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WELCOME       Australian Automotive Dealer Association

FROM THE AADA CEO
Bruce McDonald
AADA CEO

Welcome to another edition of our 
magazine.

This month, I want to reiterate 
the need for all our new car Dealers, 
irrespective of brand, to meet with their 
local members and/or senators to discuss 
the ‘Personal Import Vehicle (PIV)’ issue.

Many Dealers think it is only the top end 
of the market (luxury cars) that is under 
threat. This is not true. Based on the 
Minister Fletcher’s announcement and the 
confusing public comments by an ACCC 
Commissioner in Melbourne on 21 April, it 
appears the ACCC’s comments are at odds 
with announced Government policy. 

He said, “For instance, if the scheme 
permits Australian businesses to import 
vehicles for individual customers, 

It has been a busy last couple of months for 
us here at AADA. 

We have been doing a lot of policy 
work, including developing a submission 
to ASIC regarding its review of finance 
commissions (see story on page 11). 

This is an important, complicated issue, 
and we have put a lot of work into it, 
including meeting with ASIC in order to 
construct an informed and comprehensive 
response.

As a result of its review, ASIC identified 
a form of remuneration called flex-
commissions, which it considers creates 
a significant risk of both consumer harm 
and of systematic non-compliance with the 
National Consumer Credit Protection Act.

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

protections may be more readily available 
than if individual consumers are required 
to purchase their vehicle directly from an 
overseas entity that may have no protection 
in Australia”. Recent media reports say 
private companies that ship cars out of 
Japan and New Zealand have nicknamed 
Australia ‘Treasure Island’ because it is ripe 
for plundering.

But politicians, being politicians have a 
history of proposing irrational ideas to 
appease often small but noisy lobby groups. 
There are plenty of pseudo-importers or 
opportunistic economic rent-seekers sitting 
on the sidelines pushing this issue, not just 
for the top end luxury vehicles but with a 
much wider agenda, including extending 
the one year of age threshold to a higher 
number and also to get more access for 
non-genuine and counterfeit parts.

Your Dealership is under threat from 
people who covet our businesses but do not 
want to make any investment in training 
and facilities.

We have information packs – including 
well-reasoned arguments against PIVs – 
available for every Dealer. Please email 
Daniel Brown (dbrown@aada.asn.au) if you 
require a pack.

Submissions have closed on the ASIC 
proposal to prohibit flex-finance 
commissions in the car finance market. 
I am proud of the preparation done and 
the quality of our submission. We now 
expect to have more dialogue with ASIC 
in coming weeks and do not expect a final 
ruling in the immediate future.

You can, however, be forgiven for 
wondering why ASIC thinks it is so 
important to concentrate on and eliminate 
us from the competitive environment. Our 
research shows the great majority of paper 
we write is fully competitive with all the 
other providers, who in the main are the 
banks and their wholly-owned finance 
companies. These are the same banks that 
attract daily media coverage about alleged 
unreasonable culture and practices.

Let us hope common sense prevails.

ASIC wants to prohibit the practice of flex-
commissions in the car finance market, to 
prevent a party other than the lender (e.g. a 
Dealer) from effectively setting the interest 
rate paid by the consumer. It is concerned 
to eliminate the possibility of Dealers 
raising interest rates, increasing their 
commissions and therefore profiting extra.

There are many factors to consider and we 
made sure ASIC was aware of all of them, 
including the need for a level playing field, 
the potential financial impact on Dealers, 
and the possibility of consumer harm.

Our submission, which we gave to 
ASIC in March, also calls for an end to 
characterising Dealers as brokers, and 
points out that Dealers are better able to 
provide variable pricing.

We await their response.

Elsewhere, we’ve been working hard on a 
response to planned changes to the Motor 
Vehicle Standards Act, which will allow 
the personal importation of motor vehicles, 
and has companies in Japan and New 

Zealand nicknaming Australia ‘Treasure 
Island’. 

We’ve also been busy putting together 
the program for 2016 AADA National 
Dealer Convention, which we will hold in 
Melbourne from September 6-8.

We’re excited about the program, working 
to the theme ‘Building Better Outcomes’. 
With an all-new Trade Expo format 
showcasing more products and services 
than ever before, and a host of local and 
international experts conducting our 
dynamic workshop program, we encourage 
all Dealers, line groups, Dealer councils 
and OEMs to ensure they get along to what 
is our industry’s premier annual event. 

A fantastic social and entertainment 
package means it won’t be all work and no 
play, and the Convention is always a great 
time for renewing friendships and making 
new contacts.

September is coming quicker than you 
realise, so make sure to book your place 
and we’ll see you there!
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Think back 10 years ago. Odds are you 
hadn’t even heard of Facebook. You 
almost certainly didn’t have a profile, and 

even if you did, never in a million years would 
you have thought it would one day be the most 
powerful marketing tool at your disposal.

And yet here we are, and that it is. But 
most businesses still fail to recognise the 
opportunities Facebook affords them.

Some readers probably still regard Facebook 
as a triviality on which their children spend 
far too much time when they should be 
doing their homework. But as Dimitri Kotov, 
founder of social media marketing agency 
Ignite Group, explains, Facebook has the 
potential to revolutionise the way you target 
customers, maintain relationships and cut the 
costs of advertising. 

Sure your Dealership might have a Facebook 
page, but are you using it to best advantage? 
Probably not, according to Mr Kotov. 

“A lot of them are dabbling in the engagement 
part. They’ve got their receptionist or their 
marketing manager (doing it); they’ve set up 
their Facebook page,” he says.

“This is a great way to engage but I think 

FEATURE STORY       Australian Automotive Dealer Association 

they’re doing it wrong, in the sense that this 
should be more focused on providing value 
to people who have already purchased the car, 
and doing so in a way that is less about the 
manufacturer-based product and more about 
the experience they can have with their car in 
their local community.

“This is where I think people get it wrong. 
Traditional media is about, ‘Here’s a car, here’s 
a price. Call us up if you want to buy it’. (New 
media) is about providing them value they 
wouldn’t get anywhere else.”

Target audiences

Mr Kotov suggests using Facebook to target 
three specific groups of people: those who 
have visited your website, those who match the 
demographics to which you want to market 
and those on your Dealership’s database.

By all means invite people to ‘like’ your page 
but don’t rely on that method to reach them. 
To market successfully on Facebook, you have 
to buy advertising on Facebook. The good 
news is it’s cheap and highly successful.

“Facebook has now geared their algorithms 
such that if you’re a business trying to be 
successful on Facebook, you have to do 
advertising,” Mr Kotov says. 

“Let’s just say that over the last five years you’ve 
collected a ‘database’ of 5,000 people who have 
‘liked’ your page. Every time you post on that 
page only 10 to 15 per cent of those people will 
receive that piece of content. So if you want to 
reach people you have to advertise. But the ads 
are cheap; they really are very cheap. 

‘Cost per lead can be anywhere between 
$4 and $40 a lead – still usually under the 
Carsales’ $50 per lead or whatever they now 
charge. Are they as strong as a Carsales lead? 
Probably not. Are they close? Yes; they’re 
probably close. It very much depends on the 
type of ad and the audience we’re targeting.”

A new world, but an old story

Traditional media approaches don’t work in 
the new landscape. You can’t just run an ad full 
of photographs of cars, with prices attached. 
Users will skim right past that. To our brains, 
Facebook is a social experience and our brains 
are drawn to faces.

“Traditional ads do not work on Facebook 
because of that. People are looking to have a 
social experience. This is what most Dealers 
are doing wrong on social media; in a way 
they’re kind of being rude, not realising,” Mr 
Kotov says. 

THE MOST POWERFUL TOOL 
YOU’VE EVER NEGLECTED
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“Let’s pretend we’re inside social media and 
someone comes up and says hello, and they’re 
like, ‘Here! Buy this car!’ That wouldn’t work 
in real life and this is why ads that are just car-
prices do not work, because you’re like, ‘No, 
I just want to connect with a person. Tell me 
a story about this particular salesperson. Can 
you make him look like he’s a real person?” 

Give value to get value

Mr Kotov advocates adding value for users, to 
build a relationship that gives them a reason 
to engage with you, because if they are not 
engaging with you they are less likely to pay 
attention to your message.

“Many Dealerships don’t think long term 
because they’re in this, ‘We need to reach a 
target this month’ type of psychology. And 
they kind of hand you the keys and they never 
talk to you again until three years later when 
they might give you a call and go, ‘Would you 
like to buy another one? Are you ready to buy 
another car? You’re on our database’.

“But what about those three years in the 
middle? You want to engage those people in 
a way that provides them with added value. 
Let’s just say you are a Frankston Toyota 
customer, and you bought a car, and you live 
in Mornington. Wouldn’t it be cool if they 
created a piece of content that told you, ‘You 
know what? This weekend you could take this 
back road, go and test out your 4x4 Toyota by 
driving to this festival – it’s on this weekend 
on the other side of Mornington.’ So you’re 
creating value for this Toyota driver who lives 
in your local community.

“Servicing is a very obvious one. Are there 
things I can do to my car between services 
– checking the oil, all those kind of things? 
So it’s all about how can we provide them 
with education, entertainment or value. The 
question is, is a Dealership willing to invest in 
this long-term strategy?

“Engaging the customers from one purchase 
to the next: that three-year gap; that five-year 
gap; that six-year gap. Referrals will come 
from that, even if they’re not the one buying, 
if you’re creating value for them with a great 
piece of content on a monthly or fortnightly 
basis.”

Knowledge is power

If you’ve used Facebook you will have seen 
advertisements, but you might not be aware 
that those ads are targeted specifically at you. 

Facebook has refined the process so well that 
it allows you to present ads aimed at broad 
groups or very particular niches. For example, 
a Holden Dealership could, just by checking 
a box when ordering their ad, target a Holden 
Racing Team promotion at anyone who has 
liked the HRT page on Facebook.

“Facebook has more information about you 
than any other company in the world,” Mr 
Kotov says.

“It’s genius. They didn’t realise that people 
were going to attach so much of their personal 
ego to their internet conveyor on Facebook. 
Through doing that, they’re telling every 
marketer in the world, ‘This is the image I 
aspire to be’. You might be a 45-year-old dad. 
Facebook knows you’re a 45-year-old dad, they 
know your email, mobile, name and where you 
live. They also know where you work because 
of where you use your Facebook. But they also 
know that you’re a keen golfer and aspire to be 
almost semi-pro, because you’re always sharing 
things that have the word ‘golf ’ in them, just 
through the comments – ‘yada yada yada golf ’ 
– because they look at not just what you’re 
liking, but the content of your posts. They look 
at ‘did you talk about golf in a favourable way?’ 
well then you are a golf enthusiast – and you’ve 
done that 3,000 times over the last three years. 
If I was selling golf clubs I would be selling 
them to that guy.

“The amount of information is prolific. It’s 
amazing.”

How does it work?

“You’ve visited the Dealership’s website. Three 
days later you’re on Facebook and you see 
this lead ad. You click on it and it pre-fills 
your information. We might ask you some 
additional questions, which you fill out. The 
user experience is amazing. Facebook has 

made the user experience very simple. Click 
‘submit’, it goes to the Dealership.

“Another reason you might be seeing this 
ad is we’re targeting you because of the 
demographic information you’ve provided 
Facebook. There are a few audiences in 
particular we find have always been successful. 
Tradies. Almost every brand out there has a 
commercial vehicle, a ute or a van, etcetera. 
Tradies are prolific users of social media 
because of the amount of downtime that 
happens on a construction site. 

“Mums are the biggest users of Facebook. 
Not teenagers, mums. (Targeting) Mums and 
tradies works really well and it actually is a 
great fit to who’s buying cars these days. The 
male, who’s a tradie, he’s going to buy his own 
ute; he’s not going to ask his wife or girlfriend 
to help him in his ute-buying decision. But the 
mums are usually the ones who will buy the 
SUV for the family.”

The third group targeted is those on a 
Dealership’s database – existing customers. 
If you can match their email address to their 
Facebook page, 45 per cent of people will 
engage with you on social media.

“You’ve already bought a car from us in the 
past and now we’re going to run an ad to you, 
to a like our page so you can receive content 
organically, meaning without us having to pay 
for it, but more about ‘here are the other things 
you could be doing’; ‘here’s an accessory offer’; 
‘here’s a servicing offer’ and then, maybe two 
or three years later, ‘here’s the new version 
of what you’re driving. For 50 dollars a week 
extra you could be driving the new Hilux 
instead of the old one. What do you think 
about that?’”

Another potential use is to target lapsed 
service customers with value offers, to entice 
them back to the Dealership.



Reduce the hassle, triple your leads

Old Facebook ads used to annoy users by 
taking them to external web pages. Now you 
can click on an ad and the inquiry form pops 
up on Facebook itself. But, more importantly, 
it pre-fills the information from the data it 
already has about you, which is your full name, 
your mobile number and your email. 

“They’ve figured out the solution to what was 
the biggest problem in getting a lead from 
Facebook, or even on the website itself. The 
biggest pain-point was typing in your email or 
phone number on your mobile phone. No one 
likes filling out forms, whether it’s in person, 
at the doctor’s or online on your mobile 
phone. So if the three most crucial pieces of 
information are pre-filled, you can understand 
why the quantity of leads has doubled or 
tripled since we started implementing this 
strategy.

“Facebook has helped us create a complete 
lead-generation strategy without having to use 
the actual website or be reliant on the website’s 
landing page. This is a big deal because, 
generally, these landing pages are horrible. 

Maybe they weren’t mobile-optimised. Maybe 
they have 25 fields, which is far too many.”

Another advantage of Facebook is that its 
algorithms can ascertain which groups of 
people are clicking on your ads and then target 
those groups. You can change the creative to 
suit the audience. 

“Dealers are stuck in a world where, ‘We 
need to get all the information we can onto 
that print ad, because it needs to capture the 
attention of everyone’. But that doesn’t work. 
You can’t capture the attention of a 21-year-old 
who wants a Corolla and a tradie who wants a 
Hilux; they’re looking for completely different 
types of ads.

“The cool thing is Facebook doesn’t want to 
charge you every time you change your ad. 
You’re only paying per person reached. So one 
of the cool things we do is sometimes we test 
three ads and we let Facebook decide which 
one is working best, then they run with the 
best one. Ten years ago a big company, a Coca-
Cola, would have gone, ‘I wonder what colour 
we should make this button? Let’s do market 
research and get 30 people into this room’. 

Now in three hours you run an ad with orange, 
green and red, and after three hours you go, 
‘Which one’s getting the most clicks from the 
target audience? It’s the red one – right, let’s 
do that’.

“There’s so much learning that can happen 
from Facebook about your entire marketing, 
based on the feedback you get from Facebook.”

It’s a brave new world. Time to get social.

*All data from V Facts 2015
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PIVS: JAPAN & NEW ZEALAND NICKNAME 
AUSTRALIA ‘TREASURE ISLAND’
The February announcement by the 

Minister for Major Projects, Territories 
and Local Government, the Hon Paul 

Fletcher MP, that planned changes to the 
Motor Vehicle Standards Act 1989 will provide 
more choice for car buyers and less red tape 
for the car industry has attracted a lot of media 
attention.

AADA does not support the policy change as 
evidence has been submitted to the Minister’s 
Department that Australians have a greater 
choice of vehicles than the UK or US where 
the markets are significantly larger. The 
Australian new car market is one of the most 
competitive in the world. For a relatively small 
market, comprising only 1.5 per cent of global 
production, Australia has around 67 brands 
and more than 400 models competing for 
more than 1.1 million sales. Australia has 
more brands offered for sale than the UK, the 
USA or Canada, in turn delivering value to 
Australian motorists, value driven by strong 
competition. 

The private companies that ship cars out of 
Japan and New Zealand have a nickname for 
Australia. It’s ‘Treasure Island’. The reference 
is not just to the size of the country’s car 
industry, but also the fact that, for this well 
organised group of buccaneers, Australia is 
ripe for the plundering.

The personal importation of motor vehicles is 
at odds with the Government policy of profit 
shifting. Profits from the sale of these vehicles 
will go offshore as the multi-national car 
importers will not have a permanent resident 
in Australia as defined under the Tax Act. As 
the collection agency will not be the Australian 
Taxation Office, concerns have been raised 
about invoice-splitting to escape any luxury 
tax (LCT). It will also provide windfall gains 
for opportunistic economic rent seekers who 
have no investment in Australia, potentially 
resulting in a loss of employment.

Even the ACCC has stepped into the debate, 
stating that:

“New Zealand’s economy has benefited from 
allowing the personal importation of vehicles: 
consumers have access to a greater range and, 
in some cases, cheaper cars; new businesses 
have emerged to assist consumers with the 
importation process, and existing business 
have grown. 

“We would expect to see similar benefits here 
in Australia.

“The proposed laws will only have a negative 
effect on established Australian Dealerships 
if their prices are not competitive or if 
consumers cannot purchase the specifications 
of vehicles they want.” 

AADA does not agree with the 
Commissioner’s statement that we would 
expect to see similar benefits in Australia and 
respectfully suggest he carefully reads the 
submissions made to the review of the Motor 
Vehicle Standard Act 1989.

In this regard, the CEO of the Federal 
Chamber of Automotive Industries (FCAI), 
Tony Weber, stated:

“The ACCC displays a lack of consistency and 

technical knowledge in its statements about 
this issue, and pity the poor consumers out 
there who are looking to their taxpayer funded 
watchdog for any clear advice on this matter.” 

The FCAI alludes to a situation where a 
Government agency such as the ACCC makes 
Government policy.

“On its own website, the ACCC warns 
consumers about the perils of parallel imports 
and how limited protection is offered in these 
transactions.* Now it has not only backflipped 
on this advice but foreshadowed a situation 
in which businesses can import vehicles – in 
complete contradiction to the Minister’s stated 
position.” 

*“If the seller is based overseas, there may be 
practical and legal difficulties in enforcing your 
consumer guarantee rights against an overseas 
business”

Senate committee

AADA refers the ACCC Commissioner to 
the Rural and Regional Affairs and Transport 
Legislation Committee ‘Estimates’, Thursday, 
5 May 2016, pp 118-119. An extract – an 



uncorrected proof – is  reproduced below:

Mr Mrdak: Surface Transport Policy Division 
are here. 

Senator STERLE: I will be quick. I want to 
talk about the Motor Vehicle Standards Act 
review and the economic modelling. Did 
the department or the modeller consider the 
impact on individual Dealerships or brands? 

Mr M James: I cannot answer that at the 
moment. I do not know. I would have to check.

Senator STERLE: Because you do not know? 

Mr M James: Yes, because I do not know. 

Senator STERLE: Not because you do not 
want to? 

Mr M James: Not because I do not want to. 

Senator STERLE: All right. That is fine. How 
long before you can get the nod on that. 

Mr Mrdak: We will try to find that very 
quickly for you. I think there was modelling 

done of the likelihood of personal imports, but 
I do not think it was comprehensive economic 
modelling on impact to Dealerships. There 
were estimates made of the likelihood of the 
numbers and volumes involved. I think there 
was an estimate of an upper volume of around 
30,000 vehicles that would be likely to access 
personal imports. 

Mr M James: That is correct. 

Mr Mrdak: But no economic analysis of the 
impact on Dealerships has been undertaken. 

Senator STERLE: Or brands? 

Mr Mrdak: No. I will check that while we are 
progressing tonight. 

CHAIR: What is the number you know? 

Mr Mrdak: Currently a bit over one million 
new vehicles enter the Australian market. 

Senator XENOPHON: What about the ones 
that are personal imports? How many are 
coming in now? 

Mr Mrdak: There are completely different 
schemes at the moment. We have schemes for 
specialists, enthusiast vehicles and the like. So 
they are not like for like at the moment, but 
I will get you the volumes of how many are 
coming in on special permits. 

Senator XENOPHON: Thank you.

It is interesting that no modelling on the 
impact on Dealers was carried out. AADA 
encourages you to emphasise with your local 
Member the impact on your business of the 
Government’s proposal. We encourage you to 
make your voice heard in this debate during 
the election process.

  
1Featherston 2016, Competition and consumer issues for a 
changing industry, viewed 25 April 2016,  < https://www.
accc.gov.au/speech/competition-and-consumer-issues-for-
a-changing-industry>. 

2Federal Chamber of Automotive Industries 2016, Confusion 
reigns around parallel car imports, viewed 21 April 2016, 
< https://www.accc.gov.au/speech/competition and-
consumer-issues-for-a-changing-industry>.
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LUXURY CAR TAX 
EXEMPTION

The Tax and Superannuation Laws 
Amendment (2016 Measures No. 2) 
Bill 2016 provided for an exemption 

for certain public institutions that import or 
acquire luxury cars for the sole purposes of 
public display. Currently, if a public museum 
or art gallery imports a car for display and it 
is over the $63,184 threshold, the museum or 
gallery will have to pay luxury car tax (LCT).

In the Second Reading Speech by the Minister 
for Small Business and Assistant Treasurer, the 
Hon Kelly O’Dwyer MP stated that, “Relief 
from luxury car tax will only be available for 
cars acquired solely for the purposes of public 
display. The cars must be exhibited or shown 
in an environment that is accessible to the 
general community; for example, display in a 
museum that is open to the general public”.

It is expected that in most cases the reason a 
gallery, museum or library will display a car is 
because of its cultural or historic significance.

The Bill has lapsed with the prorogation of the 
Parliament.

Federal Budget – relevance to the 
automotive industry

According to some sources the Budget is a safe 
political package for the Government, in that 
the major beneficiaries are those individuals 
and small businesses that receive immediate 
tax cuts. The major targets of the Government 
are the well-off with superannuation limits and 
new taxes.

The LCT take by the Government in 2015-16 
is estimated to be $580 million ($520m in 
2014-15), growing to $630m over the forward 
estimates. 
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Excise on petrol and diesel is estimated to be 
$6,200m and $9,460m respectively in 2015-16, 
growing to $7,550m (petrol) and $11,620m 
(diesel) over the forward estimates.

Passenger motor vehicle duty receipts are 
forecast to drop significantly from $732m 
in 2014-15 to $570m in 2015-16, arising 
largely as a result of the number of Free Trade 
Agreements Australia now has in place. 
Receipts will rise, however, to $760m over the 
forward estimates.

Government modelling has estimated 
that 30,000 new or near new vehicles 
will be personally imported under recent 
announcements. LCT will not be collected by 
the Australian Taxation Office and concerns 
have already been expressed about the ability 
of the collection agency to identify split 
invoices and other methods to avoid this 
inequitable, complex and absurd tax.

The Budget papers can be found at: http://
www.budget.gov.au/

Vehicle emissions discussion paper – 
February 2016

To encourage the use of fuel efficient motor 
vehicles in Australia, the Government 
currently applies a higher LCT threshold 
(currently $75,375, GST inclusive) for 
luxury cars with fuel consumption less than 
7L/100km. For other vehicles the threshold is 
$63,184 (GST inclusive). 

Most developed countries have now adopted 
noxious emissions standards based on or 
equivalent to Euro 6 emissions standards for 
light vehicles. If, as proposed, Australia is to 
adopt Euro 6 emissions standards, our petrol 

quality must improve and will require further 
investment by Australian refineries. Based on 
sulphur limits in petrol, Australia is ranked 
at 63 in the world. The current maximum 
sulphur limit in Australia is set at 150 parts per 
million (ppm) while Euro 6 requires a sulphur 
limit of 10 ppm.

AADA’s submission to the discussion paper 
stated:

Taxation measures

Taxation as a policy instrument has been used 
on many occasions, both as an incentive and 
disincentive, to alter consumer behaviour or 
protect certain sectors of the economy. Many 
overseas countries and states provide taxation 
incentives to promote the use of alternative 
fuels and electric vehicles. 

It is estimated that 20 per cent of the cost of a 
new motor vehicle includes a range of taxes 
levied by the Australian Government, States 
and Territories. Where applicable, taxes would 
include Australia’s ‘absurd’ LCT. This tax 
impost limits the availability to the consumer 
of a vehicle containing the latest safety and 
emissions technology. 

AADA and many other bodies have for many 
years been advocating for the removal of the 
tax, which contributes around $500 million a 
year to government revenue. As a minimum, 
the LCT thresholds should be raised or 
removed in respect of fuel efficient vehicles. 

The Vehicle Emissions Discussion Paper can 
be accessed at: https://infrastructure.gov.au/
roads/environment/forum/files/Vehicle_
Emissions_Discussion_Paper.pdf 
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The Australian Securities and Investments 
Commission (ASIC) has been 
conducting a review of commission 

arrangements in the car finance market for 
a number of years. Its findings will have a 
significant impact on the way Dealers conduct 
or continue business operations. AADA was 
not consulted during the review and made 
unsuccessful representations to ASIC to be 
included as part of the review process.

AADA was notified in December last year 
that during the course of the review ASIC 
identified a form of remuneration called 
flex-commissions, which it considers creates 
a significant risk of, first, consumer harm 
(through paying uncompetitive interest rates) 
and, second, of systematic non-compliance with 
the National Consumer Credit Protection Act 
2009 (the NCCP Act), including:

• by lenders – through non-compliance 
with licence conditions requiring them 
to engage in credit activities fairly and 
to take adequate steps to avoid their 
customers being disadvantaged by a 
conflict of interest, and

• by intermediaries – through engaging in 
conduct that may be unfair pursuant to 
section 180A of the NCCP Act.

ASIC’s view is that the best way to 
comprehensively and effectively address 
this conduct is to impose a condition on the 
Australian credit licences of lenders in the car 
finance market prohibiting the practice of flex-
commissions. It is not, however, proposed to 
ban other forms of commission arrangements.

Flex-commissions

ASIC considers flex-commissions “are 

arrangements in which a party other than 
a lender (typically either a car Dealer or a 
finance broker) can effectively set the interest 
rate payable by the consumer, and earn a 
higher commission the higher the interest rate 
above a Base Rate agreed to with the lender 
(providing that the transactions otherwise 
are within parameters set by the lender). This 
means the intermediary can earn a larger 
commission if, for example, the interest rate is 
15% rather than 10%”.

AADA response

AADA immediately wrote to ASIC seeking 
an extension to its unreasonable deadline to 
lodge a submission by 29 January 2016. This 
was granted and on 11 March AADA lodged a 
formal comprehensive submission to Michael 
Saadat, Senior Executive Leader, Deposit 
Takers, Credit and Insurers. The proposed 
prohibition and allegations were rebutted on 
12 separate grounds:

• Legislative character of ASIC proposal. 
It should be achieved by an Act of 
Parliament rather than under ASIC’s 
administrative powers (a level playing 
field)

• Mischaracterisation of Dealers as brokers
• Fairness
• Competitive disparity
• Flex-commissions and interest 

subvention

ASIC TO PROHIBIT FLEX-COMMISSIONS 
IN CAR FINANCE MARKET
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AADA RESPONDS TO AUSTRALIAN 
GOVERNMENT VEHICLE EMISSIONS 
DISCUSSION PAPER

of motor vehicle emissions.

In its wisdom, the Turnbull 
Government announced 
on 31 October 2015 that it 
would undertake a whole 
of Government approach to 
vehicle emissions through 
the establishment of a 
Ministerial Forum chaired 
by the Minister for Major 
Projects, Territories and 
Local Government, the 
Hon Paul Fletcher MP.

As readers of previous editions of 
Automotive Dealer, you will be 
aware the Senate referred former 

Greens Senator Milne’s private members 
bill, the Motor Vehicle Standards (Cheaper 
Transport) Bill 2014, for review and inquiry 
to the Environment and Communications 
Legislation Committee. AADA, in its 
submission to the Committee, recommended 
the Government adopt a whole of 
Government approach in addressing the issue 

The initial stage of this review took place 
with Ministerial Forums held in Sydney on 
7 December 2015 (attended by AADA CEO, 
Bruce McDonald), and in Canberra on 4 April 
2016 (attended by AADA Policy Director, 
Michael Deed). The Ministerial Forum will 
be supported by a working group, which 
will be asked to examine issues including 
implementation of Euro 6, fuel quality 
standards, fuel efficiency measures (CO2) 
for light vehicles, as well as emissions testing 

arrangements.

Emissions from motor vehicles can be 
categorised into two types: noxious emissions 
and greenhouse gas emissions. Noxious 
emissions include carbon monoxide, 
hydrocarbons, oxides of nitrogen and 
particulate matter. Fossil fuels are the principal 
form of fuel for transport in Australia and are 
responsible for CO2 emissions.

The Ministerial Forum released a discussion 
paper on February 11, 2016 for public 
comment to examine ways to reduce the 
health and environmental impacts from motor 
vehicle emissions. 

The terms of reference announced in October 
last year by Minister Fletcher include:

• implementation of Euro 6 or equivalent 
standards for new vehicles

• fuel efficiency (CO2) measures for light 
vehicles

• Dealers better placed to offer variable 
pricing

• Positive credit reporting
• Financial impact on Dealers
• Origination fees
• Consumer harm
• Base rate, and 
• New car financing rate comparison.

AADA understands ASIC received 19 
submissions in response to its December 2015 
consultation paper – five from industry bodies; 
nine from individual lenders and five from 
car Dealers and other interested parties. We 
strongly believe in the relevance and validity 
of each of our responses. In our submission we 
attached a new car financing rate comparison 
that demonstrates the competitiveness of rates 
offered by Dealers.

AADA also commissioned 
independent financial modelling 
that forecasts the economic 
impact on Dealers if ASIC 
proceeds with the prohibition 
on flex-commissions. AADA 
has been in discussions with 
ASIC and has proposed an open 
workshop involving AADA, 
ASIC, financial institutions and 
brokers.

ASIC has yet to demonstrate 
or provide evidence of alleged 
consumer harm and unfair 
conduct, and AADA’s suggested 
workshop will assist ASIC executives to 
gain an understanding of how our industry 
operates.

AADA will take every possible action to 

protect Dealers’ interests achieved through 
ethical and professional practices, and with 
a focus on enhancing customers’ overall 
purchase  experience with competitive rates of 
interest.
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• fuel quality standards

• emissions testing arrangements for 
vehicles in conjunction with international 
regulatory arrangements to ensure robust 
testing

• Australian Government measures under 
the National Clear Air Agreement

• Emissions Reduction Fund and Safeguard 
Mechanisms – transport industries

• future infrastructure to support new 
vehicles, including funding available 
through the Clean Energy Corporation 
and Australian Renewable Energy 
Agency, and

• National Energy Productivity Plan.

On 14 April, AADA responded to the 
‘Vehicle Emissions Discussion Paper’ with 
a submission that supports a whole of 
Government approach for Australia to meet 
its target to reduce its greenhouse emissions to 
26-28 per cent below 2005 levels by 2030. 

In its submission, AADA supports a mandated 

fuel efficiency CO2 target from 2020, phased 
in to meet the Government’s 2030 greenhouse 
emissions target. Furthermore, AADA 
raised the need for extensive independent 
modelling to determine the costs and benefits 
of mandating an Australian standard that takes 
into account our unique fleet, the age of the 
fleet, lack of incentives and driving patterns.

AADA’s submission drew attention to the 
need to improve the quality of fuel used in 
Australia should the Government proceed 
with the introduction of Euro 6 standards. 
More importantly, there is the need to 
address excessive levels of sulphur present 
in Australian 91 Research Octane Number 
(RON) fuels, which have a current maximum 
sulphur limit of 150 parts per million (ppm). 
This high sulphur content can affect the 
durability and operation of emission control 
systems such as catalysts and particulate filters. 

AADA strongly argued that the price 
competitive availability of 10 ppm sulphur 
petrol should be widely available in Australia 
prior to a Government decision to mandate 
Euro 6. In support of this case for better quality 
fuel, data in the discussion paper ranked 

Australian petrol quality (based on sulphur 
limits) at 63rd in the world, with only Mexico 
having worse petrol quality in the OECD. 
In comparison, New Zealand has a sulphur 
limit of 50 ppm for all grades of petrol. The 
Australian Institute of Petroleum (AIP) has 
voiced concerns about the level of investment 
required to lift Australian fuel standards 
to meet Euro 6 within the Government’s 
timeframe.

The vehicle emissions working group will 
report to the Ministerial Forum by June 30 
on measures to reduce noxious and carbon 
dioxide (CO2) emissions from the road 
transport sector. This will be followed by 
consultation in the second half of 2016 on 
draft regulation impact statements. The 
working group will report to the Ministerial 
Forum by 31 March 2017 on a draft 
implementation plan for new measures – 
aligning with the Australian Government’s 
commitment to announce new measures to 
deliver Australia’s 2030 climate change targets.

The Vehicle Emissions Discussion Paper, 
February 2016 can be accessed on the AADA 
website at http://www.aada.asn.au/.  
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NTC SEEKS AUTOMATED VEHICLE 
CLARIFICATION

The National Transport Commission 
(NTC) has issued a discussion paper 
seeking clarification of what is required 

for automated road and rail vehicles to legally 
operate across Australia.

The paper is based on a review the NTC 
conducted into the existing regulatory 
framework in Australia that might apply to 
the introduction of automated road and rail 
vehicles.

The NTC is seeking  clarification on the key 
issues for road vehicles in relation to:

• clarity over control of the vehicle and 
compliance with traffic laws

• vehicle standards and safety assurance

• liability and responsibility for the actions 
of an automated vehicle, and

• data access and privacy protection 
– including access for enforcement 
purposes.

The NTC is an independent statutory body 
established to develop and submit law reform 
recommendations to a council of federal and 
state transport, infrastructure and planning 

ministers, known as the Transport and 
Infrastructure Council.

The objective of the NTC’s review was to 
identify any existing laws or regulations 
that are unnecessary, in need of reform, or 
operate as barriers to the safe introduction 
of automated road vehicles. The review also 
considered existing laws and regulations 
applying to vehicle safety, driver training, 
licensing, vehicle registration and vehicle 
ownership.

The context for the review was what the NTC 
regards as the disruptive impact of increasing 
but diverging manufacturing trends toward 
automated driving controls in circumstances 
where Australian road rules assume that 
drivers are human and use their own 
judgement, not automated technology, to drive 
their road vehicles.

Motor vehicle manufacturers are already 
introducing automated vehicles in markets 
around the world and testing has commenced 
in Australia. The NTC asked stakeholders to 
consider the following questions:

• what are automated vehicles?

• regulatory role of Government

• issues with regulating the driver

• issues with regulating the road vehicle

• liability – drivers, manufacturers, service 
providers and road managers

• privacy and access to data

• issues relating to on-road trials, and

• other issues.

Automated vehicles

The NTC regards automated road vehicles 
as ones that that have some level of system 
automation that do not require a human driver 
for at least part of the driving task.

Automated vehicles are anticipated to 
use a range of technologies. These could 
include on-board vehicle sensors such 
as radar, ultrasound, laser and optical 
technology, in addition to satellite position 
receivers combined with accurate mapping, 
communications, and cooperative intelligent 
transport system (C-ITS) technology. 

C-ITS refers to a subset of intelligent transport 
systems in which different elements of 
the transport network – vehicles, roads, 
infrastructure – share information with 
each other by broadcasting signals. Shared 
information on conditions, incidents and 
traffic enables the coordination of vehicle 
movement and the avoidance of collisions.  

AADA agrees with the Federal Chamber of 
Automotive Industries (FCAI) and the NTC 
that Australia should adopt an International 
Standard of definitions rather than develop 
our own unique definitions of automation.

Regulatory role of Government

The Australian Government, States and 
Territories have a significant role to play in the 
development of a safe regulatory environment. 
AADA supports consistency across all 
jurisdictions in Australia and the adoption 



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

of relevant overseas standards. An area of 
concern is the need to allocate a ‘spectrum’ to 
operate C-ITS in line with vehicles imported 
from countries with a different bandwidth.

Regulating the driver and road vehicle

Regulating the driver is the degree of control of 
the driver and whether there is a requirement 
for a steering wheel. Auto parking is already 
available in some brands sold in Australia. The 
requirement to have a driver’s licence needs 
consideration, as well the age and alcohol 
limits of the ‘driver’.

In AADA’s view, any regulatory standards 
introduced must include as a minimum 
compliance with Australian Design Rules 
(ADRs), including C-ITS interoperability of 
vehicles imported into Australia.

Liability

While it is generally accepted that automated 
vehicles have the potential to increase road 
safety, the question of liability needs to be 
considered. Vehicle crashes can be caused by a 
number of parties including:

• the driver

• a third party

• the manufacturer

• the service provider, and

• the network manager.

The Insurance Council of Australia (ICA) 
believes that “with minor exceptions, the 
various arrangements regarding Roads, 
Vehicles and Speeds are sufficiently flexible to 
accommodate increasing levels of automation 
in vehicles.”  The ICA considers that a vehicle 
must be under the control of a driver to 
establish a firm basis for liability for any 
damage or loss caused by the vehicle.

Privacy and access to data

This is an important and emerging issue given 
recent examples overseas where vehicles with 
less sophisticated computer control systems 
have been ‘hacked’ into and controlled by 
external parties. The main concern is who has 
access to the vehicle data and the protection 
of that information. For vehicle ownership 

security reasons, key and security codes should 
not be accessible to the public.

On-road trials

Trials are being conducted in a number of 
states but the NTC emphasises the need for 
nationally consistent guidelines including 
infrastructure development.

The NTC aims to deliver its recommendations 
to the Transport and Infrastructure Council in 
November.  

The NTC discussion paper “Regulatory 
barriers to more automated road and rail 
vehicles” Issues Paper can be accessed here: 
http://www.ntc.gov.au/Media/Reports/
(66E42530-B078-4B69-A5E3-53C22759F26E).
pdf. 
 

1 National Transport Commission 2016 p.16, Regulatory 
barriers to more automated road and rail vehicles: Issues 
paper, viewed 29/04/2016, <http://www.ntc.gov.au/Media/
Reports/(66E42530-B078-4B69-A5E3-53C22759F26E).
pdf>. 
2Insurance Council of Australia 2016, Regulatory barriers to 
more automated road and rail vehicles submission, viewed 
29/04/2016, < http://www.ntc.gov.au/Media/Reports/
(F6C378F7-9BBF-4727-AB23-2FAA153A86B0).pdf>.
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To find out more, contact the Business Account Manager  
on 9790 2680.

Take cover when selling a car
An RACV Warranty can cover your customers for those unexpected mechanical 
repairs well after the vehicle manufacturer’s warranty runs out. 

Product issued by WFI Insurance Limited trading as Lumley Insurance (ABN 24 000 036 279  
AFS Licence No: 241461) (Lumley Insurance). Please consider the Product Disclosure Statement  
before buying. Visit racv.com.au/warranty for a copy.

COMPETITION POLICY:  
GOVERNMENT PROPOSES TO 
INTRODUCE AN ‘EFFECTS TEST’

In March, the Deputy Prime Minister 
and Minister for Agriculture and Water 
Resources, Barnaby Joyce, welcomed the 

Government’s proposal to introduce an ‘effects 
test’ as recommended by the Harper Review of 
Competition Policy. 

In his media release, Mr Joyce said the 
Government listened to the overwhelming 
view of agricultural and small business to 
protect them against misuse of market power 

and anti-competitive behaviour.

An ‘effects test’ will prohibit big businesses 
with substantial market power from behaving 
in such a way that has the “purpose, effect 
or likely effect” of substantially reducing 
competition without any economic 
justification. 

Recommendation 30 of the Harper Review 
stated the primary prohibition in section 
46 of the Competition and Consumer Act 

2010 (CCA) should be reframed 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.

Difficulties with current form of section 46

The existing section 46 only applies to firms 
that have a substantial degree of power in a 
market. Section 46 defines conduct as a misuse 
of market power if it satisfies two legal tests:

First, the conduct must have involved taking 
advantage of the firm’s market power.

Second, the conduct must have been 
undertaken for the purpose of eliminating 
or substantially damaging a competitor, 
preventing the entry of a person into a market, 
or deferring or preventing a person from 
engaging in competitive conduct. 

The existing law also makes reference to 
behaviour that harms competitors, rather than 
competition.
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In a lecture delivered at the University of 
Melbourne in May 2014, former Australian 
Competition and Consumer Commission 
(ACCC) Chairman, Professor Allan Fels AO, 
presented a compelling case for the addition 
of an ‘effects test’ to section 46 of the CCA as 
“virtually every country in the world has an 
‘effects test’ and Australia is an embarrassing 
exception (along with New Zealand).”

Mr Fels went on to state that “a key principle 
of competition law is that a firm with market 
power should not be allowed to take advantage 
of that power to harm competition”, and 
that “the CCA does not conform with that 
principle”. The former ACCC chairman also 
acknowledged that the “ACCC has stated that 
there are some cases it would bring under s 46 
if it did not have to prove purpose.” 

Prior to its decision, the Government initiated 
a consultation period beginning 11 December  
2015, which sought industry feedback on 
options to strengthen the law regarding 
the misuse of market power, including the 
introduction of an ‘effects test’. As part of this 
review the Treasury released a discussion 
paper calling for submissions.

AADA provided a submission to the Treasury 
(Market and Competition Policy Division), 
which is available at http://aada.asn.au/
submissions/. As detailed in its submission, 

AADA supported Recommendation 30 of the 
Harper Review to strengthen the misuse of 
market power law through the introduction of 
an ‘effects test’. 

AADA supports amendments to the CCA that 
have the purpose of increasing competition 
and providing protections against a firm with 
substantial market power engaging in activity 
that will harm other firms and the consumer. 
This reform would discourage those with 
substantial market power from misusing 
it to damage competitors or prevent entry 
into the market, thus reducing competition, 
which could create negative outcomes for the 
industry and the consumer.

The ‘big end of town’ were disappointed with 
the decision, and Professor Allan Fels AO 
predicted that big businesses will put up a 
fierce fight against reform. HWL Ebsworth 
Lawyers have indicated that this may be 
relevant to Dealers in dealings with financiers. 
Proving a likely effect on competition in court 
is going to be a hugely complex and expensive 
exercise, and in practice section 46 will likely 
be litigated mostly by the ACCC.

In an article on its website, accountancy firm 
Price Waterhouse Coopers advises clients 
with a substantial degree of power in a market 
to carefully review their decisionmaking 
processes to ensure that relevant decisions 

are captured and evaluated in terms of their 
competitive impact. This review should extend 
to internal controls and delegations within 
corporations, such that key decision points 
are flagged for a more rigorous competition 
analysis before they are made or implemented.  
AADA advises its members to do the same.

Recent media articles indicate that Labor is 
opposed to the ‘effects test’, arguing it risks 
creating a ‘lawyers’ picnic’.

 
1Hutchens 2016, Turnbull government sides with small 
business, agrees to implement controversial ‘effects test’, 
viewed 26/04/2016, < http://www.smh.com.au/federal-
politics/political-news/turnbull-government-sides-with-
small-business-agrees-to-implement-controversial-effects-
test-20160316-gnk6mx.html>.  

2Harper, Anderson, McCluskey & O’Bryan QC 2015, 
Competition Policy Review: Final Report, viewed 21/04/2016, 
< http://competitionpolicyreview.gov.au/files/2015/03/
Competition-policy-review-report_online.pdf>. 

3Fels 2014, The Competition Review: The Competition 
Provisions of the Competition and Consumer Act, viewed 
26/04/2016, <http://law.unimelb.edu.au/__data/assets/
powerpoint_doc/0007/1758418/Allan-Fels-slides-Panel-
discussion-19th-May.pptx.>. 

4O’Malley, Deakin, Chora & Ng 2016, What the effects test 
for section 46 means for you, viewed 22/04/2016, <http://
www.pwc.com.au/legal/assets/legaltalk/legaltalk-alert-s46-
effects-test-16mar16.pdf>. 
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Search Optics can help. 
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and start seeing better results today. 
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 To take advantage of the opportunities and manage the challenges 
it’s critical to choose an adviser that understands your industry – 

both locally and globally. KPMG has been working with dealerships 
like yours for 100 years. We combine our extensive industry 

knowledge and insights gained to help our clients address their 
most pressing issues and achieve their goals. 

To understand more about how KPMG can assist your 
dealership, contact Aaron Street, Sector Leader, Automotive 

on 07 3233 3138 or astreet@kpmg.com.au.

kpmg.com.au

© 2015 KPMG, an Australian partnership. All rights reserved. QLDN12646PE.

The automotive 
industry is dynamic 
and changing

AUSTRALIAN CONSUMER LAW REVIEW

The Australian Consumer Law (ACL) – a 
single generic consumer protection 
law that applies across Australia – 

commenced on 1 January 2011. This is the 
first review since the law was implemented 
and applies to OEMs and Dealers in terms of 
consumer rights in respect of products sold 
and services provided.

The ACL  is jointly administered and enforced 
by federal, state and territory regulators, 
and is being reviewed by officials from 
these regulators through Consumers Affairs 
Australia and New Zealand (CAANZ). AADA 
Policy Director, Michael Deed, and Policy 
Officer, Daniel Brown, attended a briefing 
session in Brisbane on April 21 with officials 
from the Australian Government Treasury and 
the Office of Fair Trading, Queensland.

AADA will make a submission to Treasury on 
the Issues Paper. An interim report is expected 
to be released in the second half of 2016, 
requesting more public feedback on the issues 
and options. 

This magazine also contains an article by 
Vinesh George on issues directly affecting 
Dealers. 

The ACL review covers four major areas:

• consumer policy in Australia

• the legal framework of the ACL

• administering and enforcing the ACL

• emerging consumer policy issues.

Consumer policy in Australia

Consumer policy ensures that consumers 
benefit when they can confidently participate 
in markets where businesses trade fairly. It also 
stimulates competition, which in turn leads to 
better services, more choice and lower prices. 
This seems at odds with the Government 
policy announcement to allow personal 
importation of motor vehicles, estimated by 
the Government to be at least 30,000 vehicles 
per year.

The issues paper acknowledges that Australia’s 
national consumer policy framework operates 
in an ever-changing market landscape and is 
shaped by factors such as:

• rapid technological change

• trade liberalisation, and

• changing consumer preferences.

The overarching objective of the consumer 
policy framework is to improve consumer 
wellbeing through consumer empowerment 
and protection; to foster effective competition, 
and to enable the confident participation 
of consumers in markets in which both 
consumers and suppliers trade fairly. 

The legal framework

The terms of reference require the ACL review 
to assess the effectiveness of the provisions 
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of the ACL, whether these are operating as 
intended, and address the risk of consumer 
and business detriment at an appropriate level 
of regulatory burden.

A number of issues have been identified, 
including:

• meaning of ‘consumer’

• misleading or deceptive conduct

• unconscionable conduct

• unfair contract terms

• false or misleading representations

• unfair practices

• consumer guarantees including lemon 
laws

• acceptable quality of products

• unsolicited selling agreements

• warranty against defects, and

• product safety.

All of the above issues are relevant in the 
business environment in which Dealers and 
manufacturers operate.

Administering and enforcing the ACL

The terms of reference require the review 
to assess whether the existing institutional, 
administrative and regulatory structures 
underpinning the ACL, such as the ‘multiple 
regulator’ model, and the coordinated 
enforcement, education, policy, research 

and advocacy approach of the federal, state 
and territory governments, are effective 
and efficient in supporting a single national 
consumer policy framework.

Emerging consumer policy issues

The review will assess the flexibility of the 
ACL to respond to new and emerging issues 
to ensure it remains relevant into the future as 
the overarching consumer policy framework 
in Australia. 

Some issues identified include:

• selling away from business premises

• online shopping

• price transparency

• comparison shopping

• online reviews and testimonials

• the ‘sharing’ economy

• consumer access to data, and

• disclosure requirements.

Lemon laws will be high on the agenda in the 
review of the ACL. 

If lemon laws were to be introduced into 
the ACL, they should provide a degree of 
protection for manufacturers and the Dealer 
caught in the middle against unscrupulous 
consumers who decide they no longer like 
the vehicle or operate it for purposes and 
in circumstances other than for what it was 
designed.

It is important to note that, under the ACL, 
Dealers are not given the same protection 
for unfair contracts and unjust conduct as 
contained in Part 6 of the Motor Dealers and 
Repairers Act 2013 (NSW).

Submissions are required to be lodged by 
Friday, 27 May and any contributions can be 
emailed to AADA Policy Director, Michael 
Deed (mdeed@aada.asn.au).

1The ACL is Schedule 2 of the Competition and Consumer 
Act 2010 (Cth). Each state and territory has enacted 
legislation to apply the ACL as a local law through the: 
Fair Trading (Australian Consumer Law) Act 1992 (ACT); 
Fair Trading Act 1987 (NSW); Consumer Affairs and Fair 
Trading Act (NT); Fair Trading Act 1989 (Qld); Fair Trading 
Act 1987 (SA); Australian Consumer Law (Tasmania) Act 
2010; Australian Consumer Law and Fair Trading Act 2012 
(Vic); and Fair Trading Act 2010 (WA).

2Intergovernmental Agreement for the Australian 
Consumer Law (2 July 2009), paragraph C, www.coag.gov.
au/sites/default/files/IGA_australian_consumer_law.pdf.
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INDEPENDENTS NOT COMPLYING WITH 
SERVICE AND REPAIR AGREEMENT?
Signatories to the Access to Service 

and Repair Information Agreement 
(Agreement) have discussed anecdotal 

evidence that independent repairers and body 
panel repair shops are not complying with 
Principle 3 of the Agreement, which states:

“The consumer is entitled to full information 
regarding the service and repair of their motor 
vehicle product. Consumers must be made 
aware, by their nominated repairer, of whether 
the part/s to be used in the mechanical and/
or body repair and/or maintenance of the 
motors vehicle is genuine (OEM recommended) 
or non-genuine (sourced from independent 
manufacturer/supplier); fit-for-purpose; 
compatible with the operating systems of 
the recipient vehicle, and compliant with all 
regulatory requirements, including provisions 
of the Australian Consumer Law. This will 
help ensure that customers can make a fully 
informed choice about the work to be carried 
out, the parts to be used and whether those 
repairs or maintenance services meet OEM 
specifications.”

Comprising representatives of the Federal 
Chamber of Automotive Industries 
(FCAI), AADA, the Australian Automotive 
Aftermarket Association (AAAA), Australian 
Automobile Association (AAA) and 
Australian Motor Industry Federation (AMIF), 

the Steering Committee 
met at the end of March 
with Treasury officials also 
present.

The Committee also 
agreed to extend the 
timeframe for the 
reporting of progress in 
development of telematics 
protocols.

Each of the signatories 
provided a brief update 
on the implementation 
of their respective codes of practice. There 
was wide-ranging discussion over whether 
the codes had adequately operationalised 
the Agreement. Not all parties believed 
that service and repair information is being 
adequately shared and there was detailed 
discussion on how to address those issues.

It was agreed that evidence of failure should 
be presented to the Steering Committee in 
the first instance, so the relevant parties had 
an opportunity to address those concerns. It 
was also agreed that any such matters should 
be resolved in an agreed timeframe and that if 
they are unable to be resolved signatories can 
explore other dispute avenues spelled out in 
the Agreement.
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There was some discussion on the Agreement’s 
requirement to have developed a process to 
develop protocols relating to vehicle telematics 
data access. It was noted that the National 
Transport Commission was doing some work 
in this area. Signatories agreed to raise the 
issue at the next Steering Committee meeting. 
It was acknowledged that the timeframe for 
the reporting of progress in development 
of telematics protocols within 12 months of 
commencement of the Agreement would not 
be met and was agreed to be extended.

The Committee will next meet before  
October 31.
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TAKATA AIRBAGS RECALL GOES  
TO NEW LEVEL

The Takata airbag recall continues to 
expand, now affecting 53 million vehicles 
and dozens of brands all over the world. 

Eleven people have been killed by the defective 
airbag inflators, the latest a 17-year-old driver 
in Houston in March.

As of March 11, 7.5 million defective 
airbag inflators had been replaced in the 
US alone. With another five million recalls 
announced in February, there are still 27 

million replacements to be made in the 
US. The National Highway Traffic Safety 
Administration (NHTSA) says there are 
another 85 million Takata airbag inflators 
that have not been recalled, and has given the 
company until 2019 to prove that they are safe.

The recall has affected more than 1.1 million 
cars in Australia. No incidents have been 
reported in this country, but waiting times for 
replacements are now into 2017. 

Internal testing indicated that just under one 
percent of the recalled airbags had ruptured, 
meaning nearly 10,000 cars on Australian 
roads could be ticking time bombs. 

The sheer size of the recall means that most 
brands have replaced just five percent of the 
recalled airbags, yet the US and Australian 
Governments have not ordered affected 
vehicles off the road. 

The make most affected in this country is 
Honda, with 421,000 recalls. At a rate of 5,000 
replacements per week across its 107-strong 
Dealership network, it will take Honda the best 
part of two years to fix all affected vehicles.

Nissan has recalled 223,500 vehicles in 
Australia and claims to have fixed between 20 
and 40 percent of them. Mazda has recalled 
150,000; Toyota 250,000; BMW 43,374; Subaru 
33,556 and Chrysler 5,508, making the total in 
Australia more than 1.142 million.

NEW APRIL RECORD FOR CAR SALES
Sales of passenger cars, SUV and 

commercial vehicles across Australia hit 
a new April record of 87,571 – 2.9 per 

cent above the previous best for that month set 
three years ago – in another demonstration of 
the motor industry’s price-competitiveness.

SUVs (up 7.1 per cent or 2,119 on April 2015) 
and light commercials were again the star 
performers, although a strong push occurred 
in passenger cars (up 4.7 per cent or 1,656 
sales), with intense competition in the small 
and medium segments.

The 87,571 vehicles sales during April were 
7.2 per cent or 5,915 higher than posted in the 
same month last year.

In April 2016 big gains were recorded in 
medium SUV, sports, people mover and the 
upper large SUV segments, while the small 
passenger (up 6.9 per cent) and medium 

passenger (up 6.8 per cent) were both busy 
parts of the market, at the expense of large cars 
(down 6.2 per cent) and upper large (down 
23.2 per cent).

Business purchases of motor vehicles in April 
2016 were strong across the board, with 
passenger vehicles up 15.6 per cent, SUVs up 
15.2 per cent and light commercials up 32.6 
per cent compared with April 2015.

Toyota remained overall market leader for 
the month with an 18.9 per cent share, with 
Hyundai second (9.9 per cent), followed by 
Mazda (9.7 per cent), Ford (7.8) and Holden 
(7.7).

The Hyundai i30 was the nation’s best-selling 
vehicle (4,143 sales during April) with two 
light commercial vehicles – the Toyota 
Hilux (3,384) and the Ford Ranger (2,973) 
– finishing second and third respectively, 

followed by the Toyota Corolla (2,959) and 
Mazda3 (2,512).

All states and territories, aside from Western 
Australia, lifted sales volume during April 
compared with the same month last year. 
The ACT showed the largest increase with a 
15.6 per cent sales boost, followed closely by 
big volumes across NSW (up 11.9 per cent), 
Victoria (up 8.1 per cent) and South Australia 
(up 6.8).
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LABOR PLEDGES TO SAVE AUTO 
MANUFACTURING JOBS

Federal opposition leader Bill Shorten 
says a Labor Government would spend 
$59 million on saving manufacturing 

jobs after Holden, Ford and Toyota cease 
production in Australia.

Mr Shorten has promised a $17.5 million 
funding boost to help South Australian 
manufacturing businesses transition to new 
work when the Elizabeth Holden factory 
closes in 2017.

The promise includes support for SA 
manufacturers to win business constructing 
naval ships, including the 12 Future 
Submarines.

Mr Shorten says there would also be 
money to assist the other states that 
are home to Australia’s automotive 
manufacturing workforce of 45,000.

The announcement came after 
SA Independent Senator Nick 
Xenophon criticised the federal 
budget for failing to address 
the approaching closure of the 
Australian car industry.

Taking into account associated 
industries, Senator Xenophon says 
200,000 jobs are at risk, mainly in 
SA and Victoria.

“For a budget that is supposed to be all about 
jobs and growth, it’s inexcusable that it fails to 
acknowledge the crisis of manufacturing in 
this country,” he said.

Accessories manufacturer thriving

ARB Corporation Limited, which designs, 
manufactures and distributes SUV and light 
commercial vehicle accessories to over 80 
countries around the world, is increasing its 
labour force and the amount of overtime at 
its manufacturing facilities in Australia and 
Thailand.

Shares in the company have risen almost a 
third in the past year. The February half-year 
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profit announcement shows revenues rose 7.8 
per cent and net profits 14.0 per cent.

Exports now make up over 25 per cent of 
company sales. ARB will continue to grow via 
an expansion to Dubai to serve the Middle 
East, adding to its presence in the USA and the 
Czech Republic. Considering local SUV sales 
continue to rise, domestic growth should also 
remain strong.

Holden back in the black

After two years of significant losses GM 
Holden is back in the black, with a $128.2 
million after-tax profit for 2015.

Employee separation and asset impairment 
charges associated with the wind-down of 
local manufacturing were the direct drivers of 
the previous two years’ losses.

The 2015 financial result includes one-time 
accounting reversals of $79.7 million in 
employment entitlements, driven largely by 
the decision to retain GMH’s powertrain 
calibration-engineering unit.

Volvo out of Supercars

Volvo recently announced it would withdraw 
from the V8 Supercars series, while Holden 
and Nissan are yet to commit beyond 2016.
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SHOULD YOU SELL YOUR DEALERSHIP?
Previously we have questioned the future 

of the retail automotive store, noting the 
increasing move to online showrooms 

and a growing willingness of customers to 
shop for vehicles in cyberspace. 

With significant changes coming in the 
automotive industry over the next two 
decades, have we reached the peak of 
traditional retail automotive sales? Should you 
get out now? Or are there ways and means to 
adapt to the changing times?

First of all, let’s look at how things are set to 
change. 

Autonomous cars

Autonomous, or self-driving, vehicles are 
coming – soon – and will mark probably the 
biggest shift in personal mobility since Henry 
Ford established his production line. 

Hand-in-hand with this advance will be the 
shift to alternatively fuelled vehicles. Safer cars 
with less complex electrical engines mean 
fewer repairs and parts replacements, and less 
maintenance. 

Some experts predict that the shift to 
autonomous cars will result in an 80 per cent 
reduction in road accidents. Although this is 
great news for public safety it means a lot less 
work for body shops, as well as less repair and 
parts replacement business for Dealerships.

At the same time demand will grow for 

alternatively fuelled vehicles, particularly 
electric vehicles. Electric drivetrains are much 
simpler than an internal combustion engine 
with a traditional gearbox, requiring much less 
maintenance due to having far fewer moving 
parts. This will significantly extend vehicle 
service intervals and delay potential repairs, 
putting fewer service dollars into Dealers’ 
pockets.

Autonomous vehicles will drive themselves 
home after purchase and drive themselves to 
be serviced. This means a significant reduction 
in personal interaction with the customer,  
therefore reduced opportunity for a personal 
up-sell at the Dealership.

Car sharing

Car ownership could soon become a thing of 
the past. Car sharing and ride sharing are set 
to become the new norm. 

Most vehicles are unused 95 per cent of the 
time, so it makes economic sense to reduce 
the cost of personal transportation by sharing 
vehicles that operate continually. The car that 
takes you to work then takes old Mrs Jones to 
do her grocery shopping and so on. This will 
make the retail purchase of a new vehicle (i.e. 
higher margin) far less attractive. 

The shift will be towards low margin fleet 
deals, selling vehicles to those operating fleets 
of autonomous vehicles for car sharing.

As autonomous vehicles grow more popular 

people will begin to see their vehicle less as an 
expression of themselves. Their focus will shift 
to how comfortably they can be taken from 
point A to B with the widest possible variety 
of in-car entertainment. Current intangibles 
like driving performance and styling will 
become less important as people view their 
cars as nothing more than a mobile household 
appliance.

Online sales

Online sales will also increase which means 
purchases will be done at arm’s length from the 
Dealership, thus the temptation to be talked 
into an extended warranty, rust proofing or 
other ‘protection’ package will be significantly 
reduced.

Dealers will be less able to capitalise on the 
excitement of a new purchase to sell upgrades 
because consumers are no longer excited about 
their cars; they will shop online, away from the 
Dealership.

Customers don’t like the sales process

According to recent surveys at least 50 per 
cent of car buyers do not like the current 
sales process, and as much as 90 per cent hate 
haggling. Customers want transparency in 
order to know they have received a fair deal 
through a quick sales process that respects 
their time.

This distaste of the car buying process could 
accelerate the move away from Dealerships. 

FEATURES      Australian Automotive Dealer Association 

FOR SALE



Consumers could shift from purchasing 
vehicles at Dealerships to purchasing them 
online or through a broker offering multiple 
brands and options.

For Dealers, the implications are obvious. 
Revenue opportunities across both Sales and 
Fixed Operations will begin to significantly 
decline as electric and autonomous vehicles 
grow in popularity. Most analysts suggest that 
around 2025 will be the tipping point of the 
autonomous and electric vehicle revolution, 
with growth to rise exponentially from there. 

Adapt to survive

If we fail to adapt, we die. Here are some ways 
you could adjust your business model to 
ensure your Dealership has the best chance of 
surviving in the autonomous driving world.

Fleet ownership of a car sharing business

Car sharing will be the new retail sale. Smart 
Dealers will investigate owning or managing a 
car sharing operation as the new retail will be 
at the car sharing level, not vehicle purchase. 
This will allow customers to continue to 
purchase their transportation needs through 

the Dealership while the Dealer funds the 
capital investment of the vehicles, as well as 
supporting the upkeep and maintenance. 

Repair, maintenance, charging and storage 
of autonomous vehicles

To thrive in the new paradigm, Dealers will 
need to increase their expertise in electronics 
and software repair for autonomous vehicles. 
Service departments will have fewer 
mechanics and more IT consultants, operating 
like a help desk, whether the vehicle is 
physically in front of them or remote.

Autonomous vehicles will also need an area 
to return to during lower transportation 
demand periods as well as to charge batteries, 
which will become a source of revenue. 
Electric charging stations do not require 
the infrastructure of a petrol station, so a 
Dealership provides a great location for both 
charging and storage.

Excellence in online sales

As consumers move away from in-store to 
online purchase, excellence in online sales will 
be critical. Transparency and honesty during 

the sales process will become exceptionally 
important, as online reviews will become the 
main way a consumer picks a Dealership. 
As a vehicle will be able to drive itself to 
the customer’s house for delivery, online 
reviews will replace nearby location as a 
major purchase driver. Whether the sale is 
traditional retail or to sign up for a car sharing 
arrangement, the principles remain the same.

The good news

Although this article might seem like a lot of 
‘doom and gloom’ there are some positives. 
With consumers much less likely to visit a 
Dealership for purchase or servicing, the need 
for large, expensive Dealerships on prime real 
estate will be reduced. This will result in a huge 
reduction in business overheads.

To survive over the mid to long term, 
Dealerships must transform their business 
models and process from the traditional model 
and embrace the electric and autonomous 
vehicle opportunities. A Dealership not willing 
to do that has two choices: sell the Dealership 
now and cash out at the top of the market, or 
watch the business slowly die. The wise owner 
will begin investigating now.
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NFDA SURVEY: MERCEDES DEALERS 
SMILING, JAGUAR DEALERS FROWNING

The UK National Franchised Dealers 
Association (NFDA) has released the 
results of its comprehensive Dealer 

Attitude Survey for Winter 2015-16, and it 
shows that Mercedes-Benz Dealers continue to 
be the most satisfied.

On a scale of 1 to 10, Mercedes Dealers rated 
their likelihood of recommending their brand 
as a franchise option at 9.8, compared to the 
average across all brands of 6.6. The next most 
satisfied were Lexus Dealers with an average 
score of 9.2, followed by Suzuki on 9.0, Audi 
on 8.8 and Kia on 8.7. 

The franchisees least likely to recommend 

their brand were Renault (4.2), Jaguar (4.5), 
Seat (4.5) and Peugeot (4.7) Dealers. 

Perhaps the most startling result was the fall 
in satisfaction amongst Jaguar Dealers, just 
six months after the 2015 summer survey. 
Jaguar Dealers were particularly disappointed 
with their relationship with the manufacturer, 
their satisfaction rating with Jaguar response 
to communications falling from 6.0 to 3.8 and 
with Jaguar’s professionalism from 7.1 to 4.8.

In terms of satisfaction regarding their profit 
return, Mercedes Dealers again topped the list 
with an average score of 9.1/10. Land Rover 
Dealers scored 8.8, with Lexus and Suzuki 
Dealers next on 7.7.

Jaguar Dealers reported the lowest satisfaction 
regarding their profits, with a score of just 2.0. 
Next were Volkswagen and Seat Dealers on 
3.1, with Skoda Dealers at 3.6. 

The average across all brands was 5.4.

Jaguar Dealers were much more optimistic 
about their future profits, although their 
satisfaction level of 4.6 was still at the lower 
end of the scale, and below the average of 5.8. 
Once again, Mercedes topped the lot with a 
score of 9.1, ahead of Lexus (8.2) and Land 
Rover (8.0).

Dealer satisfaction with the required level of 
capital investment was only just on the positive 
side, with an average score of 5.4. This ranged 
from Jaguar Dealers at just 2.9 to Mercedes at 
8.6. 

The only category in which Mercedes Dealers 
did not top the rankings was to the question, 
“How satisfied are you that the volume target 
aspirations of your manufacturer are realistic?”. 
Mercedes Dealers averaged 7.7/10 in response, 
behind Suzuki (8.1), Lexus (8.0) and Kia 
(7.8). It was well down on Mercedes Dealers’ 
previous result in the summer survey, of 8.6. 

Overall, the average rating for this question 
was 4.9, with Renault (2.5), Fiat (2.8) and 
Vauxhall (3.1) Dealers the least satisfied.
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MAZDA CX-3 NAMED AUSTRALIA’S  
BEST CAR

The Mazda CX-3 has won the title of 
Australia’s Best Car, the small SUV 
beating vehicles across 15 categories.

Judges from Australia’s motoring clubs, 
including the RACV, NRMA, RACQ, RACT, 
RAA, RAC and AANT, rated the CX-3 for its 
resale value, comfort, quality and enjoyability.

“The small 2WD SUV is the sort of vehicle 
that Australians just can’t get enough of at the 
moment,” the judges said. 

“The Mazda was consistently strong across 
nearly every judging criterion, with class-

leading scores for depreciation, performance 
and handling, and equal class-leading scores 
for environment, seating comfort, ergonomics, 
build and finish, braking and smoothness and 
quietness. CX-3 buyers are spoilt for choice 
with the most extensive range in the segment: 
the entry-level Neo, mid-range Maxx and 
sTouring, and the high-specification Akari.”

The Hyundai Genesis won Best Large Car 
Under $70,000, Mercedes-Benz C200 Best 
Medium Car Above $50,000, and Kia Sorrento 
Best Family SUV. Mitsubishi Mirage won Best 
City Car, the Hyundai i30 Best Small Car and 
Toyota HiLux Best Ute.

Of the 15 winners, six were manufactured 
in Korea, four in Japan and four in 
Germany, including the Ford Focus ST (Best 
Performance Car Below $50,000).

All the winners

• Mitsubishi Mirage (City Car)
• Hyundai Accent (Light Car)
• Hyundai i30 (Small Car)
• BMW 1 Series (Small Luxury Car)
• Kia Optima (Mid-Size Sedan)
• Mercedes-Benz C200  

(Luxury Mid-Size Sedan)
• Hyundai Genesis (Luxury Sedan)
• Kia Sorento 2WD (Family Car)
• Ford Focus ST  

(Performance Car Below $50,000)
• Mercedes-Benz A45 AMG (Performance 

Car Above $50,000)
• Mazda CX-3 (City SUV)
• Subaru Outback (Family SUV Below 

$50,000)
• Kia Sorento 4WD  

(Family SUV Above $50,000)
• Volvo XC90 (Luxury SUV)
• Toyota HiLux (Four-Door Ute)
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ASIC SCRUTINISING MOTOR VEHICLE 
DEALERS’ INSURANCE PRODUCTS
The Australian Securities and Investments 

Commission (ASIC) has warned that it 
could take action to restrict and more 

closely monitor the practice of Automotive 
Dealers selling or brokering insurance 
products as part of motor vehicle sales.

ASIC’s warning comes as part of two 
reports it released in February, following an 
investigation into the purchase of add-on 
insurance products as part of a motor vehicle 
purchase. 

The reports express ASIC’s concern that 
Dealership sales staff are given strong 
commission incentives to ‘up-sell’ insurance 
products, which make insurance products 
more profitable for Dealerships than the 
primary product – the motor vehicle – being 
sold.

ASIC alleges that these commission incentives, 
along with a lack of transparency and training 
standards in the sale of life insurance products, 
may lead to a climate in which Dealers engage 
(whether deliberately or unintentionally) in 
unfair sales practices and which contributes to 
poor consumer outcomes. 

Car yard life insurance and commission

ASIC was particularly critical of the insurance 
product it called ‘car yard life insurance’. This 
is where a life insurance product - brokered by 
either the Dealer or a related finance broker - 
is offered to a consumer as an add-on product 
to a financed motor vehicle sale, to give a 
payout that meets a customer’s liability under a 
car loan if the customer dies with the car loan 
outstanding,

In its second report ASIC found car yard life 
insurance to be characterised by:

1. relatively higher costs than similar 
products offered by, for example, the 
major banks

2. low incidents of claim payouts relative to 
the premiums paid

3. the up-front payment of premiums 

funded by increased borrowings by the 
consumer from the motor vehicle finance 
provider, and

4. high commissions payable to the dealers 
or related finance brokers.

According to ASIC’s reports, the commission 
amount is usually based on or linked to the 
amount borrowed by the consumer, with 
any increase in the amount of credit to meet 
the cost of the life insurance premium also 
enabling the car Dealer to earn a higher 
commission from the lender.

The key findings

The key findings in ASIC’s first report were 
that:

1. most consumers were not prepared and 
did not know anything about add-on 
insurance products before they got to the 
Dealership

2. by the time consumers were offered 
add-on insurance they were exhausted 
by the purchasing process and, in some 
instances, felt pressured by sales staff, and

3. many consumers could not remember 
what products they purchased, how much 
they had paid. or for what the products 
covered them.

The key findings in ASIC’s second report were 
that:

1. insurers charged consumers substantially 
more for car yard life insurance than for 
ADI-distributed life insurance

2. most insurers charged business-use 
consumers more than personal-use 
consumers

3. car yard life insurance is often 
substantially more expensive than term 
life insurance, even though term life 
insurance provides more cover

4. single-premium policies result in poor 
outcomes for consumers

5. high volumes of car yard life insurance 
are sold to young consumers who are 
unlikely to need it

6. high volumes of car yard life insurance 
are sold to consumers who may not have 
wanted the product, and

7. there are poor claim outcomes for 
consumers.

Follow-up actions 

Having regard to its findings, ASIC has said 
that it will take a number of steps to ensure 
consumers get value from car yard life 
insurance, and this may include:

1. encouraging insurers to review and 
change both the ‘design and value of 
car yard life insurance, including the 
level of supervision of their authorised 
representatives’

2. monitoring the practices of individual 
insurers to ensure that adequate changes 
are made to existing products, and

3. considering:

- taking enforcement action against 
individual insurers

- requiring more detailed disclosure of 
the price of particular products

- introducing additional disclosure 
requirements - such as the proportion of 
overall premiums returned in claims, and

- reviewing training standards for the sale 
of car yard life insurance.

At this stage ASIC has not yet published details 
of any follow-up steps having been taken. 

ASIC also does not appear to have consulted 
with or invited industry stakeholders to 
make submissions as part of its investigation 
before releasing its reports. We understand 
AADA will raise this matter during their 
discussions with ASIC on the flex-commission 
issue.

FEATURES       Australian Automotive Dealer Association 
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Max Kirwan Mazda has been hailed as 
Victoria’s best new car Dealer.

Based in Preston, Max Kirwan Mazda 
was a big winner at the inaugural VACC 
Industry Awards held at the Regent Theatre, 
Melbourne, on Saturday, 7 May.

Max Kirwan Mazda won the Best New Car 
Dealer award after a statewide search by the 
Victorian Automobile Chamber of Commerce 
(VACC), the peak body for Victoria’s 
automotive industry.

Established in 1968, Max Kirwan Mazda has 
grown to become the largest solo site Mazda 
Dealership in Australia on the back of its 
motto: ‘The customer comes first’.

Max Kirwan, an important figure in the 
industry since 1946 and whose contribution 
led to him receiving an Order of Australia 
award, was highly commended by VACC 
Executive Director, Geoff Gwilym.

“Max Kirwan Mazda won the Best New Car 
Dealer award on the strength of its impressive 
commitment to community engagement, and 
business and industry promotion,” Mr Gwilym 
said. 

“VACC initiated the Industry Awards to 
recognise and promote those businesses that 
set the bar high and go above and beyond. 

MAX KIRWAN MAZDA WINS MAJOR 
INDUSTRY AWARD

Max Kirwan Mazda certainly does that.” 

The VACC Industry Awards featured 21 
categories that included achievement in 
mechanical and body repairs; car, motorcycle, 
truck and farm machinery sales; tyre retailing; 
auto recycling, and service station, towing, 
aftermarket and retail business operations. 

More than 200 applications were received 
for the 2016 Awards. A panel of expert 

judges, whose decisions were audited by a 
Standards Australia representative, made 
their assessments based on customer service, 
training, occupational health and safety, 
environmental compliance and more.

“In the face of strong competition motorists 
can be assured that any business winning a 
VACC Industry Award this year is a quality 
business. Clearly Max Kirwan Mazda is in that 
category,” Mr Gwilym said. 

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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AADA
NATIONAL DEALER

MELBOURNE CONVENTION & EXHIBITION CENTRE

CONVENTION
6-8 SEPTEMBER 2016

AADA is gearing up for the biggest 
and best AADA National Dealer 
Convention yet, with the entire event 

to be held within our largest-ever Trade 
Expo, purpose-built within the Melbourne 
Exhibition Centre.

Legendary journalist Ian Leslie returns to host 
the Convention for the fourteenth consecutive 
year. For more than a decade Ian has been 
AADA’s go-to man, combining thorough 

ALL NEW TRADE EXPO FEATURE OF AADA
research and incisive questioning with 
charming presentation skills, acute sense of 
humour and his renowned integrity.

We’ve booked out Bays 1 and 2 of the 
Melbourne Exhibition Centre and we’re 
purpose building the whole Convention inside 
that area. It makes it super-convenient for 
delegates and exhibitors alike to move from 
session to session, taking in the products and 
services on display as they do. 

Just as well everything is so conveniently 
located because there’ll be a lot more to take in 
this year than at previous Conventions. We’ve 
increased the number of booths by 30% on 
last year, showcasing even more of the latest 
innovative solutions for your business and 
operational needs.

Read on for all you need to know about the 
2016 AADA National Dealer Convention. 
Visit www.aadaconvention.com.au

Register online now... 
www.aadaconvention.com.au

BETTER
OUTCOMES

 Building

FEATURES       Australian Automotive Dealer Association 



2016 AADA NATIONAL DEALER CONVENTION
BUILDING BETTER OUTCOMES
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The AADA National Dealer Convention is the premier annual gathering of retail Automotive 
Dealers and allied industries. Dealers from all over Australia come to listen to and discuss with 
local and international experts on all aspects of Dealership operations, as well as learn the 
status of policy debate on the issues that will shape the future of our industry. Our purpose-
built, largest-ever Trade Expo showcases new products and innovations, while our social and 
entertainment program ensures it is not all work and no play.

Register online at www.aadaconvention.com.auHOW TO REGISTER 
YOUR ATTENDANCE

VENUE

WORKSHOP 
RECORDINGS

HOTEL

BOOK YOUR 
MEETING

REGISTER

SPECIAL 
EVENTS

Melbourne Convention & Exhibition Centre 
1 Convention Centre Place, South Wharf Victoria. 
Just a 20 minute drive from Melbourne airport 
and a short stroll to the city centre. 

Parking: MCEC has 1060 undercover parking 
spaces available, managed by Wilson Parking. 
Entrance and exit off Normanby Rd, with a 
height restriction of 2.2 metres. Open 24/7. 
There is also parking available at Siddeley St, 
Freeway Parking,  
South Wharf  
Parking, and  
Munro St Parking.

Crown Metropol Melbourne
8 Whiteman Street, Southbank 
Victoria 3006 Australia

With workshop sessions running concurrently 
and non-repeating, it is impossible for any one 
person to get to all 12 sessions. That doesn’t 
mean you have to miss out on the great info 
on offer. AADA will capture each session on 
video and make them available for purchase.  
From $59 per workshop.

Meeting space is available for OEM, 
National Dealer Councils and businesses 
attending the Convention. Spaces are 
available for groups as small as 10 and as 
large as 200. To arrange a meeting space 
please contact Shelly Scott on 03 9576 
9944 or shelly@aadaconvention.com.au

The 2016 AADA National Dealer Convention 
has seven Special Events with engaging 
entertainment and guest speakers.  
Each event requires a booking fee.

Booking Fee $45 inc. GST

Tuesday Super Sessions $99* inc. GST 
Member $695 inc. GST
Non member $995 inc. GST

From $275 
per night

*To attend either session, at least one member from your 
dealership must be registered as a AADA 2016 National 
Dealer Convention Delegate.

PROUDLY SUPPORTED BY

Autotraining

CONTACT US FOR 
MORE INFORMATION

Convention Manager: Shelly Scott   03 9576 9944   shelly@aadaconvention.com.au 

Expo Enquiries: Geoff Vine   03 9576 9944   geoff@aadaconvention.com.au



THE new AADA EXPO
 WEDNESDAY 7 & THURSDAY 8 SEPTEMBER 2016    8:30AM-6:30PM BOTH DAYS

THE PENTANA SOLUTIONS
TRADE LUNCHEON
AADA’s decision to revamp the Convention floor layout means that the entire event 
is contained within an expanded Trade Expo. That makes it ultra-convenient for 
delegates and exhibitors alike. The Pentana Solutions Expo Luncheon has a long 
history of bringing everyone together at the Convention and this year is sure to be 
no exception.

 WEDNESDAY 7 SEPTEMBER 
 12:30PM

FUCHS LUBRICANTS PRESENT
THE FUCHS BUSINESS 
NETWORKING HOUR
Many a friendship has been made at the Convention. The Fuchs 
Business Networking Hour is a great chance for automotive 
professionals from all over Australia to come together and 
exchange ideas, catch up with old friends and make new  
contacts. Get lubricated and get networking!

 WEDNESDAY 7 SEPTEMBER   5:30PM

ALL NEW EXPO  
EXHIBITION HALLS 1 & 2

EXCITING PRODUCTS 
& SERVICES FOR ALL 
DEALERSHIP DEPARTMENTS 

ALL CONVENTION WORKSHOPS 
HELD IN THE EXPO
LIVE PRODUCT DEMOS 
HELD THROUGHOUT THE EXPO 

SO MANY SOLUTIONS 
FOR SALES, SERVICE, PARTS, 
CRM AND MUCH MORE!

EXPO PASS 
VISIT THE EXPO FOR YOUR 
CHANCE TO WIN $5,000 CASH
See terms & conditions on the pass on your convention satchel. 
Expo pass to be completed by exhibitors. Must be present at 
draw to be eligible to win.



PRESENTS THE INDUSTRY RELATIONS LUNCHEON

THE CHANGING AUTO INDUSTRY

DAVID BLACKHALL
David is an industry icon: Former Managing Director of Jaguar Land Rover Australia, 
Ex-FCAI treasurer & headed J. Walter Thompson, Ford’s advertising agency. David 
will address the industry’s changing face, including the importance of advocacy now 
that Australian manufacturing is ending and Dealers are set to play a more prominent 
role in terms of investment. 

 TUESDAY 6 SEPTEMBER   12:15PM

2016 AADA NATIONAL DEALER 
CONVENTION PROGRAM
 6-8 SEPTEMBER 2016    MELBOURNE CONVENTION & EXHIBITION CENTRE

JD POWER PRESENTS
WHAT EXACTLY DELIGHTS AND  
FRUSTRATES THE CUSTOMER
LOI TRUONG & MOHIT ARORA 
Mohit Arora and Loi Truong delve deep into years of tracking data to uncover 
how Australian customers have evolved. Learn what customers desire in their 
dealership experience and understand the challenges of better-informed customers 
demanding transparency. Recognise the factors that won’t just satisfy your 
customers, but delight them. Know the pitfalls to avoid, ensuring you don’t drive 
potential buyers away through frustration.

 TUESDAY 6 SEPTEMBER   4:00PM

Send your team...

SUPER TUESDAY TEAM EVENTS
MUST ATTEND: NEW & USED SALES STAFF,  

SALES MANAGERS & FIXED OPERATIONS STAFF

TUESDAY 6TH  
SEPTEMBER 
7PM - 10PM

$99*

PER PERSON

FIXED OPERATIONS 
LLOYD SCHILLER

A SERVICE & PARTS TEAMWORK 
EXPLOSION FOR ADDITIONAL 

PROFITS & CUSTOMER 
RETENTION

SALES 
PAUL CUMMINGS

A PATH TO SALES 
SUCCESS - IMPLEMENT, 

HUSTLE & EXECUTE 

*To attend either session, at least one member from your dealership must be registered 
as a AADA 2016 National Dealer Convention Delegate. Price includes GST.

 TUESDAY 6 SEPTEMBER   7:00PM

MTAA SUPER PRESENTS



ADVOCACY. AN INDUSTRY LEADERSHIP DISCUSSION HOSTED BY JOHN MELLOR
TERRY KEATING, BRUCE MCDONALD, TONY WEBER & DOUG DICKSON
Few people in Australia have as much experience, knowledge 
and passion for the automotive industry as John Mellor. John is 
universally respected for his knowledge of the auto industry and 
its challenges and for the passion that drives him after more than 
45 years. Together with AADA Chairman Terry Keating, CEO 
Bruce McDonald, FCAI CEO Tony Weber and AMDC Chairman 
Doug Dickson, this is sure to be a lively debate.

Providing services to more than 1000 dealerships in Australia and 
New Zealand, Deloitte Motor Industry Services has more information 
regarding dealership and franchise financial and profitability needs 
than any other organisation. Knowledge is power: arm yourself!

BEHIND YOUR SALES REPORT CARD: 
TARGETS & EVALUATING PERFORMANCE
RANDY BERLIN & 
DAVID CAIN URBAN SCIENCE

AADA CHAIRMAN’S ADDRESS
TERRY KEATING

AUTO ECONOMICS
DR BERNARD SALT

Terry 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 more than 40 years.  He 
continues to act as a powerful voice for Dealers 
in both the political and everyday arenas.

Bernard is one of Australia’s leading social 
commentators. He founded the specialist 
advisory business, KPMG Demographics. 
He is best known for identifying and tagging 
new tribes and social behaviours, such as 
‘the sea change shift’, ‘the man drought’, 
‘pumcins’ and ‘the goats cheese curtain’.

AADA GENERAL SESSION
HOSTED BY IAN LESLIE
 WEDNESDAY 7 SEPTEMBER   2:00PM

MACQUARIE PRESENTS

AADA DEALER SYMPOSIUM
HOSTED BY JOHN MELLOR
 WEDNESDAY 7 SEPTEMBER   9:15AM

DELOITTE MOTOR 
INDUSTRY SERVICES 
2016 INDUSTRY 
OVERVIEW UPDATE

Randy has helped Dealers accelerate new 
vehicle sales and service performance. 
David leads Urban Science in the Pacific  
region, delivering solutions across  
its broad automotive client base.

 9:15AM  9:15AM

 9:15AM

 2:00PM  2:00PM

 2:00PM

LEVERAGING DIGITAL TO  
REACH CUSTOMERS IN THE  
MOMENTS THAT MATTER
RICHARD WOLSTENHOLME
Richard leads Google Australia’s Automotive 
team, examining changing trends and 
technologies, imagining future business 
environments and advising strategies.

 2:00PM

OPENING KEYNOTE ADDRESS
MARTIN BENDERS MAZDA MD
Martin played a key role in Mazda’s growth in  
Australia. He spent three years in Hiroshima as 
General Manager of Mazda Motor Corporation’s 
global marketing division, before moving to 
Mazda Motors Europe’ headquarters in Germany 
as Vice-President of its European  
sales operations.



2016 AADA MANAGEMENT WORKSHOPS
SOLUTIONS FOR EVERY DEALERSHIP DEPARTMENT

 THURSDAY 8 SEPTEMBER 2016    9:30AM-4:00PM

STOP THE TURNOVER IN 
YOUR SALES TEAM
DAVE BENSON

3 STEPS TO INCREASE 
AFTERMARKET SALES 
PROFITS BY 25%
TRAVIS CLARK

ATTRACTING & RETAINING 
WOMEN IN AUTOMOTIVE 
RETAILING
YVONNE BOWYER

PROACTIVE DEALER 
RESPONSE TO IMPACTING 
TECHNOLGY
DIANA SYKES

CATAPULT YOUR 
DEALERSHIP SERVICE AND 
PARTS PROFITS THROUGH 
SMART OPERATIONS
LLOYD SCHILLER

THE RISE OF MOBILE 
MESSAGING AND WHAT 
YOUR DEALERSHIP NEEDS 
TO DO ABOUT IT
ADAM FLEGGE

ACL, FIXED OPERATIONS 
& WARRANTY AUDITS 
UNMASKED
ALAN BERGMAN

LIVING AS A LEADER
PAUL CUMMINGS

USING SCIENCE TO 
NAVIGATE YOUR WAY 
TO IMPROVED SALES & 
PROFITS
RANDY BERLIN

UPGRADING THE SERVICE 
EXPERIENCE TO GROW 
LOYALTY AND PROFITS
GREGG MANSON

13 BULLETPROOF 
STRATEGIES TO IMPROVE 
YOUR SOCIAL MEDIA ROI
DIMITRI KOTOV

F&I: DIMINISHING RETURNS 
INCREASE OPPORTUNITIES
SARAH KERSLAKE &  
CRAIG HAWKINS 

Dealers must realise they are in 
the business of mobility. Diana 
will highlight 10 practical, low-
cost, tried and tested business 
activities designed to enable 
the delivery of flexible, relevant, 
accurate and reliable  
mobility services.

Every major automotive 
manufacturer has worked with 
Paul. Over 6000 dealerships 
have attended his life-changing 
retreats, subscribed to his 
online training, or hired him for 
in-house training days. Paul 
instructs leaders on how to start 
with themselves to increase their 
own personal capacity to learn, 
grow, and make a  
difference.

Yvonne guides automotive retail 
business owners to maximise 
organisational performance 
through people, culture, 
processes and systems,  
strategic management, 
leadership, strategic marketing, 
sales effectiveness and gender 
diversity.

Alan is an expert in fixed 
operations. He will focus on  
the new Australian Consumer 
Law, the challenges this  
presents for dealerships,  
how to overcome these  
and even use the law to  
your advantage.

If your sales people lack 
hunger, passion or strategy, 
you will get slaughtered! 
Travis provides your 
staff with the processes, 
confidence and skills to do 
the things that generate a 
significant growth in profit.

Adam Flegge is a technology 
evangelist. His passion for 
research and technology means 
he has his finger on the pulse of 
today’s most important trends, 
bringing a fresh perspective  
to dealerships.  

Gregg has managed all levels of fixed 
operations, including strategy,  
growth, process improvement, 
budgeting and administration.  
His compelling views on  
achieving service experience- 
led success have been  
published in Wards Auto  
and Dealer Magazine. 

Lloyd has presented over 40 
two-day seminars for NADA. 
His Driving Service program has 
seen Chevrolet, Buick, GMC and 
Cadillac all finish in JD Power’s 
Service CSI Top 5 amongst  
Mass Appeal Dealers.

After 21 years with Ford, Randy 
now applies Urban Science’s 
dealership analytics solutions to 
help Dealers improve sales  
and profits and assist 
automakers to efficiently  
manage Dealer networks.

 9:30AM  9:30AM  9:30AM

 10:45AM 10:45AM 10:45AM

 1:45PM

 3:00PM  3:00PM  3:00PM

 1:45PM  1:45PM

A social media expert, Dimitri 
works with a significant number  
of automotive Dealers all  
around Australia. His approach  
to Facebook marketing and  
online reputation-building is 
cutting-edge. Don’t miss this  
compelling presentation.

Achieving the 
maximum F&I return 
is critical. Business 
Managers need to be 
involved in the entire 
process, prioritising 
the resources of the 
F&I department.

Dave trains leaders in 
dealerships to become better 
motivators, encouragers and 
sales coaches. His focus is 
to make each dealership an 
attractive place to work, and 
in turn an attractive place for 
customers to buy cars.



SWANN INSURANCE BREAKFAST
WITH TRIPOD
Start your day with a laugh, courtesy of musical comedy trio Tripod. Over two 
decades, Scod, Gatesy and Yon have become one of Australia’s most beloved 
and enduring acts. A fixture at the Melbourne International Comedy Festival 
since 1997, they are also regulars at the Edinburgh Fringe, Montreal’s Just For 
Laughs, and countless music festivals.

 THURSDAY 8 SEPTEMBER 
 7:00AM - 8:30AM

AADA SPECIAL EVENTS
& ENTERTAINMENT
MORE THAN JUST BUSINESS - BE INSPIRED AND ENTERTAINED!

CARSALES LUNCHEON
LITTLE THEORIES OF LIFE 
BY PETER FITZSIMONS
A former Wallaby, Peter has become a prolific author, respected columnist, 
radio host and Australia’s most popular after-dinner speaker. You get to hear 
him at lunch, sharing his knowledge gained from interviewing some of the 
biggest names in the world.

 THURSDAY 8 SEPTEMBER 
 12:15PM - 1:45PM

ALLIANZ COCKTAIL EVENT
SPECIAL GUEST 
SHANE JACOBSON
Shane is arguably the hardest-working man in Australian showbiz. He won 
a string of awards for Kenny in 2006, including the Best Actor AFI Award. 
His autobiography, The Long Road to Overnight Success, was a number 1 
bestseller. Don’t miss him.

 WEDNESDAY 7 SEPTEMBER 
 7:30PM - 9:30PM

SNAP 21 AUSTRALIA PRESENTS
GET UP IT’S SEPTEMBER 
WITH SAM KEKOVICH
From footballing great to deadpan comedy star, Sam is a brilliant raconteur, 
delivering hilarious stories about the characters and circumstances he has 
encountered in more than four decades in the public eye. You know it makes 
sense. He’s Sam Kekovich.

 WEDNESDAY 7 SEPTEMBER 
 7:00AM - 8:30AM



THE MANHEIM AUCTION  
EVENT LIVE AT AADA
FOOD & BEVERAGES PROVIDED
 THURSDAY 8 SEPTEMBER   4:15PM SHARP

Manheim is Australia’s largest provider of automotive auction services, holding weekly used car auctions for everything 
from passenger, Government, SUV & 4WD’s, commercial, clearance and prestige vehicles to trucks, trailers, 
motorcycles, machinery and more. This special event is sure to be a highlight of the convention, so make sure you’re 
there!

$5000 CASHWIN Visit the Expo and use your Expo Pass to enter the  
draw to win $5000 cash, drawn at the auction.

See terms & conditions on the pass on your convention satchel. Expo pass to be completed by exhibitors.  
Must be present at draw to be eligible to win.

P L A T I N U M  S P O N S O R S :

G O L D  S P O N S O R S :

P R I N C I P A L  S P O N S O R S :

Autotraining

2016 AADA NATIONAL
DEALER CONVENTION
 6-8 SEPTEMBER 2016    MELBOURNE CONVENTION & EXHIBITION CENTRE
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INTERNATIONAL RELATIONS AND CRM 
THE FOCUS OF NADA TOUR

The largest AADA study group in seven 
years (97 delegates) enjoyed an action-
packed, business-centric time at the 

2016 NADA Convention in Las Vegas in late 
March/early April.

Heading the group were former AADA CEO 
Patrick Tessier (running his 19th study tour to 
NADA) and his successor, Bruce McDonald. 

The highlight of the trip was the second annual 
AADA International Relations Dinner, which 
was attended by the 2015 NADA Chairman, 
Bill Fox, as well as three of his predecessors 
(Jack Kain, Dave Westcott and Forrest 
McConnell), plus the President and Vice-
President of NADA (Peter Welch and Mike 
Regan, respectively) and NADA International 
Affairs Director, Albert Gallegos. 

This dinner has become the go-to event for 
many US and international industry leaders, 
and the fact they attended the dinner at the 
same time as GM was holding its international 
cocktail party shows the high regard with 
which AADA is held. Also in attendance were 
Mr Shen Jinjun, Executive Chairman of the 
China Automotive Dealer Association, and 
representatives from Dealer associations of 
nations including France and Brazil. 

Mr Tessier said he was very pleased with 
the recognition AADA received from the 
international Dealer community and hoped 

the exchange of valuable information would 
continue to grow.

“It’s important, because there a lot of 
similarities. Governments interact with Dealer 
associations around the world in very similar 
ways to how our government interacts with 
us,” he said. 

“A lot of the complex policy issues that we 
face, those countries face as well. They might 
be slightly different, but in the main they have 
the same issues that we have. So to learn from 
their experiences –  which has always been my 
goal – is helpful.”

That’s why Mr Tessier and AADA helped 
found the International Dealer Associations 
Working Group, to discuss common issues 
and share solutions.

The other highlight of the tour was the visit 
to two AutoNation Dealerships. The AADA 
delegates split into two groups, one visiting 
AutoNation Nissan and the other AutoNation 
Toyota. What struck delegates was the contrast 
between the similar themes faced by the US 
and Australian markets, but the different 
procedures in place to tackle them.

“In America they have what’s called a ‘desking’ 

FEATURES      Australian Automotive Dealer Association 

Bill Fox (NADA Chairman 2015) and Forrest McConnell (NADA Chairman 2014 )

Forrest McConnell, Bill Fox and Patrick Tessier (AADA Convention Director)
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system. The sales manager doesn’t have an 
office, he sits at a desk on the showroom floor. 
He manages the traffic, makes sure everyone 
gets attended to, authorises whatever deal may 
or may not get done, manages the trade-in 
valuations. It’s a very different operation to 
what we do in Australia, so that was very 
enlightening,” Mr Tessier said. 

“My take-out from it was that there’s a lot to be 
said for how we present the Dealership and the 
inventory. My stand-out in that Dealership was 
the presentation of everything they do to what 
the customer actually sees. 

“All the cars, whether they were new or used, 
the display was pristine. The used cars looked 
like they were new cars. Everything was 
uniform. It was really a big lesson. A used car 
is actually a new car to the customer who’s 
buying it, and they understand that very well.”

Another difference was AutoNation’s aim to 
deliver each car as it was sold, on the spot. 

“It doesn’t happen with everybody because 
they might have a credit query, but in the 
main, that’s what they do,” Mr Tessier said.

“If they sell a new car, all their cars are already 
prepared and ready to go.”

The 2016 NADA Convention had its largest-
ever range of internet and digital solutions, 
with a great emphasis on CRM.

“That’s interesting, because whilst we all know 
that the best customer we have is the one we’ve 
already got, in Australia we’re actually quite 
poor at understanding that,” Mr Tessier said.

“We could learn a lot from the Americans, 
because they certainly have come to the 
conclusion that that’s where the future is. It’s 

not in discounting cars and making certain 
we gut the gross out of every single car, it’s 
about building referrals, and building your 
reputation. I got that take-out when I was in 
the AutoNation Dealership, and I certainly 
got it when I was in the workshop program 
at NADA. The exhibition was flooded with 
companies offering CRM solutions.

“The exhibit is like a barometer of where the 
market sits, because there’s 600 companies 
displaying a product and/or service for the 
Dealers. There was a strong flavour of CRM 
in the exhibit this year, and in the workshop 
program.”

Bill Fox

Patrick Tessier and James Bazuik (General Manager, AutoNation Nissan Las Vegas)

Bill Fox, Mrs. Ye and Patrick Tessier

AutoNation Nissan Las Vegas - Showroom

AADA NADA Study Tour Delegates on a dealership tour at AutoNation Nissan Las Vegas



PARALLEL IMPORTS THREATEN SALES 
SUCCESS – WEBER

HONDA TO RELEASE CLARITY  
LATER THIS YEAR

The record number of new vehicle sales 
in April comes at a time when the motor 
industry is facing a threat to jobs and 

growth from proposed new parallel import 
legislation that would allow vehicles to be 
imported without the protection of a warranty.

Chief Executive of the Federal Chamber of 
Automotive Industries, Tony Weber, said the 
continued sales growth in the industry was 
indicative of the fierce price-competitiveness 
of the Australian new car market, and that 
this vigorous tax and employment-generating 
segment of the economy was facing significant 
uncertainty under the proposed Government 
legislation.

“By the Government’s own modelling, at least 
30,000 sales could be lost out of our market, 
consumer protection diminished, and jobs 
exported overseas when this new legislation is 

For years we have heard that hydrogen 
fuel cells were the clean energy engines 
of the future, converting hydrogen gas 

into electricity, with heat and water the only 
by-products. That future comes a step closer 
in 2016, when Honda releases the Clarity – its 
answer to the Toyota Mirai released last year.

Hydrogen fuel cells vehicles do already exist 
but there has been precious little uptake, 
not least because of the lack of supporting 
infrastructure. Hyundai has the ix35 Fuel 
Cell, the first hydrogen-powered car to be 
mass-imported into Australia, but had to 
build its own refuelling station at its Sydney 
headquarters. That’s hardly what you’d call 
user-friendly or practical for drivers outside of 
the immediate area.

Honda plans to build up to 1200 Claritys per 

introduced,” Mr Weber said.

“The April record provides further evidence 
that the industry is price-competitive, offering 
great value to buyers, delivering jobs and 
investment, and is in no need of change.

“We are just a handful of months into 2016 
and already the market is on target for another 
record. And yet the Government wants to put 
this investment, these jobs, this tax revenue, at 
risk. It makes no sense.”

year. They have a range of around 500km, 
can generate 100kW and reach a top speed of 
200kmh.

Honda says it has reduced the cost of 
producing the fuel cell by 90 per cent from the 
original Clarity FCX, which was first produced 

in 2008. However, the carbon fibre hydrogen 
tanks are still expensive. 

Honda is collaborating with GM on a new, 
cheaper, tank and fuel cell system that it hopes 
to have  production-ready by 2020.

FEATURES       Australian Automotive Dealer Association 



FCAI, WORKSAFE AT ODDS  
ON ATV SAFETY
After some to-ing and fro-ing, WorkSafe 

Victoria now accepts operator 
protection devices (OPDs, also known 

as Crush Protection Devices or CPDs) fitted 
to a quad bike as part of the solution to 
controlling the risk to operators in the event of 
a rollover. 

This means that if an employer wants to use a 
quad bike in the workplace and there is a risk 
of rollover, WorkSafe will require a suitably 
designed and tested OPD to be fitted.

It doesn’t mean any changes to current 
legislation or make rollover protection 
mandatory for all quad bikes, however it does 
apply to quad bikes used in workplaces – and 
many farms will fall into this category.

In some cases and depending on the 
circumstances, recreational use of quad 
bikes might also be covered by Victorian 
occupational health and safety laws

According to WorkSafe, “If the duty holder 
under the law (usually the employer) has 
determined that there is a risk of the quad bike 
rolling over, they are obliged to eliminate the 
risk if they can (for example, by stopping the 
task or using a different type of vehicle). If the 
risk cannot be eliminated then the employer 
must control the risk so far as is reasonably 
practicable.

“WorkSafe is now saying that rollover 
protection is an appropriate risk control 
measure.”

Federal Chamber of Automotive Industries 
(FCAI) Chief Executive, Tony Weber, said the 
change is at odds with the most reliable science 
on the matter, which shows OPDs may cause 
as many new injuries as they prevent.

“It also flies in the face of the conclusions 
of the deputy state coroners who recently 
conducted Coronial Inquests in NSW and 
QLD,” he said.

“Both coroners found there is insufficient 
evidence to make any such recommendation, 
and recommended instead that the proponents 
of OPDs should first and foremost focus on 

establishing the safety and benefits of the devices.

“If WorkSafe Victoria has new scientific 
evidence to support their position on OPDs, it 
should disclose that evidence immediately and 
put it in the public domain for all ATV users.”

WorkSafe Executive Director of Health and 
Safety, Marnie Williams, said WorkSafe had 
been closely following the debate on the 
suitability of rollover protection on quad bikes 
for a number of years. This included the views 
put forward by the manufacturers.

“We have also been listening to the concerns of 
the medical profession, hospitals, community 
groups and agricultural safety bodies about 
the high fatality and injury toll associated with 
quad bike use,” she said.

Ms Williams said there was enough collective 
evidence from several coronial inquiries, 
hospital injury data and academic research 
to convince WorkSafe that this was the right 
thing to do.

“The simple fact is that doing nothing is no 
longer an option,” Ms Williams said. “We are 
confident that, when added to our current 
quad bike activities, these extra measures will 
help save lives.”

Ms Williams said WorkSafe would continue 
to consult with farmers and other industry 
stakeholders about the changes, in particular 
its new approach to rollover protection.

“It’s important to stress that the rollout of our 
quad bike strategy is in its early stages. We will 
give duty holders the information – and the 
time – they need to prepare themselves for this 
change to come into effect,” Ms Williams said.

Ms Williams said WorkSafe was developing 
a risk assessment tool that would help duty 
holders determine when rollover protection 
should be fitted.

“WorkSafe will keep talking with key industry 
groups and seek their feedback and input. 
We would expect to begin compliance and 
enforcement activity in the next 12 to 18 
months, subject to the feedback we receive.”

WorkSafe’s new approach also includes:

• a communications and awareness 
program to promote farm safety and 
advise quad bike users of the change in 
WorkSafe’s enforcement approach

• a new risk assessment tool and updated 
education and guidance material for 
employers and quad bike users

• supporting the development of a star 
rating system for quad bikes and side-
by-side vehicles with other state OHS 
regulators, and

• contributing to an Australia-wide 
initiative to develop a national design 
standard for OPDs fitted to quad bikes.

Mr Weber said WorkSafe should have focused 
instead on known safety practices that were 
proven to significantly improve rider safety.

These practices include the wearing of 
a helmet and safety gear, never allowing 
children on adult-sized ATVs, never allowing 
passengers on single seat ATVs and never 
riding under the influence of drugs or alcohol. 
They also include undertaking training and 
reading, and following the owner’s manual.

Mr Weber backed calls by researchers from 
The University of Adelaide’s Centre for 
Automotive Safety Research (CASR), urging 
ATV riders to undertake training, follow 
known safety practices and ensure their vehicle 
is appropriate for the task at hand.

“Safety agencies in the US have concentrated 
their efforts on known safety practices and this 
has seen significant safety improvements,” he 
said.

“The FCAI urges WorkSafe agencies in 
Australia to encourage known safety practices 
to achieve immediate improvements for rider 
safety.

“ATVs are an important workhorse on 
properties throughout rural Australia. 
We encourage all users to mitigate risks 
by employing known safety practices and 
regularly assessing the way their ATV is being 
used.”
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In the light of recent fuel consumption and 
emissions scandals across the globe, we 
have to wonder if fuel consumption stickers 

actually mean anything. Are they worth the 
paper they are printed on?

Mitsubishi Motors is the latest car maker to 
admit that its employees falsified fuel economy 
data for several vehicle models.

The tests involved 157,000 of its own city 
runabouts and 468,000 vehicles produced for 
Nissan.

None of the vehicles mentioned are sold 
in Australia, but the company says it plans 
to investigate whether data was altered for 
vehicles sold overseas.

The Mitsubishi admission is the latest in a 
series of mea culpas issued by leading car 
makers caught fiddling with fuel consumption 
figures.

Volkswagen has admitted to installing cheat 
devices on some vehicles to improve emissions 
results, while Kia and Hyundai were forced to 
pay fines in the United States after overstating 
fuel economy claims.

The revelations have put increasing pressure 
on regulators to take a greater role in testing 
vehicle emissions and fuel economy.

At the moment authorities trust the car makers 
to perform a laboratory fuel economy test that 
is supposed to replicate real-world driving.

But the makers have become expert at getting 
lower figures by deliberately tweaking cars 
for the test itself, rather than for real-world 
economy. They pump up tyres to get less 
resistance, disconnect alternators, use low 
friction oil and remove the spare tyre to reduce 

ARE FUEL CONSUMPTION STICKERS 
WORTH THE PAPER THEY ARE  
PRINTED ON?

weight. Some have been known to test at high 
altitude for a better result.

In the case of Mitsubishi, tyre pressure data 
was falsified to make mileage appear better 
than it actually was.

Most car executives will privately admit that 
fuel economy windscreen stickers on most 
vehicles are optimistic to say the least.

The Australian Automobile Association 
(AAA) said earlier this year that it would 
conduct independent real-world tests on 30 
popular models over the next 18 months to 
highlight the flaws in the current system.

The initial list of 30 vehicles is yet to be 
determined, but it will include petrol and 
diesel models.

The tests will mirror those being conducted 
by similar bodies overseas, but the AAA will 
prioritise models sold here.

The AAA says it is vital car buyers can believe 
the fuel economy and pollution ratings on the 
showroom labels.

Michael Bradley, chief executive of the AAA, 
said the organisation is “very concerned that 
the government currently has no capacity to 
test, audit or enforce elements of its current 
vehicle emissions regulatory regime”.

Mr Bradley said the debate about Australia’s 
current vehicle emission standards “risks being 
rendered meaningless unless a more relevant 
testing regime is put in place”.

“The Volkswagen scandal clearly shows that 
regulators across the globe now need to be 
assessing the emissions produced by vehicles 
in the real world, not just those produced in a 
laboratory,” he said.

The AAA aims to source the cars 
independently rather than borrow them from 
manufacturers, so they are indicative of what 
the public buys.

The testing will also use fuel bought at a petrol 
station, not special ‘laboratory fuel’.

A technical expert at the AAA, Craig 
Newland, said several overseas governments 
have started doing ‘real driving’ emissions tests 
because they recognise the lab tests don’t tell 
everything. 

“Our concern is that there are some vehicles 
sold in Australia that are not sold overseas 
and we need some capability here to be able to 
assess those properly in the future,” he said.

The NRMA has also joined the argument, 
claiming that fuel consumption figures on 
the windscreen stickers on new cars can be 
almost 50 per cent optimistic compared with 
real-world use.

The Land Rover Discovery Sport SD4 2.0-litre 
turbo diesel averages 6.1L/100km according 
to Land Rover and the Green Vehicle Guide. 
When the NRMA tested the vehicle it averaged 
9.0L/100km, or 47.5 per cent more than the 
official figure.

News Limited  
CarsGuide Team 
Contributor
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The Australian Consumer Law (ACL) 
commenced on 1 January 2011. It is 
a single generic consumer protection 

law that applies across Australia and is to be 
reviewed this year. An Issues Paper published 
in March 2016 raises questions and matters for 
comment, but it is not an exhaustive list.

The ACL is a very important piece of 
legislation for Dealers as it applies not only 
to virtually all dealings with consumers but, 
additionally, in respect of some dealings with 
distributors.

Accordingly, Dealers and Dealer bodies 
should participate in and write submissions 
to the Treasury on any area of the ACL that 
affects Dealers. The closing date for written 
submissions is Friday, 27 May 2016.  

Whilst the AADA will make a detailed 
submission on behalf of Dealers generally, 
based on its policy positions, some Dealers 
may consider it necessary to write individual 
submissions based on personal experiences 
and circumstances. The AADA encourages 
and welcomes any feedback or experiences 
that Dealers have had in relation to the ACL 
in order to assist it with the drafting of its own 

Australia adopted the European emissions 
standard and fuel consumption test in 2003. 
This test is used to obtain the official figures 
claimed by car makers. It consists of five 
simulated city and highway driving cycles 
over a total of 11km. The laboratory tests are 
done by the car makers themselves and the 
government takes them on face value.

The combined average consumption figure is 
arrived at by weighting the urban and highway 
numbers and adding the two to get an average 
for the final figure.

The fact that 63.1 per cent of the average 
comes from the highway part of the test 
explains why the combined figure can be so 
misleading, unless you do 63.1 per cent of 
your driving on the highway. If you live in a 
capital city, your car’s actual fuel consumption 
will always be much higher than the official 
combined average, especially with big, heavy 
cars and 4WDs.

“The official Australian test doesn’t reflect the 
fuel consumption that owners will get,” says 
NRMA engineer Jack Haley.  

“The closer we can get to real-world figures, 
the better.”

The Australian Government has established a 
forum on vehicle emissions and Minister for 
Major Projects, Paul Fletcher, says it will be 
“an opportunity to fully investigate the issue of 
vehicle testing as well as many other issues in 
relation to vehicle emissions”.

Through the year there will be public 
consultation meetings and a discussion paper 
seeking feedback. 

AUSTRALIAN CONSUMER LAW REVIEW 
 – A DEALER’S PERSPECTIVE

submission.  

On what issues should Dealers focus?

Lemon Laws

‘Lemon laws’ are once again an issue under 
consideration. 

How can Dealers demonstrate that there is no 
consumer benefit in lemon laws?

• Dealers are encouraged to comment on 
their experiences of the effectiveness 
of the new consumer guarantee of 
‘acceptable quality’; whether consumers 
are aware of their rights, and whether 
the distributors have also adopted a new 
approach since the introduction of the 
ACL which, significantly, already includes 
a right to a refund in some circumstances.

• Is there evidence that the new consumer 
guarantees has led to better consumer 
outcomes negating the need for lemon 
laws? Do After Sales CSI scores evidence 
an improvement?

• Dealers will need to consider whether 
there is scope to improve the current ACL 
provisions to provide more certainty as 
to whether there has been a breach of a 
consumer guarantee. For example, what is 
and is not a major failure is often a source 
of dispute. 

• Dealers should consider whether 
adjudicators in State-based tribunals, 
such as NCAT and VCAT, have sufficient 
technical expertise on issues relating to 
motor vehicles, or whether specialist 
adjudicators and assessors are required. 

Vinesh George
Company Secretary 
and Legal Counsel, 
AADA
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If so, this should be advocated in 
submissions.

• A ‘lemon’ in the US has different 
meanings depending on the State in 
which the vehicle is purchased. The 
terminology sometimes used is that a 
‘lemon’ is a ‘defect or condition which 
substantially impairs the use, value or 
safety of the vehicle’.  This definition does 
not seem to take us much further than 
our own legislation. Accordingly, it is 
far from clear that the introduction of a 
‘lemon law’ is the magic bullet sought by 
consumers.

On occasion, I have personally advised Dealers 
that a consumer has a right to a refund and 
have encouraged those Dealers to immediately 
discuss with the distributor the possibility 
of a ‘buyback’. In most instances such advice 
has been heeded not only by the Dealer but 
also by the distributor. Accordingly, my own 
experience is that the consumer guarantee 
of ‘acceptable quality’ has worked well and 
consumers are conscious of their legal rights. 

Unconscionable conduct

The Review represents a further opportunity 
for Dealers to make submissions in an area of 
the law that is of significant importance. The 
object is to persuade Parliament to extend the 
scope of the prohibition on unconscionable 
conduct. Over the last 30 years there has been 
a gradual extension of that scope, and from 
the perspective of Dealers that general trend 
should continue. 

How can the scope be extended?

• Currently, publicly listed Dealer groups 
are excluded from benefitting from 
statutory unconscionable conduct laws. 
The Review is an opportunity for those 

Dealers to make submissions as to why 
they are often not in any better position 
than any other Dealer in suffering from 
unconscionable conduct. 

• Dealers could endeavour to have specific 
forms of commercial practice deemed as 
unconscionable conduct. For example, 
providing company-owned Dealerships 
with preferential terms of business 
compared to independent Dealers should 
be deemed unconscionable.

Unfair commercial practices

Currently, the ACL does not contain a general 
prohibition against unfair commercial 
practices. The European Union’s Unfair 
Commercial Practices Directive 2005 provides a 
general prohibition against unfair commercial 
practices and lists 31 specific practices that are 
‘black listed’. In the US, section 5 of the Federal 
Trade Commission Act prohibits ‘unfair 
or deceptive acts or practices in or affecting 
commerce’. 

In 2013, the NSW State Government 
introduced legislation prohibiting unfair 
conduct by Dealers against consumers as well 
as in respect of distributors against Dealers. 
At the time, some legal commentators 
(acting for distributors) predicted the end 
of the independent Dealer network in NSW. 
Nothing of the sort occurred. What did occur 
was that some distributors reviewed their 
Dealer Agreements, removing clauses that 
could be susceptible to challenge, following 
which, generally, conduct improved. The State 
legislation has rarely been invoked by Dealers 
in NSW, with few cases to my knowledge 
being referred to the NSW Small Business 
Commissioner then, subsequently, to NCAT. 
This may be a consequence of improved 
conduct stemming from the introduction of 

the State legislation. Dealers should advocate 
that this demonstrates such laws would not 
dramatically open the floodgates or cause 
widespread industry change if they were 
expanded as part of the ACL. 

Effectiveness of Remedies

The Review will also focus on the effectiveness 
of remedies and offence provisions. 

Dealers should inter alia consider written 
submissions on the following issues:

• Whether the financial penalties are 
sufficiently high to deter future breaches. 
Currently, the maximum financial 
penalties under the ACL are $1,100,000 
for companies and $220,000 for 
individuals. Should there be a stepped 
maximum penalty depending on the size 
of the business?

• The indemnity provisions of the ACL 
require a distributor to indemnify a 
Dealer who has been found liable to 
pay damages to a consumer under the 
consumer guarantees. How effective are 
those indemnity provisions? In practice, 
does the presence of this indemnity mean 
that consumer disputes are resolved 
earlier with the involvement of the 
distributor? If not, then this should be 
highlighted and alternative options ought 
to be suggested.

Conclusion

The ACL Review is a very significant 
opportunity for Dealers to communicate 
their views either personally, via their Dealer 
Council or the AADA Policy Director, Michael 
Deed (email mdeed@aada.asn.au).

Give your customers  
the green light
An RACV Vehicle Inspection provides customers with peace of mind.  
Join the RACV Green Light approved dealer program today.

To find out more, contact the Business Account Manager  
on 9790 2680.
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There has been a lot of talk about the 
‘driverless’ car but, as we all know, the 
fully autonomous car is some time away. 

As we progress to this, however, more and 
more autonomous technologies are becoming 
available in new cars today and manufacturers 
are leading the charge. 

The reality of a completely driverless vehicle 
fleet may not exist in our lifetimes, but there 
is no doubt the next leap in vehicle safety lies 
with the ongoing development and greater 
uptake of autonomous technologies, such as 
Autonomous Emergency Braking (AEB). It 
is widely held that as human error is believed 
to be a factor in over 90 per cent of crashes, 
autonomous safety technologies will play a 
significant role in reducing road crashes and 
subsequent injuries – or worse, loss of life.

Consumer interest in AEB is therefore 
growing. A significant proportion of 
consumers (41%) rated AEB as an important 
safety feature when buying a new car, showing 
a progression of consumer knowledge beyond 
the passive safety features like airbags and seat 
belts. 

Although AEB technologies are being labeled 
differently by each manufacturer – from 
Forward Collision Mitigation (Mitsubishi) 
to Pre Sense Plus (Audi) – they all provide 
the assistance of either an audible, visual or 
vibration warning to the driver, followed 
by automatic braking should the driver not 
respond in time to avoid a collision. Australian 
research has shown that increased fitment 
rates of these technologies in our fleet could 
reduce road fatalities by up to 25 per cent, 
saving hundreds of lives. 

CONSUMER INTEREST IN AUTOMATION 
GROWS, BUT GREATER  
ENCOURAGEMENT NEEDED

And fitment is the key. We can’t rely on 
regulation or a single stream of influence 
to boost fitment. Regulation takes years to 
introduce and manufacturers won’t necessarily 
make it a standard offering of their own 
volition. Encouragement is needed from 
Dealers – and those sales representatives on 
the showroom floor – to show consumers 
the benefits of AEB and encourage them to 
purchase a car that has it. Right now that 
might mean encouraging them to opt for the 
additional safety or driver assistance pack.  

Looking at the top 100 selling models available 
in Australia between January and October last 
year, only six had AEB standard on all variants. 
67 were not available with any form of AEB; 16 
had AEB available but this was only offered on 
higher-spec variants (not available at all on the 
base variant), and only 11 had AEB available as 
an option on the base variant. 

Encouraging consumers to purchase AEB 
and other autonomous safety technologies in 
their new cars will send to manufacturers a 
message of the increasing demand for these 
technologies. Greater consumer demand will 
help tip the scale and force manufacturers to 
include it as standard rather than an optional 
extra.

The Australian automotive industry has a way 
to go. 

Recently, 20 USA manufacturers – which 
make up 99 per cent of the industry – 
committed  make AEB standard on all new 

vehicles by 2022. While on face value this 
sounds great, 2022 is some seven years away 
– an eternity when we consider the pace at 
which the industry can and is moving. In just 
over 18 months it will be difficult for a new 
vehicle to achieve a 5-star ANCAP safety 
rating without AEB as standard.

We all have a key role to play in educating 
consumers about the benefits of AEB and 
other autonomous safety technologies as they 
come into the market. It is encouragement 
from those at the point-of-sale, demand from 
consumers and pressure from ANCAP that 
will force manufacturers to act and cause the 
road toll to decrease.   

Let’s work together to increase fitment rates of 
AEB. It’s a win for the consumer, for the Dealer 
and for all road users who will benefit from 
safer cars. 

The Australasian New Car Assessment Program 
(ANCAP) is Australasia’s leading independent 
vehicle safety advocate. ANCAP provides 
consumers with transparent information on 
the level of occupant and pedestrian protection 
and collision avoidance capabilities provided 
by different vehicle models in the most common 
types of serious crashes. 
 

1ANCAP Brand Tracking Research, March 2016 
2Anderson RWG, Doecke SD, Mackenzie JRR, Ponte G, 
‘Potential benefits of autonomous emergency braking based 
on in-depth crash reconstruction and simulation’, 2013 
3ANCAP Analysis of the Availability of Autonomous 
Emergency Braking, December 2015.

JAMES GOODWIN
ANCAP CEO
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John Rock is the man to thank for the last 
421 wins  

On April 2, Holden proudly pumped 
out a media release after Race 4 in 
Tasmania,announcing that this took their 
Series Championship victories to 500. By any 
standard, this is a remarkable triumph.

Holden’s first victory came in August 1969 at 
the Surfers Paradise track, with Norm Beechey 
in his Monaro GTS 327. Craig Lowndes took 
victory 100 in Tasmania on 17 March 2006; 
Jamie Whincup notched up the 400th in 
Tasmania in November 2011, and Shane Van 
Gisbergen the 500th a few weeks ago.

In reviewing race stats over this 47-year span, 
there was only one race per event for nearly 
25 years until race formats were changed to 
embrace two, and in some cases three, races 
per meeting. This meant the gun drivers of 
the 70s and 80s had ‘win’ stats potentially half 
those driving in the past 25 years.

Holden’s media release lists their ‘Star Drivers’, 
noting every driver who has won at least one 
race for them in their 500 wins. The top 10 
in terms of most wins (or 11, as two drivers 
finished equal-10th) were:

Driver  No. of wins: 
Mark Skaife 80  
Craig Lowndes 78 
Jamie Whincup 65  
Garth Tander 53  
Peter Brock  46  
Greg Murphy 28  
Russell Ingall 21 
Todd Kelly 19 
Jason Bright 14 
Rick Kelly/Allan Grice 12 

My involvement with nine of the drivers 

CONGRATULATIONS HOLDEN ON 500 
CHAMPIONSHIP WINS

 John Crennan
 Motorsport Contributor

listed above (with two exceptions: Whincup 
and Ingall) was comprehensive in terms of 
the commercial and contractual side of their 
involvement with the TWR Teams in the 
halcyon HRT years.

Being totally opposed to dealing with third 
party managers or management companies 
meant we would work our way through 
many of the awkward areas of a contract. 
These included areas such as performance 
criteria, contract period, exclusive driver 
commitments, non-involvement in dangerous 
sports, driver fees, bonus incentives, fitness 
programs, personal sponsor limitation. This 
ensured you really got to know your driver as a 
person first, then as a driver.

Motor Sport Manager Simon McNamara 
has presided over Holden’s racing successes 
over the past 12 years and prior to that for 
many years as 2IC of that department. Simon 
deserves special recognition for Holden’s level 
of success over such a sustained period. In 
particular, his brilliant move more than six 
years ago to mastermind T8 converting from 
Ford to Holden when he sensed the wheels 
falling off HRT, and their struggle to recover 
from the collapse of Tom Walkinshaw’s racing 
empire in 2003. Triple 8 has since rewarded 
McNamara/Holden many times over, 
becoming the Holden powerhouse following 
their signing.

Over these 46 years there have basically been 
three teams that have been the mainstay 
behind Holden’s success rate of 500 wins:

1. HDT, under the leadership of Harry 
Firth, John Sheppard and Peter Brock, 
circa 1970-1987

2. HRT, under the leadership of Jeff Grech 
from 1995–2002, and

3. Triple 8, under the leadership of Roland 
Dane from 2010-current.

As in all sports, you can seldom take a 
46-year chunk of history and not witness 
some seriously wild rollercoaster rides and 
‘momentum destroyers’. The first bombshell to 
halt momentum was in November 1979, hence 
my headline reference to ‘John Rock’.

John Bagshaw was unquestionably the 
father of Holden Motor Sport where, as a 
highly influential and charismatic Director 
of GMH, he built the motor sport asset 
foundation for Holden. From the mid-60s 
until his assignment to a senior role in 
Detroit headquarters in August 1978, he put 
all the resources in place. John Bagshaw’s 
replacement was Bob Stelter, a GM Detroit 
former head of GMC Trucks.

About three months into his new assignment, 
Bob instructed me to fire our long-time Motor 
Sport Manager, Joe Felice, who Bob felt was 
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still living in the past with the John Bagshaw 
ways and not adapting to his change of 
management. Fortunately for Joe we managed 
a transfer to the South Australian Zone as a 
district manager. 

Less than a year after Bob Stelter’s appointment 
he died of a sudden heart attack whilst cycling 
around Melbourne’s Botanic Gardens.

Bob’s replacement literally burst onto the 
market here after Bob’s death. Enter Buick’s 
John Rock, 6 foot 4 inches in height and width, 
and a 42-year-old, blunt, beer-loving Motor 
Sport fan who enjoyed dressing in cowboy 
boots and bolo tie .

From the time John hit Fishermen’s Bend he 
polarised all the management team and the 
Dealers into two groups. There were those who 
welcomed his massive new ‘agent of change’ 
style, and those who could not cope with him 
being intent on transforming GMH. John 
was determined to have Holden enter the 80s 
much leaner and meaner, ditching all the ‘yes 
sir, no sir’ autocratic management style. 

The old ‘promotion by age and next in line’ 
principle was out the window with Rock. One 
example of this was my assignment to Sydney 
at 33 years old as State Manager to oversee the 
closure of the Pagewood plant. Also, as Rock 
put it, “Crennan, get your arse up to Sydney 
and rough up all those rich Sydney Dealers 
who had got their net worth confused with 
their contractual obligations to get market 
share for Holden”.

Four months into Rock’s Australian 
assignment a bombshell hit, with Detroit 
announcing all GM locations around the 
world MUST stop any further involvement 
and investment of dollars or in kind in motor 
sport. The bulletin to all Dealers (see below), 
dated 26 November  1979, did not say the real 
reason GM were pulling out, although the 
Energy Crisis was a serious conflicting issue. 

Holden was banned from any more dollars 
or engineering resources going into the 
sport, with management told we would be 
fired if we defied this. Rock took this massive 

policy change in his stride. He got three very 
influential Dealers into Melbourne: Laurie 
Sutton, Vin Kean and Paul Wakeling, and 
presented his plan to have Peter Brock’s race 
team build specialty cars and homologation 
specials for the Dealers. The profits that Peter’s 
company received from these cars would 
replace the Holden Racing marketing dollars. 
A brilliant Rock win/win. Racing funding 
continued from the Dealers for the iconic 
Brock team and Holden got to sell a lot more 
V8 models.

So with 79 wins in the bag up until the end 
of 1979 and for the part he played in the 421 
wins, John Rock deserves a huge accolade. 
After three years, John, together with his wife 
Bonnie and dog Brockie, was transferred 
back to Detroit. He went on to be President 
of GM Trucks and then Oldsmobile prior to 
his retirement. I kept in constant contact with 
John, who was a great mentor to me, and every 
second Saturday for 20 years would speak to 
him in Detroit. Sadly, John  passed away, aged 
71, in 2007. 
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As I visit Dealerships across the country 
every month and ask the question, “what’s 
your biggest frustration,” nine times out of 10 
it’s about “how do I win more trades and get 
customers to be more realistic in what they 
want?”

With sources like RedBook, Carsales and 
Gumtree available at every customer’s 
fingertips, today’s buyers are a lot more 
educated when it comes to a fair deal on their 
trade, which can make it harder for a deal to 
take place on the showroom floor.

So how do we win more trade-ins, stop losing 
rapport with our customers when we deliver 
the trade price and make both the customer 
and us as Dealers happy?

Firstly, no trade-in technique will work unless 
you have a customer who is emotionally 
interested in buying the car you are selling.

THREE WAYS TO WIN MORE TRADES  
AND OVERCOME YOUR CUSTOMERS’ 
PRICE OBJECTIONS

Dave Benson  
CEO/Sales Expert 
Reaching Your 
Potential            

If their desire to have your car doesn’t far 
outweigh their desire to keep their current car, 
it will always be a numbers game – a game you 
will more than often lose.

So here are three out of many techniques you 
can implement today!

1. Take the Customer With You

This is often common knowledge but rarely 
common practice. 

When a salesperson writes up the valuation 
they must take the customer with them, 
having them walk around the car with the 
salesperson.

This does three things. It:

• stops the customer going cold on the idea 
of buying a car when they are left at the 
desk by themselves

• stops the customer shopping prices on 
their phone right from your desk, and

• gives you an opportunity to make a 
customer realistic on the trade-in via 
a ‘silent walk around’, noting down all 

the imperfections of their vehicle, thus 
helping everyone get on the same page 
when it comes to price.

2. Drive the Trade-In

This is something I’ve never seen done but is 
often talked about in Dealerships.

If you truly want customers to be realistic on 
the vehicle in mind, you need to drive the 
vehicle, preferably with the customer in the 
passenger seat. The reason many customers are 
trading their vehicle in is because it’s starting 
to get a little long in the tooth and has some 
bumps and squeaks. The only way to reinforce 
those and show that we have seen or heard 
them is to take the vehicle for a drive. It doesn’t 
have to be long; in fact 60 seconds in your car 
park, or left, left and left around the block, 
is enough – just enough to find something. 
This also gives you a reason to get together 
in person rather than providing pricing over 
the phone, as you need to drive the vehicle in 
order to value it.

3. Talk the ‘Market Valuation’

Regardless of what the customer wants 
for their car we must show empathy and 
understanding, all the while reiterating to the 
customer that “It’s not me telling you or you 
telling me; it’s the market telling us,” or “let 
me go and take this to the manager so they 
can achieve the market valuation”. It’s never 
the best price or let’s see what WE can do; it’s 
always a market valuation based on what the 
market (the buyers out there) are paying for a 
car like yours right now.

Give these three things a go and look forward 
to happy customers and happy Dealers!  

Leave your feedback on how they work 
by emailing me at visiting my website:  
davebenson247.com
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TRANSITION PLAN TO EASE  
AUTOMOTIVE PAINS

CUT SUPER ADMIN BY 70 PER CENT  
WITH SUPERSTREAM

With Australian automotive 
manufacturing to cease by next year, 
companies and workers need to find 

new things to do. That’s why the Victorian 
Government’s $46.5 million Automotive 
Transition plan is so welcome.

The plan will help automotive design, 
engineering and manufacturing workers 
retrain, and assist automotive businesses to 
find new markets.

With 35,000 jobs expected to go when Ford, 

The Australian Taxation Office (ATO) 
says small businesses can cut the time 
spent on superannuation administration 

by around 70 percent via its SuperStream 
product.

SuperStream is the new way of making 
super contributions. Employers send super 
contributions electronically in a standard 
format, with linked data and payments.

On June 30 the scheme will become 
mandatory for small employers (those with 
19 or fewer employees), but the ATO is 

markets, which some companies are already 
doing, is  another potential re-use of resources.  
Likewise for local aftermarket parts and 
accessories.

encouraging employers to register now to 
accustom themselves with the system and save 
time.

According to the ATO, over a quarter of a 
million small businesses have already adopted 
SuperStream. Once set up, SuperStream 
reduces by around 70 percent the time they 
spend on super. Depending on the size of the 
business, this means saving anything from 
about 1.5 hours to a whole day’s effort each 
payment cycle. 

Employees can find their fund’s USI on their 
super statement or by calling their fund. These 

GM Holden and Toyota close their local 
plants, the plan will attempt to offset those 
losses. Millions of dollars of manufacturing 
equipment will be re-purposed rather than 
lost.

Automotive technologies can be applied 
in other fields, such as trucks, buses, 
trams, trains, military vehicles, agriculture, 
construction, aircraft, medical and scientific 
equipment.

Component manufacturing for overseas 

John Mihelakis  M: 0431 110 774  E: john@citywideconsulting.com.au  W: citywideconsulting.com.au CALL FOR A FREE INITIAL CONSULTATION

➤ BUSINESS VALUATIONS
➤ Dealership Buying/Selling

➤ In-house Dealership Consulting

F O R  I N D U S T R Y  E X P E R T I S E  YO U  C A N  T R U S T

CITYWIDE CONSULTING 

Our Professional Advice will help you negotiate 
your Business Purchase or Sale with confidence.

details are also accessible via the ATO’s Super 
Fund Lookup website.
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The Anti Discrimination Act (the Act) 
puts an onus on all employers to 
ensure that none of their employees are 

discriminated against or harassed while at 
work. Furthermore, an employer can be held 
liable for the wrongful acts of an employee 
(under a legal concept known as ‘vicarious 
liability’). The Act does provide a defence 
against a claim and the only defence is that the 
employer did all it reasonably could to prevent 
the incident.

To be able to show you have done all you 
reasonably could requires certain things of 
you:

• You must have in place a written policy 
that indicates the company recognises its 
obligations under the Act; outlines what 
constitutes discrimination or harassment; 
assures employees that any complaint will 
be taken seriously, be fully investigated 
and action taken, and that the employee 

IMPORTANT TO BE PROACTIVE IN 
ADDRESSING DISCRIMINATION AND 
HARASSMENT

will not be victimised as a result of 
lodging a complaint. A complaints 
procedure, which nominates a contact 
person, should also be spelled out. The 
policy should be reproduced on company 
letterhead, signed by the chief executive 
officer/owner and should be made known 
to all employees – either by individual or 
group discussion. An acknowledgement 
by each staff member that they have been 
made aware of their obligations and agree 
to abide by the policy should be obtained 
from all employees and retained in their 
staff file. New starters must also be taken 
through the same procedure at induction. 

• Once implemented, the policy must 
remain a ‘living’ document, i.e. you 
must be able to show that you remained 
conscious of your ongoing obligations 
by periodically reminding staff of the 
requirements of the policy.

• The job descriptions of all managerial 
and supervisory staff should  include 
an obligation to be mindful of the 
discrimination/harassment policy and 
to take steps to address any issue as soon 
as they become aware of it and before it 
escalates into a complaint.

• If a complaint is lodged you must be able 
to show you followed your stated policy 
to the letter.

• A thorough investigation must be 
conducted that respects the privacy of the 
complainant and only involves persons 
who have a direct involvement or who 
may be witnesses to any alleged incident.

• The person/s against whom the complaint 
has been lodged must be given both 
the details of the complaint and the 
opportunity to respond. 

• Action taken after the investigation might 
range from issuing a warning to one 
or more persons, demotion, dismissal 
(reserved for more serious offences) or, 
possibly, rejection of the complaint in the 
absence of any evidence to support the 
claim.

• Every effort must be made to ensure the 
complainant is not victimised as a result 
of lodging the complaint, particularly 
where the complainant is junior to the 
person who allegedly is guilty of the 
harassment or discrimination.

Do you need help with your CSI results? 

Call us, our solution works

1800 014 433
sales@autoreminder.com.au

Ted Kowalski
Contributor 



A future of self-driving cars is one car 
lovers will have to get used to. Whether 
we like it or not, they are coming, with 

opportunities for great advancements in safety 
and efficiency – and, in the case of Mercedes-
Benz – luxury.

The German giant presents the autonomous 
F 015 as a private retreat, with “a lounge 
character” that the company claims is “a 
forerunner of a mobility revolution”. Four 
rotating lounge seats allow passengers to sit 
face-to-face.

Mercedes-Benz believes people will use 
autonomous cars “in situations where driving 

MERCEDES-BENZ SEES DRIVERLESS 
FUTURE AS A MATTER OF COMFORT

isn’t much fun, such as 
slow-moving traffic”, 
and will therefore 
appreciate the interior 
as “a digital living 
space – a perfect 
symbiosis of the virtual 
and the real world. 
Passengers are able to 
interact intuitively with 
the connected vehicle 

by means of gestures or by touching the high-
resolution screens”.

Large LED displays at the front and rear, plus 
a laser projection system directed toward the 
front, allow the F 015 Luxury to communicate 
with its surroundings visually, while the 
acoustic communication repertoire includes 
both sounds and specific spoken instructions.

Meanwhile at Tesla, your car will come to 
you

The latest software released for the Tesla Model 
S — version 7.1 — features several major 
changes to the company’s Autopilot system, 
including the beta version of the ‘summon’ 
feature, which allows the cars to enter or exit 

The French Government has announced 
it will pave 1000 kilometres of road with 
photovoltaic cells, generating energy for 

five million people.

A collaboration between the French National 
Institute of Solar Energy and construction 
company Colas, the project is the largest 
undertaking to date to lay solar cells on public 
roads, and will take five years to complete. The 
builders say it will provide renewable energy to 
eight per cent of France’s population, or about 
one household per metre.

The solar panels are stronger and more durable 
than usual, thanks to the latest technology. 
Each 7mm-thick, 15cm-long panel is made 
from a thin film of polycrystalline silicon, 
coated in a strengthening resin.

FRANCE TO BUILD SOLAR ROADS
The panels have been tested and shown to be 
able to withstand one million truck tyre passes 
without a scratch of damage to the cells or the 
vehicles.

Weatherproof, waterproof, and able to adapt to 
rapidly changing local temperatures, the cells 
can be placed across existing road. This means 
the pre-existing infrastructure will not need to 
be ripped up or modified, making the panels 
remarkably cost-effective.

There are some doubters and the panels 
currently have slightly less capacity than 
conventional panels and will require time-
consuming manual labour to connect them to 
the electricity grid.

Similar experiments in other countries include 

a 70-metre bike path in the Netherlands that 
has been operating since 2014, and plans 
for solar roads in the US that would provide 
power and melt snow.

We will watch with interest.
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parking spots or garages without the driver in 
the car.

“You can summon the car from your key fob 
or phone through a pull down menu, it will 
open the garage door, back out of the garage, 
close the garage door and come to you,” Tesla 
CEO Elon Musk said.

The summon feature is still in experimental 
beta version, but Mr Musk expects the system 
to develop quickly.

“In two years you’ll be able to summon your 
car from across the country,” he said. “If your 
car is in New York and you are in Los Angeles, 
it will find its way to you.”

Mr Musk predicts the car will even be 
able to charge itself along the way. He said 
autonomous driving will be technologically 
ready within the next 24 to 36 months.

The current version of the summon feature 
requires the driver to be no further than 
33 feet from the car as well as “continually 
monitor and maintain control of the car” 
when using the feature. In addition, Tesla 
requires that the driver only use it on private 
property with flat topography.



SEE IN ACTION AT:
https://www.youtube.com/watch?v=FKHHhCK0jL8

89cmW x 89cm D x 205cm H
CUSTOM SIZES CAN BE ARRANGED

POWERFUL 3 SPEED BLOWER
SETUP IN A MINUTE

www.wgagames.com.au

SETTABLE TIMER 0 - 99 seconds
Start/Pause/Stop buttons

detaches from cabinet

can be programmed to suit your 
own sound files

AVAILABLE WITH REMOTE CONTROL

LOCKABLE DOOR

FRAME COLOUR AND GRAPHIC
PRESENTATION CAN BE 

CUSTOMISED

STANDARD SIZE

WGA GAMEBOARDS
AND TIMER



You’d have to have been living in a cave for 
the past couple of decades not to realise 
that humans are working hard to reduce 

our dependence on fossil fuels. Automobiles 
are one of the main users of fossil fuels, and 
the hunt for a better electric car and alternative 
fuel source has been on in earnest.

One that might surprise you is salt water. 
Covering 71 per cent of the Earth’s surface, it’s 
not a resource we’re likely to run out of any 
time soon. We don’t have to dig dirty great 
holes in the ground to mine it; it doesn’t harm 
the environment. It seems ideal.

The technology has been rapidly improving 
over the past few years, with the latest and 

THE SPORTS CAR THAT RUNS  
ON SALT WATER

greatest result the Quant F, manufactured 
by a company called nanoFlowcell AG. The 
company name refers to the innovative battery 
developed and refined over the past decade to 
extract and store five times more energy than 
from any other ionic fuel battery.

The process is similar to that of a hydrogen 
fuel cell, except this one stores its energy in salt 
water contained in two tanks, with opposite 
(positive/negative) electric charges. The 
water passes through a membrane between 
the tanks, creating an electrical charge that is 
stored and distributed by super capacitors.

The Quant F is a sleek-looking sport scar, and 
the company claims it is capable of speeds in 
excess of 300km/h, going from 0-100 in 2.8 

seconds, with 746kW of power and a range of 
up to 800km before requiring recharge.

Unveiled at the 2015 Geneva Motor Show, the 
Quant F technology has been approved for use 
on German public roads.

Watch this space.
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Titan DMSTitan DMS
BRISBANE

P.O Box 513
Kippa-Ring QLD, 4021

Australia

Ph:+61 07 3166 9907

PERTH
1/88 Walters Drive

Herdsman WA, 6017
Australia

Ph:+61 08 6467 7714
enquiry@titandms.com.au

MORE INFORMATION AT: WWW.TITANDMS.COM.AUBEAT THE RUSH - CALL FOR A FREE DEMONSTRATION TODAY!

SYDNEY
Private Box 30,

12 Phillip Mall, Kendall St
West Pymble NSW, 2073

Australia
Ph:+61 02 9016 4139
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A U S T R A L I A
AUTOMOTIVE PA INT CHIP

REPAIR SYSTEMS

Call Ute on 0421 326 028.    ute@drcolorchip.com.au

Want a cure for Road Rash?
Increase your margin by using the

latest in stone chip repair technology

International

Best Selling

Product Now

Available

in Australia

Dealership solutions
include full training & support

Commercial & Retail Automotive Touch-Up Systems
Simple       Fast       Dramatic       Professional Repairs

Commercial Systems for Car Dealerships / Auction Houses
Cost Effective       Easy to Learn       Permanent Repairs

Premixed Colours           No Mixing or Paint Codes Needed

80 Colour Kits now starting at $2300 inc gst

Custom colour kits also available

before                                                  after



LEADERS IN PARTS AND SERVICE SELLING SYSTEMS @InfomediaLtd                    Infomedia Ltd

INCREASE SERVICE SALES
With Superservice Triage we’ve managed 

to lift our conversion rate up and over 55%. 

This has helped us increase parts and  

labour sales by an additional $185 per RO.

– James Cook, Service Manager 

Melbourne City Hyundai

“

“

Take a free demo!

1 800 810 103
sales@superservice.com     www.superservice.com 
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INSTANT ROI
Superservice Triage electronic vehicle health check (eVHC):

✔  Identifies more repair work ✔  Improves sales closure

✔  Builds customer trust ✔  Follows up on declined work

WATCH THE VIDEO 
youtube.com/superservicesolution 


