Altona, 
Victoria and rebranded Penske Power Systems 
where they operate in Construction, Defence, 
Marine, Mining, Rail and Power generation.

During a recent Roger Penske visit to 
Australia, his huge commitment to his 
customers and staff was abundantly obvious.   

AUSTRALIAN MOTORSPORT  
– THE WINNER

 John Crennan
 Motorsport Contributor



Wasting no time, his busy schedule involved 
visitations to his facilities and also those of his 
customers.  This interest and personal touch 
would no doubt explain why the average 
tenure of Penske Race Teams business partners 
/ sponsors is 13 years which must be some 
record in the Sport. 

Completing this article the day after the 2015 
Sandown 500 race, which is the first of the 
Enduro Series program, there was, for me, 
another stand out feature of the way Penske 
operates its race program. The clean and pure 
design of its livery and presentation of its 
sponsors brand on its cars driver suits. The 
example of the XBOX livery, in a ‘less is more’ 
policy, is the result of exacting standards and 
precise attention to detail in the presentation 
of business partners brands.

I am sure the impact of Roger Penske’s USA 
operations deciding to enter the Australian 
Motor Sport scene has not yet been fully 
realised. No doubt, come the end of 2016 the 
example Team Penske set in our Series will 
ensure Australian Motor Sport will be the 
Winner .

Despite Team Penske’s remarkable 
achievements noted below in Motorsport 
I have never witnessed the slightest sign of 
swagger, gloat or crow.

•  400 plus major race wins

•  470 plus pole positions 

•  27 national championships

•  16 Indianapolis wins

•  2 Daytona wins

When will Bathurst be added to the list?   

Fast Facts on Bathurst

The 55th running of Australia’s Premier Motor Sport event is set down for October 8-11, 2015. 
Otherwise referred to as “The Great Race”.

Circuit Length 6.213 kms

Highest Point 862 meters above sea level

Grades  of up to 1 in 6.13

First Held 1960

Distance  161 laps and 1,000 km

Average Lap Speed 178 km and top speed of 298 km down Conrod Straight

Fuel Usage 4.6 litres per lap 75/100

Biggest Crowd In 2006 (the year Peter Brock died) 193,647

Winningest Driver Peter Brock 9 times Bathurst Champion

Danger Factor 3 drivers have been killed in the Bathurst race: 
  Mike Burgmann 1986 
  Denny Hulme 1992 
  Don Watson 1994 
  In total 15 drivers have been killed on the circuit.

Television 3.45 Million Australians watch all or part of the marathon 10 hour . 
  Telecast. 2 out or every 3 Australians in each key demographic watch   
  Bathurst on the Saturday and Sunday.
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The automotive 
industry is dynamic 
and changing



Over 41 years of operation Pentana 
Solutions has experienced the 
automotive industry transform many 

times, sometimes as an onlooker, other times 
as a supporter, this time as a driver.  

This year Pentana Solutions, a leading 
automotive innovation company, has started 
a transformation campaign.  The objective of 
this campaign is to change the way Australian 
Dealers store the 18 million pieces of paper 
their service departments create each year. 

The Current Situation 

Presently all franchises require that Dealers 
store repair orders (ROs) created for warranty 
work for at least five years. Dealerships that are 
ahead of the curve and already using digital 
archiving software must still keep paper copies 

in order to satisfy their dealership agreement. 
In some cases Dealers have experienced 
significant financial detriment from non-
compliance in warranty documentation when 
manufacturers have carried out forensic audits. 

‘I have seen a lot of dealerships storing 
paperwork in boxes on their mezzanine floors, 
out in the yard somewhere or in shipping 
containers they own or, in some cases, 
externally in a warehouse,’ says Rick Pinto, 
Pentana Solutions Executive (Australia and 
New Zealand).

Pentana Solutions are taking the position 
that ROs need not be stored in a hard copy 
and would like to help the industry move to a 
digital method of record keeping. Rick Pinto 
adds, ‘the ATO and government both accept 
digital documents for audit and tax purposes, 
so it’s a norm that many would think the 
manufacturers would be open to adopting’.    

The Action Plan

To make this change a reality Pentana 
Solutions has contacted every dealership 
in Australia to ask them to sign a digital or 

written petition stating their support for the 
move to digital record keeping. Once critical 
mass is reached Pentana Solutions’ Franchise 
Engagement Team will work closely with each 
car-maker to make a change to dealership 
agreements. 

When asked about the campaign Rick Pinto 
told us, ‘it’s not just our voice, it’s the voice 
of the entire Dealer body in the Australian 
market. The change itself doesn’t benefit us in 
any way; we are investing time in this initiative 
because we want to change the industry for the 
better. We’re here to support the industry that 
supports us.’  

Pentata Solutions: 
This business is an Australian owned and operated 
innovation specialist with a rich history in Dealer 
management systems (DMS), CRM software and 
services, business intelligence and electronic document 
management. With a firm focus on the automotive 
industry Pentana Solutions seeks to be an innovation 
leader transforming the way dealerships, allied 
partners and distributors operate.

PENTANA SOLUTIONS PETITIONING FOR 
SIGNIFICANT INDUSTRY CHANGE

FEATURES       Australian Automotive Dealer Association 

In the Victorian Civil & Administrative 
Tribunal (VCAT) on 17 August 2015, the 
Victorian Commissioner of State Revenue 

argued successfully that complimentary loan 
vehicles provided by dealerships to their 
customers while their vehicles were being 
serviced were not exempt from Victorian 
motor vehicle duty.

The taxpayer in this case, Mercedes-Benz 
Australia Pacific Pty Ltd requested a review of 

the duty imposed on two service demonstrator 
vehicles (SDVs) which the Commissioner of 
State Revenue argued that they were being 
used as demonstrators and, unknowingly 
to customers, used to upsell them into new 
vehicles.

VCAT ruled that the sole purpose of these 
vehicles was that they could only be used as 
loan cars for service customers and not as 
demonstrators or used cars available for sale 

and were therefore subject to Victorian motor 
vehicle duty.

The Tribunal also noted that the dealership’s 
customers were unaware of the fact that 
these vehicles were being used as part of the 
dealership’s sales tactics.

As the case is subject to appeal the final 
outcome may not be known for some time.

SERVICE LOAN CARS  
NOT EXEMPT FROM STAMP DUTY
VCAT Decision Could Have National Implications

Kristen Richardson
Global Marketing Manager,  
Pentana Solutions
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There are few countries as well suited to 
solar power as Australia. 

Indeed, our sunburnt country enjoys 
more light exposure and clear days than most 
others and an increasing number of businesses 
are taking note. In Australia, this has been 
spurred on particularly by the growing cost of 
electricity. In recent years, expensive upgrades 
to the national grid have helped push power 
prices up and this is being felt by high-
consuming businesses like auto dealerships.

Solar energy retailers such as Solargain – a 
leading Australian solar power and solar hot 
water company – are experiencing an influx of 
enquiries from businesses, including Dealers.

‘Every day, dealerships rely on electricity to 
power lighting, temperature control, workshop 
equipment, customer lounges and more,’ 
explains Solargain National Commercial 
Manager, Paul Hart.

‘Solar panels rely on light, not heat, and so 
they work in all climates every day of the year. 
The result for energy-intensive businesses like 
auto dealerships is a dramatic reduction in 
running costs, so it’s no wonder more people 
are becoming interested in the technology,’ Mr 
Hart said.

Adding to this, the Government’s immediate 
tax deduction for small business asset 
purchases (of $20,000 or less) along with other 
Government incentives available in specific 
cities and states has kept interest high.

But incentives aside, how much money can 
solar power help save?

Of course, that depends on many individual 
factors, but these real examples provide some 
indication:

Recently Solargain installed a 16kW solar 
power system for a small-medium sized luxury 
car specialist in Perth, Western Australia. Like 
most dealerships, the business operates six 
days per week and uses about 42,000 kWh 
of energy every year. The Solargain system, 
which will generate about 71 kWh per day, will 
offset up to 40% of the business’s daily energy 
usage assuming that all the energy produced is 
consumed in daylight hours. 

In dollar terms, that’s an estimated $6,000 
in electricity savings in the first year of 
operation, meaning the system will likely 
pay itself off in less than five years.

Another recent example includes the 
evaluation of an 80kW solar power system 
in Victoria for a well-known dealership 
group. The system was estimated to offset 
approximately 50% of the business’s daily 
energy usage, saving about $16,500 in 
electricity costs in the first year of operation. 

Despite these impressive figures, saving 
money isn’t the only motivation for installing 
commercial solar power. In previous 
Automotive Dealer editions, we covered 
Honda’s highly successful Green Dealer 
program in the US which has motivated over 
300 Honda and Acura dealerships to run more 
efficient businesses. Many of these Dealers are 
now marketing their green achievements to 
a growingly conscientious car-buying public, 
who prefer to shop with businesses that take 
sustainability seriously. 

Solar power also adds value to your business, 
explains Solargain’s Mr Hart:

‘Businesses with solar panels attached are more 
desirable than those without. 

Whether you own your building or you lease 
it; solar panels often provide greater bargaining 
power to those wanting to sell their business.’

Further reinforcing this point, a recent PRD 
National report has found that solar panels 
can increase the value of a house by 27 per 
cent – clearly indicating the demand for more 
sustainable buildings. 

So what should businesses considering solar 
power do?

‘Plenty of research’ suggests Mr Hart, especially 
when it comes to choosing the right retailer. 

‘Solar energy systems are a long-term 
investment, so you’ve got to choose a 
commercial solar power company and 
products that will go the distance. Retailers 
with Australian-supported products, physical 
offices in the country and that are ISO 9001 
quality-accredited should be minimum 
requirements to avoid disappointment.’

What is clear is that as operating an auto 
dealership in Australia becomes increasingly 
challenging, Dealers may very well find relief 
by looking to the sky. 

For more information on solar power for 
dealerships, contact Solargain’s Paul Hart via 
Paul.Hart@solargain.com.au

HOW SOLAR IS POWERING DEALERS  
TO BETTER PROFITS
Installing solar panels is proving a smart business decision for a growing number of Dealers seeking 
to cut their running costs

FEATURES       Australian Automotive Dealer Association 

Karyn Bailey
Marketing Manager, Solargain PV
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Dubbed the ‘people’s roadster’, the latest 
version of the iconic Mazda MX-5 
doesn’t disappoint. 

Industry professionals and automotive 
enthusiasts have been teased and delighted by 
the gradual reveal of the MX-5 model. At the 
2014 New York auto show Mazda engineers 
unveiled their new, lighter chassis. Earlier 
this year a lucky few got the opportunity to 
test drive the new model, even seeing how 
she handles through the winding roads of the 
Scottish highlands.

First released in 1989, this lightweight, rear 
wheel drive roadster was, and still is, the 
perfect drive for those who love that wind in 
the hair feeling, but don’t want an overbearing 
and sometimes unreliable luxury sports car.

The MX-5 is a whopping 91kg lighter than 
the previous model. But that doesn’t mean the 
Mazda team hasn’t added more to this little 
roadster.

Drivers can now enjoy a 1.5L SkyActiv four-
cylinder engine that produces 96kW of power 
at 7000rpm and 150Nm of torque at 4800rpm. 
It’s also been turned 90 degrees to run 
longitudinally, therefore sending more power 
to the rear wheels. 

The new model is available in 6-speed 
automatic or manual, and the gearbox is now 
a full 7kg lighter, making for a smoother 
transition, better fuel economy and of course 
greater speed.

Mazda has traded the folding plastic-shell 
hardtop of the previous MX-5 for the new, 
manually-operated cloth roof. 

UPCOMING MODELS:  
MARVELLOUS MAZDA DELIGHTS

It’s smoother and simpler to use and can be 
deployed or stowed from within the cabin. 

They haven’t skimped on the technological 
refinements either. An audio system with 
AM/FM tuner and six speakers, AUX & USB, 
7-inch MZD Connect touchscreen display 
with Internet radio integration, SAT Nav and 
keyless entry are just some of the features 
available with the MX-5 range. 

But the standout feature of this new model 
is its stability. The innovative new chassis 
absorbs bumps along the road twice as well, 
so there’s very little disturbance to your drive. 
And thanks to the wider 205mm tyres there’s 
less roll on turn-in, allowing for smooth, sleek 
movement. 

This is a fantastic little car for summer 
adventures, and with prices starting from 
$31,000 it’s more affordable than ever. 
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Australians are still very much in love 
with the SUV, with an extra 13.4% new 
vehicles driving out of dealerships in 

August. 

As Australia’s consumer preference grows for 
versatile vehicles that are suitable for work, 
home and lifestyle needs, the sale of SUVs has 
been on the up over the past few years. July 
was the fourth consecutive record month of 
sales, with SUVs accounting for 35% of the 
total new car market. 

The boost in sales was almost nationwide, with 
NSW and Tasmania being the most popular 
with a 6.1% and 11% increase respectively. 

After releasing the July 2015 new car sales 
figures (VFACTS), FCAI Chief Executive Tony 
Weber noted how Australia’s preferences have 
changed significantly over the past decade. 

“Ten years ago, passenger cars represented 
over 60 per cent of new car sales. 

Now, light commercial vehicles and SUVs 
represent over 50 per cent of the new car 
market and passenger cars represent only 45 
per cent,” Mr Weber said.

“With car affordability at record levels, private 
buyers purchased 6.2 per cent more new 
vehicles in July 2015, than in July 2014. In 
particular, they purchased 22.2 per cent more 
SUVs and 8.8 per cent more light commercial 
vehicles. Private purchases of passenger 
vehicles decreased 5.1 per cent.” 

Toyota proved as popular as ever, once again 
the best-selling brand with 18.2 per cent of the 
market.  Mazda was second with 10.1 per cent, 
followed by Hyundai with 9.2 per cent, Holden 
with 8.6 per cent and Ford with 6.2 per cent. 

SUV SALES CONTINUE TO SOAR
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There are special events that only come 
around every so often; a blue moon, 
winning a raffle, perhaps consistent 

weather in Melbourne. But in this case, it’s the 
arrival of the brand new Rolls Royce model. 
This month luxury motoring enthusiasts 
were treated to the unveiling of a drophead 
convertible known as the ‘Dawn’.

Similar to the Wraith, a fastback coupé 
released two years ago, the Dawn is a drop-top 
sporting some stunning new body work and 
new technological innovations. Hand built in 
the heart of the English countryside, Director 
of Design Giles Taylor wanted to create a 
car that was luxurious, but also reflected the 
evolution of the Rolls Royce brand.

‘We design without compromise, and this 
uncompromising approach brings new 
challenges with each new motor car…in 
the case of the Rolls Royce Dawn, we have 

designed it from the road up to deliver a 
striking, seductive encounter’ he said.  

And what a sexy looking model it is. 80% 
of the exterior body panels were redesigned 
to encapsulate contemporary, super-luxury 
drophead architecture.   

The Dawn is futuristic when compared to the 
Ghost, Phantom and Wraith models. However 
the name is actually homage to the original 
Silver Dawn that Rolls Royce first made in the 
early 1950’s. 

One of the most interesting features of the new 
model is its innovative new roof. Engineers at 
Rolls Royce were faced with the challenge of 
creating the quietest convertible on the market 
today without compromising on aesthetics. 
The canopy’s tailored ‘French seam’ keeps all of 
the stitching in the car’s interior while allowing 
air to flow over it with no noticeable wind 
noise.

If the Dawn itself (or its $300K price tag) 
doesn’t get your heart racing, then its lightning 
fast engine certainly will. This 6.6-litre twin-
turbocharged V12 bad boy produces 780Nm 
of torque, enough to propel the nearly 6MT 
Dawn to 100km/h in a mere 4.9 seconds. It 
also boasts a satellite aided transmission, that 
uses GPS to sense changes in the road like hills 
or corners and adjusts the 8-speed ZF gearbox 
accordingly. 

The interior is, quite simply, magnificent. From 
the open pore canadel paneling, the night 
time heat detection system to the butter soft 
leather interior, living in this car wouldn’t be so 
bad, particularly since it costs as much as a 3 
bedroom home. 

While arguably out of most buyers reach, if 
you do get a chance to drive one, let us know 
if you feel the ‘erotic tingle’ the Dawn is said to 
inspire. 

ROLLS ROYCE USHERS  
IN A NEW DAWN
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For the longest time, the industry’s bulk profit 
came directly through car sales. The more 
units sold, the higher the returns. Service 
and parts simply tagged along for the ride.  
The attitude of aftersales as an afterthought 
instilled throughout those years still remains 
in the belief system of many today, although 
the market’s financial reality has shifted greatly. 
The new reality is that margins for most 
automotive brands have eroded to the point 
that many cars are now sold at the tiniest of 
margins (some even at a loss) with Dealers 
making their money through manufacturer 
rebates against target. 

With most service departments at near 
capacity, and older (by older I’m talking 
as little as 2-3 years) more profitable-to-
service cars steering away from dealerships 
- wholesale/trade parts sales is the beacon of 
hope for many. 

Yes.  Selling parts is not as sexy 
as selling cars.
But let’s be frank; manufacturers and networks 
that sell their product exist for one reason - to 
make a profit. Sexy or not, aftersales is a clear 
area of untapped profitability.

The parts environment offers 
favourable differences to 
that of car sales. When it 
comes to selling parts to the 
wholesale market, OEM’s do 
not compete against each other 
– they actually have a shared 
charter to compete against the 
aftermarket (parallel imports, 
genuine second hand and non-
genuine alternatives). What an 
opportunity!

Moreover, when we’ve asked mechanical 
and collision repairers what motivates their 
choice in parts they’ve cited quality of service, 
the quality of the parts themselves, and parts 
availability as their top 3 requirements.

Tick, tick and tick!

These opportunities offer significant rewards 
for those that recognise them.

Whether a brand is experiencing market share 
gains or losses, wholesale parts sales can make 
a significant contribution to the bottom line 
at manufacturer and network levels. Repairers 
too benefit from offering higher-margin 
genuine parts to their customers.

So where does one start?

Well, work needs to be done at manufacturer 
and network levels to ensure alignment for 
the long term; alignment to improve parts 
availability, marketing and business support as 
well as ensuring the parts themselves represent 
value.  At the other side of the spectrum is 
influence at the coal face. Specifically Dealer 
parts reps that engage with trade customers 
each and everyday.

Across the world there are 
literally millions of customer 
visits each week – each one 
representing an opportunity to 
sell more parts.

This discussion is not limited to just the 
automotive industry; the commercial 
industry (trucks, buses and other capital 
equipment) also faces the same challenges and 
opportunities.

It is time to place aftersales (specifically 
wholesale parts sales) at the forefront of 
our thinking, and for all players in the sales 
channel to play their part and capitalise.

WHY AFTERSALES IS NO LONGER THE 
‘UGLY DUCKLING’

It’s no secret that aftersales, specifically parts 
sales, is often labelled as the ‘ugly duckling’ of 
the automotive world.

I’ve personally heard many a marketing person 
in the automotive game liken the business 
of selling parts to that of selling  ‘pots and 
pans’. However, if we go past this rhetoric and 
scratch the surface of the parts business, the 
potential for increased profitability becomes 
immediately obvious.

“You guys in parts wouldn’t 
exist unless we sold the cars..” 

This sentiment flows across many parts of 
the industry. You only need to compare the 
budget, resources and infrastructure focused 
on car sales versus that of parts to see how 
wide-spread this belief is.

And it’s understandable.

Andrew Selim
FieldForce  
(Product of RANDEM)
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At Dealer Solutions, we’ve spoken before 
about the importance of a great looking 
website, with technical substance that 

drives customers directly to your dealership 
and inventory. Well, it doesn’t stop there. Once 
you’ve got potential customers onto your 
website, you can increase your chances of 
keeping them there with visual engagement.

With 90% of vehicle buyers turning to 
Google to research prior to purchase*, it is 
imperative for you to provide the information 
that they are looking for, and in a user friendly 
way. As the old saying goes, a picture is worth 
a thousand words. Generally, people engage 
best with imagery such as photos and videos.  

The automotive industry revolves around 
products that depend on images to help 
sell them. This makes it essential to visually 
display your dealership and inventory to your 
customers.  

Tip 1:  
Professional Photography - 
Make your models the focus 

Firstly, let’s look at your inventory. It all starts 
with professional photography. Using a 
professional photography service is the best 
way to showcase your vehicle inventory. While 
a list of features helps your customers, they 
also want to SEE what the vehicle looks like. 
To make sure ALL your vehicles have images, 
even the ones that might not be in-stock yet, 
find out if your photography provider offers an 
image library for new vehicles, to complement 
the photography service. A photographic 
library option, which automatically attaches 
to your inventory, will ensure your vehicles 
always have images. 

Tip 2:  
Inventory Videos - Turn your 
inventory into movie stars

You may know that YouTube is now the 2nd 
largest search engine, but are you using this 
to your advantage? Inventory videos are 
becoming a more common way for motor 
Dealers to advertise. A recent study found 
that 77% of vehicle buyers use YouTube to 
stay in touch with the brands they like*. They 
are a great option to utilise your professional 
photographs and it helps your customers 
learn more about what you have on offer. The 
other handy aspect of inventory videos on 
YouTube is that they show up in Google search 
results, meaning you can increase your search 
rankings.

Tip 3:  
Virtual Showroom Tours - 
Invite customers into your 
dealership

The other element that benefits from online 
image representation is your dealership itself. 
Physical signage, and banners are useful for 
people outside your dealership, but less so 
for customers shopping online. One way 
to capture online customers is with virtual 
showroom tours, allowing your customers to 
walk through your dealership, without even 
leaving their homes. When selecting a virtual 
tour provider, make sure they are Google 
accredited to use Street View technology, 
so that your tour appears in Google search 
results. Once you have your tour, you can also 
embed it on your own website to encourage 
customers to engage directly with your brand. 

In summary, displaying your dealership and 
inventory with images, sets you apart from 
competitors. You can increase customers’ 
engagement with your dealership through 
professional photography, inventory videos 
and a virtual showroom tour. These three tips 
will make it easy for your online customers 
to visit your dealership and browse your 
inventory.  

A PICTURE IS WORTH 
1000 WORDS 
3 tips to show off your dealership

Lauren King
Manager - 
Photography, 
Dealer Solutions

 *Source: https://www.thinkwithgoogle.com/
articles/consumers-take-the-wheel-how-digital-
is-changing-the-australian-auto-industry.html
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Today’s car buying marketplace demands 
nothing less than a connected, 
personalised customer experience.  

Consumers want dealerships to know who 
they are and what their interests are, and to 
anticipate the types of cars and services they 
need. They want to reach their salesperson 
whenever it’s convenient for them, whether by 
voice, e-mail, video or text.

These expectations make it critical for a 
dealership to really leverage its customer 
relationship management (CRM) system. I’m 
often amazed when I come across dealerships 
that regularly use a DMS but still don’t have 
even a basic CRM solution. I’m not just 
talking about small independents, either. I see 
franchise Dealers that either have no CRM 
system or use an ineffective one that is not 
working well.

Some of these dealerships do realise the value 
and potential in a CRM system, but they are 
not happy with what they bought and are 
frustrated their salespeople just aren’t using it. 

I’m not going to debate whether this is a 
principally a management or a salesperson 
problem, but clearly it’s a problem!  

Why CRMs Are a Critical Tool

Before I discuss what a dealership should look 
for in a CRM solution and highlight warning 
signs with your current system, I want to 
enlighten holdout dealerships on the value 
they are missing.

At its core, a CRM system helps to manage 
sales and marketing processes, while delivering 
a more streamlined customer experience. 
CRMs let dealerships set workflows for their 
sales and BDC teams, manage Internet leads, 
and store valuable customer data that allows 
remarketing to existing customers.

For example, a dealership can leverage a CRM 
database as it would Internet leads, to run 
customised campaigns encouraging trade-ins. 
CRM leads are warmer, as you have more 
information about an existing relationship 
than with an lead purchased online. Also, 
CRM systems help both management and 
the sales team shorten sales cycles and turn 
inventory faster. Plus, manager dashboards 
help track overall trends and individual 
performance levels, while resource-specific 
views show each salesperson his or her open 
opportunities in order to ensure prompt 
follow-up for faster closes.

Some market research shows CRM adopters 
typically see a 32 per cent improvement in 
win rate and a 50 per cent acceleration of sales 
conversions. With that type of ROI, it’s worth 
it for dealerships of all sizes to explore what is 
possible to meet their CRM needs. 

Don’t Fall In Love with 
Features

Modern CRM systems have innovative 
features that give dealerships an edge 
over those that don’t use one. However, 
technological bells and whistles mean nothing 
if the system doesn’t fit your dealership’s sales 
process and deal flow. Fit is the single most 
important CRM criteria; your CRM needs to 
align with your sales culture, workflow, deal 
processes and business goals. If you use a UP 
system, then the CRM should complement 
it. If your business is single-or multi-rooftop, 
then the CRM must be calibrated to work well 
with those physical facilities.

A CRM needs to meet your dealership’s basic 
needs, have an intuitive user interface and be 
simple to learn. It has to be mobile and free 
your sales team to “work the lot” from virtually 
anywhere. A good CRM system provides 
multi-channel communication capabilities via 
e-mail, voice, video or text; and has integrated 
social media tools to stay connected with 
prospects. It offers your people increased 
visibility into the pipeline and sales trends at 
a glance, with dashboard-centric reporting. 
And, all of this must also be affordable.

5 Signs You Should Rethink 
Your CRM

If your dealership is unhappy with your 
current CRM system, did I hit a nerve in 
discussing any of these key criteria? Here 
are five warning signs indicating your CRM 
approach may not really be working for your 
dealership: 

YOUR CRM MAY BE A BAD FIT WITH YOUR 
DEALERSHIP BUSINESS MODEL
Be alert for these warning signs that you should look for a different kind of CRM

SALES & MARKETING       Australian Automotive Dealer Association 

Zach Klempf
Contributor 



1) Price: Are you paying more for your CRM 
than some of your sales peoples’ salaries? Do 
you lack a clear ROI on your CRM system, and 
are you locked into a multi-year contract?

If yours is a smaller dealership selling 50 cars 
a month, then a CRM solution that is geared 
toward multi-rooftop Dealers and loaded 
with every whiz-bang feature in the book is 
not the best or most cost effective highway to 
travel. Create a critical features checklist in 
concert with your sales team to cover what 
your dealership really needs, and do your due 
diligence when researching different CRM 
systems. Demo several of them to identify a 
good fit for the price and a system that works 
well with your sales processes.

At the end of the day, you want to trim 
your monthly CRM payments with a more 
affordable system that is right-sized for your 
business.

2) Poor mobile app: Does the mobile version 
of your CRM create the feeling that you’re 
using a brick phone? Mobile is crucial for 
salespeople, with statistics showing a 30 per 
cent increase in the number of “fresh-ups” 
once they start using a mobile CRM.

Putting everything at your salespeople’s 
fingertips, with faster data entry tools, 
improves sales productivity. Having the 
ability to scan both VIN and driver’s license 
information is the sign of a good mobile CRM.  
Knowing who’s calling with details of their car 
interests, via screen pop-ups, is also a best-in-
class mobile CRM feature.

3) Legacy system: If your dealership has a 
CRM system that feels “clunky” and doesn’t 
integrate with other applications you use, 
consider dumping it. If the interface looks 
outdated and does not integrate with top social 
media tools, then trade in your legacy system 
for a newer model.

4) Overly complicated with “feature 
overkill”: Does your CRM actually make 
the sales process inefficient and slow down 
momentum? Are there a zillion features, when 
your process really only requires a few critical 
ones?

You get out of a CRM what your salespeople 
enter into it. If the CRM just slows them down, 
then they will stop using it. Stick with a simple 
CRM solution and focus only on what your 
sales team really needs.

Titan DMSTitan DMS
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Ph:+61 08 6467 7714
enquiry@titandms.com.au
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SYDNEY
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Ph:+61 02 9016 4139
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5) Generic CRM: I often run into Dealers 
who use B2B-focused CRM systems that are 
feature- and report-rich but are not focused on 
the B2C automotive industry. Your dealership 
CRM needs to be automotive-specific, not a 
general SaaS system.

Make sure your CRM is tailored to the 
automotive world, with modules that work 
with important dealership tools.

It’s Never Too Late to Change

Thinking about all of these issues will aid your 
dealership management with CRM platform 
decisions. Make the best possible decision 
by including your sales and BDC teams in 
crafting a critical CRM functionality checklist 
and walking through how the CRM will 
affect the sales process. If yours is not a tech-
savvy team, consider bringing in an outside 
consultant to help evaluate CMR systems for 
your dealership and sales culture.

Change can be hard. It often takes 60 to 90 
days of using a CRM before it becomes a 
natural process for your team. Follow the 
guidelines I’ve provided, and stay patient in 
order to maximize your CRM ROI.



60  |  SEPTEMBER 2015  |  automotivedealer.com.au

HOW TO PERSUADE MORE CUSTOMERS 
I thought I was a great salesman until I 
decided to go and work at Porsche in a market 
that was hit hard by unstable financial times 
and wow, did I learn quickly that I wasn’t going 
to be able to just take orders any more - I was 
going to have to learn to sell!   

I’m going to tell it to you straight, if you want 
to remain mediocre, keep order taking. But if 
you want to excel in sales and reach 30+ cars a 
month, you’re going to need to work on your 
persuasive skills to take the next step.   

So today, I’m going to give you 3 key tips on 
how to be more persuasive.    

Now before we start, please keep in mind 
persuade does not mean manipulate!   

Our motto at Reaching Your Potential is 
“changing the automotive industry one 
salesperson at a time”. Our reputation in the 
motor industry isn’t great; in fact, car Dealers 
were voted the least trusted profession in 
Australia last year, and we won’t resurrect our 
reputation if we manipulate people through 
old sales thinking and closing techniques that 
trick people into a deal.

1. Ask benefit questions 

Benefit questions help you tailor not only 
your presentation to the customer, but most 
importantly you get information to use to 
persuade them throughout the sales process. 
These benefits, if honed in on, will be the 
number one reason they buy today. 

Eg. Why did you decide on that specific 
model? Why did choose to come in to today? 
Why did you decide now was the time? What 
will the car give you that you don’t currently 
have?    

If you were to find out they have never had 
cruise control and they travel the freeway 
every weekday you could say, “let’s get you in a 
vehicle by next Monday so you never have to 
be without cruise control again, how does that 
sound?” This reinforces the benefits, not just 
the feature.     

2.  Be Passionate & Energetic 
about your products 

We know we are in the most competitive 
market place ever, but if you are thinking 
about your customers going to look at your 
competition next, you’ve lost already. You need 
to be completely sold on the fact that your 
brand is the only good option they have.    

Eg. “I apologise if I get a bit excited when 
showing you the Lancer, but I believe it’s the 
only right option for you. I’m glad you came to 
see it because it’s a perfect fit for your needs.”   

3.  Find a friend and/or common 
ground

The old saying, “no one buys from salespeople 
they don’t like” isn’t always true but customers 
are much more likely to buy from you if they 
do! So how do you get people to like you? You 
need to find common ground. Something you 
have in common with every customer.  

Eg: Maybe you have a mutual friend or 
acquaintance? Ask where they went to school? 
Tell them you think you recognise them. Ask 
which football team they go for? How many 
kids they have?  

The more you have in common, the more 
rapport you can build and the more persuasive 
you can be. 

Remember the definition of selling is not 
manipulating our customers and it’s not order 
taking, but PERSUADING and influencing 
customers of the merits of your products and 
service! Be more persuasive this week, and get 
ready to sell 30 cars a month!     

SALES & MARKETING       Australian Automotive Dealer Association 

So you’re a salesperson in the car industry, 
you sell cars for a living.

But have you ever thought to look at the 
definition of the word “selling”?   

Selling is defined as “to persuade someone 
of the merits of your product or service”. 
Persuasion is the art of influence! And that’s 
what we are to do when selling cars. We are 
suggesting to our customers that our vehicles 
match their needs, wants or desires and that 
most importantly; we are the right person and 
dealership to buy it from.   

We are influencing them through persuasion.    

Now if a customer walks in and tells you 
exactly what he wants, how much he wants to 
pay for it and all you have to do is check the 
price with your manager, that’s not selling, 
that’s order taking.   

When I was working at a Toyota dealership 
many years ago, the new Corolla had just come 
out as well as the Aurion and Camry. I was 
working in a busy area of Sydney where, let’s 
be honest, I didn’t have to sell many, I just took 
orders. In fact, I was taking orders for 15-20 
cars a month! 

Dave Benson  
CEO/Sales Expert 
Reaching Your 
Potential            



If you ticked (or even thought about ticking) just one of the above boxes, 
then you need to talk to Bob Moss at Summit Automotive

Bob Moss has many years of global industry experience and 12 years of directly consulting with dealers 
throughout Australia and the Asia/Pacific, working with them to improve both their fixed operations 
(Parts & Service) profitability and their customer retention. 

Don’t let anyone tell you you can’t have it all! Call Bob Moss at Summit Automotive today and find out 
how you can improve all of the above aspects of your dealership - and more.

In our 12 years of consulting, Summit has put hundreds of thousands of dollars of fixed operations profit 
on the bottom line for numerous dealers... and increased customer retention - we can do the same for 
you. At Summit, it’s all we do - and we do it extremely well.

Call Bob today and find out how a three day assessment could transform your thinking- and your results.

Ph: 61 401 990 158
Email:  Bob_Moss@summit-automotive.com
            www.summit-automotive.com

Increased fixed operations profits?
Increased Customer Retention?
Increased labor and parts sales volumes?
Increased parts purchased by customers?
Increased service traffic?
Customer driven processes?
Better data base management?
Improved customer satisfaction levels?
Increased dealer efficiencies in service and parts?
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HUGE NUMBERS MAKE FOR SUCCESSFUL 
AADA CONVENTION

2015 AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association 

Record delegate numbers ensured 
the 2015 AADA Convention was a 
tremendous success, with praise coming 

from both local and international guests.

The strong showing re-affirmed the strength 
and importance of the AADA and the Dealers 
it represents. 

Held at the Melbourne Convention & 
Exhibition Centre in August, the Convention’s 
highlights included a panel session featuring 
major players in both the local and 
international industries. 

NADA Chairman Peter Welch joined Richard 
Emery, the CEO of Nissan Australia, as well as 
the head of the second-largest Dealer group in 
the world, Robert H. Kurnick, Jr, from Penske 
Automotive. Australia’s Dealer groups were 
represented too, with the CEO of AHG, Bronte 
Howson, and the CEO of AP Eagers, Martin 
Ward. 

Moderated by convention host Ian Leslie, 
the panel discussed the myriad issues and 
challenges facing the retail motor industry, 
revolving around the overall theme of the 
convention: ‘Stronger Together’.

The question of what a healthy Dealer 

community looks like led to discussions about 
leadership and training, an area in which the 
Americans said they invested considerably 
more resources than their Australian 
counterparts.

The panel discussed the importance of used 
car departments, the impact of fixed price 
servicing, the size of Dealer networks and 
the potential for them to be reduced, and 
the interactive multi-pronged relationship 
between Dealer, OEM and customer.

It was a fascinating discussion that could have 
continued much longer and had delegates and 
panellists buzzing afterwards.

Other highlights of the convention included 
the official welcome of new AADA CEO, 
Bruce McDonald and new Chairman, Terry 
Keating. They replace Patrick Tessier and Ian 
Field, who were thanked for their years of 
service and dedication to the cause.

The AADA used the convention to pay 
recognition to other long-term contributors. 
The Chairman’s Dinner saw awards given to 
John Crennan, for Editorial Contribution, 
Ken Morgan OAM, for Contribution to the 
Community and Michael Claridge for his 
achievement in the industry. 

As usual, the Convention’s range of guest 
speakers was as deep as it was broad. All the 
members of the panel had their own sessions, 
with Mr Welch delivering the keynote address.

One of the most popular speakers was digital 
communications specialist, Jared Hamilton. A 
Dealer himself, Mr Hamilton gave delegates 
an insight into what makes buyers choose one 
dealership over another, offering advice on 
how Dealers could best use their showroom, 
staff and behaviours to impress potential 
customers and keep them coming back.

The results of the first-ever AADA National 
Dealer Attitude Survey were released at the 
convention, showing for the first time just how 
Dealers feel about their franchise relationships. 
Those results are covered within another 
article in this edition. 

As usual, the convention was a great 
combination of industry workshops, trade 
expo, and social networking opportunities. 
The AADA Convention is seen as the premier 
event on the Australian retail auto industry 
calendar, and is thrilled with the support 
shown by members.

See you all again next year!
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“WORLD’S GREATEST CLOSER” GEORGE DANS  
CLOSES THE DEAL IN MELBOURNE

International sales superstar George Dans 
gave Dealers and other industry professionals 
an unusual and inspiring talk on Monday 

and Wednesday at the recent AADA National 
Dealer Convention in Melbourne.

After serving as a fireman in California for 
nearly a decade, Dans was instilled with 
a strong sense of self discipline that he 
now applies to managing his business and 
staff.  Animated and passionate, his level of 
enthusiasm was contagious. 

The message of his first presentation was 
simple – close or lose, it’s your choice. He 
emphasised the importance of staying 
motivated and never giving up. It’s important 
to visualize your goal and identify techniques 
that keep you motivated. This also applies to a 
Dealer’s sales staff. 

Not being able to find good staff is a problem 
some Dealers face. To combat this, Dans urges 
Dealer Principals to invest in intensive and 
continuous training. 

Staff can’t close deals and reach targets if they 
are not equipped with the skills to do so. 
Investment in training will produce quality 
sales people who are dedicated, perform well, 
and ultimately close more deals. 

He also talked about how Dealers can 
sometimes be constrained by the idea of how 
they should and shouldn’t run their business. 
Dealerships may not be able to move forward 
if workers who aren’t suited to their role are 
kept on staff. Therefore, it’s important to take 
care to place staff members where they will be 
most effective and foster a positive attitude.

He encouraged Dealers to make working 
for them attractive. While a good salary and 
bonuses are a positive incentive, Dans stressed 
the importance of Dealers mingling with their 
sales reps and customers. They need to be 
involved in their business in order to inspire. 

While Dans was enthusiastic about leadership 
and goal-setting, all of those factors are 
ineffective unless staff are actually able to get 

out of their comfort zone and put them into 
action. As he said, it should be easy to sell a 
product to someone who calls or walks in 
looking to buy it, and hopefully by applying 
some of Dans’ insights, Dealers will be well on 
their way to closing the deal more frequently. 

AADA thanks  George Dans for making the 
trip Down Under to share his insights with us.

THE TOP 5 LEGAL THREATS FACING 
FRANCHISE AUTOMOTIVE DEALERS

The AADA was delighted to host a 
presentation by partner at HWL 
Ebsworth Lawyers Evan Stents, on the 

top 5 legal threats facing franchise automotive 
Dealers today. 

As most Dealer Principals would agree, the 
threat of termination, especially when it’s 
sudden, is a primary concern. Luckily Mr 
Stents was on hand to share his tips on how 
to handle this situation if it were to arise and 
what Dealers can do to help ensure their 

Dealer Agreement is protected. 

Under the Franchising Code of Conduct 
manufacturers can terminate a Dealer 
Agreement in one of three ways; when there 
has been a breach of the Agreement by the 
Dealer, when there has been no breach of the 
Agreement or under special circumstances.

Each of these circumstances is complex, but 
Mr Stents’ overriding message to the audience 
was first not to panic if the manufacturer 

decides to terminate the dealership 
Agreement. By acting quickly and accurately, 
legal counsel can take steps to try and resolve 
the situation, which is why it’s so important 
for Dealers to contact their lawyer as soon as 
possible. 

To read more about the important steps to 
take when faced with termination, and how to 
protect your dealership against this threat, turn 
to page 38-39. 
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12 FOOLPROOF WAYS TO INCREASE 
SERVICE SALES & CUSTOMER RETENTION 
Shared thoughts by David Martin, President, The Mar-Kee Group, Daphne, Alabama, USA 

Dealerships are at risk of losing substantial 
revenue when necessary services and 
repairs are not offered to the customer 

in a way that explains the value of using the 
authorised Dealer network. 

When a vehicle is purchased from a Dealer, 
a customer generally returns for the first 
inspection and usually the first service. 
As vehicles age and need additional or 
preventative repairs, customers are less 
inclined to return and can be influenced 
by repairers outside the authorised Dealer 
network. This may lead to servicing and 
repairs being performed without the customer 
being advised of the use of non-genuine parts 
as is required under the Australian Code of 
Practice.

Luckily, David Martin, president of US based 
automotive sales training company Mar-Kee 
Group shared his tips on how to overcome 
this issue and increase customer retention at 
the recent AADA National Convention in 
Melbourne in August.

Customer retention has a lot to do with 
emotion. Mr Martin stated there are at least 
21 independents for each franchise Dealer, all 
trying to steal customers, which makes for stiff 
competition. 

In addition, sales advisers do not always 
present the needed repairs and services to 
the customer in a meaningful way. This may 
be due to a variety of factors such as fear 
of rejection, time constraints, or concerns 
regarding affordability or appearing greedy.

Mr Martin proposed a simple solution to 
overcoming these issues: make sure your sales 
advisers offer services and repairs to everyone 
in a confident yet professional manner.

That may be easier said than done – but luckily 
also he shared his 12-step secret on how to 
improve this communication in a transparent 
manner and ultimately increase customer 
retention.

The first is what he referred to as ‘the grandma 
rule’ – make sure you and your staff treats 
customers in the same way they would treat 
their own family. That means only offering 
repairs that are needed. If they try to upsell, 
this may instill a sense of distrust in the 
customer, and they are likely to go looking for 
more honest service elsewhere. 

Second, make sure you or your staff performs 
a walk around of the vehicle. Only 53% of 
service advisers do this, when it’s actually a 
great opportunity to put the customer at ease 
with casual conversation, identify pre-existing 
problems and even get a good look at the 
vehicle’s tyres. If you’re upfront and transparent 
with the customer about the repairs and 
services they need at the initial contact, they 
have a choice rather than a surprise, and are 
more likely to listen. 

 Staff should also make an effort to highlight 
the value of the services and repairs; they need 
to show the customer why the repairs are 
needed. Feeling like they received value for 
money is one of the most powerful tools when 
it comes to customer retention. 

Good communication skills are important and 
your staff need to be trained in how to do this 
effectively. Avoid using jargon, acronyms or 
technical terms as this can confuse a customer. 
Empathetic and positive language also goes a 
long way in establishing trust. Body language 
plays a big role in how you make a customer 
feel. Eye contact, listening skills and of course 
a smile will help them feel at ease. Be open and 
transparent in your approach!

Clear communication also applies when you’re 
interacting with customers electronically. 
Concise, well-organised emails and text 
messages with correct spelling and grammar 
makes your dealership appear professional.

The process of customer retention starts from 
the first phone call. Mr Martin urges service 
advisers to ask the customer if they’d like to 
make an appointment, rather than simply 
answering their questions. There is no excuse 
for not asking, the person calling for assistance 
with their car and it’s an effective use of their 
and your time. 

Finally, dealerships should pay specific 
attention to the last point of contact they have 
with a customer in the service department, 
as this leaves them with a lasting impression. 
You may have done everything else correctly 
and still have the customer’s perception of the 
visit tarnished by a simple thing like a delay 
at the cashier’s window, the customer’s radio 
station being changed or the car being dirtier 
than when it was dropped off. This is not 
acceptable!

Mr Martin’s insights refer back to the classic 
values of good, old fashioned honest service. 
Being genuine and paying attention to how 
you conduct yourself both online and in 
person goes a long way to increasing customer 
retention. 

We’d like to thank David Martin once again for 
travelling all the way to Australia to impart his 
decades of experience and draw our attention 
to this important issue. 

2015 AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association 
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INVEST IN HUMAN CAPITAL,  
AUTO GIANT TELLS DEALERS

The head of the world’s second-largest 
retail automotive group has told 
Australian Dealers they must invest in 

human capital if they are to thrive.

Speaking at the AADA National Dealer 
Convention in Melbourne in August, Penske 
Automotive Group (PAG) President Robert 
H. Kurnick, Jr., said his company improved its 
staff retention by 50% simply by putting time 
into developing staff’s skills and experience. 

Staff turnover in the retail automotive 
industry is typically around 50 per cent. 
When Mr Kurnick started at PAG in 1999, the 
company’s figure was 80 per cent. He said that 
contributed to low customer satisfaction and 
the lack of succession planning for key roles 
provided little to no incentive for employees.

“So we began a process to improve hiring and 
improve retention,” Mr Kurnick said. “The 
first thing we did was put together a field 
network of HR professionals. We endeavor to, 
for every 200 to 250 employees, have an HR 
professional, so we can be in touch with our 
employee base.

“We then started some comprehensive 
initiatives to improve hiring and improve 
retention. So we instituted some job suitability 
and some background checks, and after 
that we focused on compensation and pay 
plans, and we focused on benefit plans, and 
we focused on what the causes of employee-
related litigation were, and very importantly 
we focused on safety and training.

“And when it came to training, I think that was 
where we were really focused on the need to 
build the future leaders of our companies, the 
need to build a bench of aspiring managers. 
So we developed in conjunction with NADA a 
terrific in-house training program where these 
high-potential candidates go through a seven-
month training program, which includes on 
the job experience and most importantly some 
leadership development.”

PAG also conducts an annual, comprehensive, 
employee survey of every single employee to 
rate the company across a variety of different 
metrics and benchmarks. 

“The important thing is every year we hear 
what we are doing right but, more importantly, 
we hear where we can improve and we have to 
respond to that,” Mr Kurnick said.

“As a result of that we meet with those 
employees at each dealership where we are 
getting low rankings almost immediately. It 
worked for us too. In 2003 turnover was 41 per 
cent. Go back to 1989, it was 80 per cent, and 
last year we were trending at 21 per cent.

“We do a lot of work to see whether 21 per 
cent is the natural level or can we improve that 
a bit more.”

Mr Kurnick also highlighted the importance 
of developing the layout and facilities at a 
dealership. PAG’s flagship store in Scottsdale, 
Arizona is absolutely massive. 

Offering over 20 different brands, it has a 
state-of-the-art service department, café and 
coffee bar, and even a car racing museum. Mr 
Kurnick said investing money in the layout 
and facilities of a dealership can enhance 
customer service experience and boost 
retention.

Another crucial area is online presence and 
use of social media. In response to customer 
buying trends, PAG has developed a strong 
social media presence. Recent statistics 
shows 40% of leads come in after hours. This 
is partially due to the increase in shopping 
online, particularly for younger generations. 

Mr Kurnick emphasised the importance of 
having 24/7/365 connectivity, as it’s one of the 
most powerful ways to communicate with 
customers. 

PAG has a specialised team that communicates 
with customers via Facebook and Twitter. 
It’s a great way to build the presence of a 
dealership, which is why PAG makes an effort 
to post content regularly. Motor racing results, 
special offers and promotions all engage the 
customers.  

PAG is the world’s second largest automotive 
group, operating 327 franchises including 
both retail and commercial truck dealerships, 
primarily in the US and Europe. The company 
also has a presence in Australia and New 
Zealand, distributing commercial vehicles, 
engines, power systems and related spare parts 
and services.



DALE MCCAULEY GIVES DEALERS  
THE LAY OF THE LAND

At this year’s AADA National Dealer 
Convention we were pleased to host for 
the fifth year in a row, Dale McCauley 

from Deloitte Industry Services. 

With over 17 years’ experience in the 
automotive industry, specialising in privately 
owned  and operated motor Dealers and 
related family investments, we were very 
eager to hear Mr McCauley’s insights into the 
current state of the market and what makes a 
dealership excel.

Through the course of his company’s research, 
Mr McCauley has identified the current state 
of the automotive industry market, as well as 

any changes that have affected it in the past 
year. He found that the sale of new cars is on 
the up, and has been increasing for the past 
four years across all states except WA. 

While this is positive news for those in the 
automotive industry, data indicates that it’s 
also in a constant stage of change. Quoting the 
iconic James Dean, Mr McCauley said that 
it is the ability to adapt to these changes that 
allows dealerships to be profitable even during 
difficult times. 

Another visible market trend is the sale of 
luxury brands. Sales of Mercedes-Benz models 
or premium models such as a top of the range 
Toyota Kluga have increased by 10%. 

The sale of SUV models is also at a record 
high, due to an increase in demand for more 
versatile, family-friendly vehicles. (You can 
find out more about this trend by reading our 
article titled ‘SUV Sales Continue to Soar’ in 
this month’s edition.)

One of the surprising changes to the motoring 
market is the main contribution to gross profit. 
Mr McCauley said parts and services provide 
30 percent of the key profits for Dealers, a 

figure that has increased in the past year. 

While the market is in a constant state of change, 
he said there are still some consistent methods 
that dealership can adopt to achieve “operational 
excellence”.

“While it isn’t easy, you don’t have to make 
it complex. It’s all about brutally simplistic 
planning,” Mr McCauley said.  

By analysing the top five Dealers in the company 
database, he was able to determine what it is that 
makes them excel. 

“You know what it starts with? They are very 
good at squeezing the lemon. They’re very good 
at taking the lemons of change and squeezing 
them to get lemonade,” he said. 

“Interestingly, they’re not as dependent on F&I 
for their profitability as the average Dealer. 
Where they are making up for that is, they’re very 
good at aftermarket, they are hitting their factory 
targets continually.”

Mr McCauley’s parting advice to Dealers was 
to drive towards business benchmarks, rethink 
your tactics, continually raise the bar and work to 
satisfy existing customer needs in order to excel. 
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LANDMARK SURVEY SHEDS  
LIGHT ON DEALER ATTITUDES

One of the most exciting presentations at 
the AADA National Dealer Convention 
was on the results of the Dealer Attitude 

Survey conducted by automotive specialist 
accounting firm BDO and presented by 
partners Mark Ward and Randall Bryson. 

This landmark survey collated the responses of 
over 300 Dealers in relation to the four pillars 
of the franchise model; the current state of 

play, whether the current model is sustainable, 
Dealers’ investment in their facilities and their 
vision for the future. 

Ultimately, the AADA wanted to analyse 
the relationship between Dealers and 
manufacturers in the hopes of identifying 
which areas of the relationship work well and 
those that can improve. This survey was done 
in a similar fashion to those conducted by 

AADA’s sister organisations, namely NADA 
in the United States and NFDA in the United 
Kingdom. 

It was found that Dealers had an attitude of 
general optimism, with some dealerships 
reporting a higher level of satisfaction in 
certain areas than others. For full details on the 
survey and its results, as well as those from the 
NFDA please turn to page 5-7.
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ONLINE NOW FIRST PORT OF CALL FOR 
MAJORITY OF NEW CAR BUYERS

Nearly two-thirds of new car buyers 
conduct research online prior to ever 
setting foot in a dealership, so having 

an accessible and easy to use website is vital for 
Dealers.

So said Jared Hamilton, an expert in customer 
buying behavior, at the AADA National Dealer 
Convention last month. Mr Hamilton, from 
DrivingSales, was one of guest speakers from 
the US, and he shared his unique insights 
into how the nature of customer service is 
changing.

Mr Hamilton and his company have 
conducted in-depth research over several years 
into customer buying behavior. Using a variety 
of methods, including GPS tracking, surveys 
and face-to-face interviews, he was able to 
establish how people prefer to buy. Using 
these finding, he went on to develop what he 

believed to be some of the most effective forms 
of customer service.

Mr Hamilton told convention delegates 
the automotive industry has entered into 
a new technological age, with 64% of new 
car buyers doing their research online. But 
he also found that consumers tend to refer 
to the manufacturer’s website instead of the 
individual dealerships. He believes that this 
is because they see the OEM website as more 
fair and accurate. He urged Dealers to make 
their websites easy to use, clear and full of 
information, as 56% of consumers said they 
would buy if the entire sales process were 
easier. 

He also urged Dealers to focus on the quality 
of service, rather than closing the deal. An 
overwhelming 92% of people choose a 
dealership based on the input of friends and 

family. Therefore, making sure the consumer 
has a positive and easy experience at your 
dealership plays a key role in promoting new 
sales leads, as they are more likely to tell others 
about it. 

Mr Hamilton said a customer’s choice of 
dealership is also influenced by social media 
such as Facebook and Google reviews. So it’s 
important for Dealers to invest in maintaining 
and promoting their online presence, as 
positive and negative reviews inform how 
potential customers will feel about purchasing 
a car from their dealership.

The internet is clearly a powerful tool when 
it comes to the automotive industry, and 
judging by the popularity of Mr Hamilton’s 
presentation at the Convention, his 
philosophies are something Dealers are eager 
to get behind. 
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2015 AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association 

THE 2015 AADA DEALER CONVENTION 
GOES OFF WITH A BANG

It’s been a massive three days for all of 
those involved, but we are pleased to 
announce that 2015 has been one of our 

best conventions yet – with over 1,000 people 
flocking to Melbourne’s stunning Convention 
and Exhibition Centre.

Dealers and other industry professionals 
were treated to a star studded line up of 
guest speakers such as the “World’s Greatest 
Closer” George Dans and US digital marketing 
sensation Jared Hamilton. These dynamic and 
stimulating talks definitely inspired us all to 
incorporate new and exciting ways to manage 
a dealership.

NADA president Peter Welch and head 
of Penske Automotive Group Robert H. 

Kurnick Jr. were also on hand to share their 
decades of experience in the American 
automotive industry. Their words of wisdom 
were invaluable, showing us that everything, 
including car sales and dealerships are bigger 
and better in America. 

It was also one of our best trade expos ever, 
with the latest and greatest products and 
services for the automotive industry on show. 

And of course there was our exclusive Dealer 
symposium, where Dealers from across 
Australia could come and see some of the 
global leaders from the motoring industry in 
action. 

We will have more highlights from this year’s 
convention soon – so watch this space!



AUTOMOTIVE INDUSTRY GREATS HONOURED 
AT AWARDS NIGHT IN MELBOURNE

Michael Claridge  
– AADA Certificate  
of Appreciation

The Managing Director of Claridge Holden in 
Adelaide, Mr Claridge has been a part of the 
automotive industry for 41 years. He got his 
start as an apprentice motor mechanic for the 
family dealership before moving on to become 
Fixed Operations Manager and serve as an 
inaugural director on the board of AADA. 
But for the past 26 years he has worked to 
preserve the dealership that has been in his 
family since 1928. We would like to extend 
our congratulations to Mr Claridge for his 
contributions to our industry.

Ken Morgan OAM 
– Automotive Dealer 
Contribution to Community

Mr Morgan is not only an important figure 
in the automotive industry, but a godsend to 
homeless youth. After building a successful 
car retail business, Ken Morgan OAM was 
shocked when the Burdekin Report, published 
in 1989 by the then Federal Human Rights 
Commissioner, Brian Burdekin, revealed 
that the rate of homelessness in Australia was 
reaching critical levels. This inspired him to 
create Kids Under Cover, a nationwide welfare 
service that offers housing to youth at risk 
of being homeless. It was our honour to pay 
tribute to a man who has done so much for 
others. 

John Crennan  
– Automotive Dealer  
Certificate of Recognition

Mr Crennan has held many prestigious 
positions within the automotive industry. After 
a long and rewarding career at General Motors 
since 1962, he ‘retired’ from the industry in 
2012 to take up the position as CEO of Nissan 
Motorsport. Things continued to get better 
for Mr Crennan. Last year, US heavyweight 
Penske Automotive Group offered him the 
position as adviser to help with expanding the 
company in Australia. Mr Crennan is also a 
regular contributor of articles to Automotive 
Dealer. We give thanks to Mr Crennan for 
his tireless efforts and contributions to our 
industry over the years. 

INTERNATIONAL STARS WOW CONVENTION

The 2015 AADA National Dealer 
Convention was a huge success, made 
all the better by our huge line-up of 

international motoring industry experts. 

We would like to thank our stellar team who 
came all the way from –the United States:

Robert H. Kurnick, Jr from Penske Automotive 
Group, Jared Hamilton from DrivingSales, and 
speakers George Dans and David Martin.

We also extend a big thank-you to Shen 
Jinjun from the China Automobile Dealer 
Association, and Charlotte Ye from Webcars 
for making the trip to Australia; it was an 
honour to meet you both. 

Finally we’d like to thank the three 
international companies that exhibited at our 
very popular Trade Village - PDQ Vehicle 
Wash Systems, Apex Supply Chain and Urban 
Science Pacific Ltd.

The Convention wouldn’t have been the same 
without the appearance of NADA President 
Peter Welch and the Director of Education at 
NADA Dealer Academy, Jim Phillips. Thank 
you for coming from halfway across the world 
to share your stories, tips and advice. The 
combined wealth of your experience was truly 
invaluable. 

It was inspiring to have so many guests and 
associations participating in our Convention. 
AADA looks forward to hopefully seeing you 
all again in Melbourne next year. 

The AADA National Dealer Convention was a celebration of the automotive industry, showcasing new ideas and products, and facilitating new 
connections. It was also a time to pay tribute to some of the industry’s greatest figures, with the Awards Night on Monday the 10th of August.
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PAYROLL RECORD 
KEEPING AND PAY SLIP 
OBLIGATIONS UNDER THE 
FAIR WORK ACT

WORKPLACE RELATIONS        Australian Automotive Dealer Association 

The Fair Work Act sets out the 
information that an employer must 
maintain in his or her pay records, as 

well as the details of what must appear on an 
employee’s pay slip. Pay records must be in 
English; retained for seven years; must not be 
altered except for correction of an error and be 
readily accessible to a Fair Work inspector.

Pay records must show, for each employee;-

•     The name of the employer and the employee

•     The date of commencement of employment

•     Whether the employee is engaged as a 
permanent, part-time or casual

•     The rate of pay, including the gross and nett 
amounts and any deductions

•     Any allowances, penalties, loadings, 
bonuses or commissions paid

•     Leave taken and accrued – includes annual 
leave, sick leave, compassionate leave and 
long service leave

•     The amount of superannuation 
contributions made, the date on which each 
contribution is made, the period over which 
the contributions were made, the name 
of the superannuation fund and details in 
relation to choice of fund. (Employees are 
entitled to nominate which super fund they 
want the contributions to be paid into.)

•     If a penalty rate or loading must be paid 
for overtime hours worked, the number 
of overtime hours worked or when the 
employee started and ceased working 
overtime hours.

•     If the employee has agreed to an averaging 
of hours, a copy of the written agreement

•     If an employee’s employment has been 
terminated;

     -    The name of the person who terminated 
the employment

     -    The reason for the termination

     -    How the termination took place i.e. was 
it by consent, by notice, summarily or in 
some other manner

•     If the employee is a casual or irregular part-
time employee who has a guaranteed rate 
of pay, the record relating to the employee 
must include a record of the hours worked 
by the employee.

Pay slips must show;-

•     The employer’s name

•     The ABN of the employer

•     The employee’s name

•     The employee’s classification (including 
whether full-time, part-time or casual) 
under the award

•     The basis on which the employee’s rate of 
pay is determined

•     The date of the payment to which the pay 
slip relates

•     The period to which that pay slip relates

•     The ordinary hours rate and number of 
hours in that period

•     The number of hours worked overtime and 
the amount paid for the overtime worked

•     The gross and net amount of the payment

•     Any loadings, allowances, bonuses or 
penalty rates paid under the award – such 
as tool allowance, first aid allowance, 
commissions etc.

•     Any deductions made from the employee’s 
pay

•     Superannuation details including the name 
of the fund and the amount contributed 
during that pay period.

Pay slips must be issued to each employee 
within one working day of payday in electronic 
form or hard copy even if an employee is on 
leave.

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.

Ted Kowalski
Contributor 
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The industry super fund for the automotive industry

Motor Trades Association of Australia Superannuation Fund Pty Ltd (ABN 14 008 650 628, AFSL 238 718) is the Trustee of MTAA Superannuation Fund (ABN 74 559 365 913). You should consider whether or not 
MTAA Super is appropriate for you. The MTAA Super Product Disclosure Statement (PDS) can be obtained by calling us on 1300 362 415. You should consider the PDS in making a decision. The MTAA Super clearing 
house service is provided by Westpac Banking Corporation ABN 33 007 457 141 (“Westpac”) at the request of MTAA Super. 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.

* All fees are below the Industry Average and received a “Leading” trend assessment. Source: 2015 SuperRatings Benchmark Report

 Low fees*. Run only to benefit members.

 A range of investment options

 Award winning industry leadership

mtaasuper.com.au

FIND YOUR LOST SUPER  
We’ll help you consolidate  
and boost your super balance $

SUPER ON THE GO
Check your balance 
and investment choices

SECURE, ONE TRANSACTION 
CLEARING HOUSE  
Manage employee super 
contributions to multiple funds

WINNER 2015

FUND OF THE YEAR ~ MEDIUM

MTA0021 – Trade Ad Design.indd   1 15/06/15   11:21 AM
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Superservice Triage is a next generation, measurable Vehicle Health Check (VHC) 
system with comprehensive analytics for better decision making. It gives you the 
key insights to increase staff performance, sales closure and profits. 
Monitor, track and report on various VHC sales metrics with point and click simplicity.

LEADERS IN PARTS AND SERVICE SELLING SYSTEMS

www.superservice.com
1800 810 103
service@infomedia.com.au

REAL-TIME REPORTING TO BOOST SALES
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superservicesolution

WATCH THE VIDEO

@InfomediaLtd               Infomedia Ltd

✔  Number of Inspection Reports Created
✔  Averages Sold by Advisor / Tech/ Customer
✔  Service Advisor Performance
✔  Technician Performance
✔  Percentages Sold / Deferred

✔  Reasons for Deferred Work
✔  Sales and Conversion Rates
✔  Jobs Sold on Follow-Up
✔  Total Value Identified and Sold
✔  Tyre Sales


