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FROM THE AADA CEO
David Blackhall
Acting CEO

Welcome to our latest edition of the 
AADA magazine

As you would all realise, a lot has 
happened since we issued our last edition.

Firstly, it is my sad duty to advise that our 
CEO, Bruce McDonald, has had to resign 
due to health issues. Being the man he is, he 
felt that, despite our offer of extended sick 
leave, AADA needed a fully active CEO 
at this very critical time for our industry. 
Hence his decision to step down. I know 
we all wish him as speedy a recovery as 
possible.

Consequently, the board turned to David 
Blackhall to fill the CEO role in the interim.

David has proved to be a very effective 
operator and is at the forefront of our many 
policy issues, including our response to 

IT’S TIME TO WALK THE TALK...

As we go to press with this edition of 
the AADA Magazine, the 2016 AADA 

National Convention is a little over five 
weeks away. 

This is an important gathering for 
Australian franchised automobile Dealers. 

Not only does the Convention provide 
Dealers with an opportunity to advance 
their understanding of the issues we face, 
but it also allows attendees to experience 
a spectacular range of new and exciting 
products and services at the AADA Expo. 

This year the Convention is to be conducted 

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

ASIC on finance flex income; our lobbying 
of politicians on the luxury personal 
import proposal, as well as defending our 
collective position on a number of matters 
where others covet our business and, in 
some cases, seek to be involved without 
either the investment, the customer 
concern or, indeed, the requisite skills.

David’s column, ‘News from AADA this 
week’, is an insightful and informative 
initiative. It is designed to keep members 
abreast of issues through a two-minute read 
on a weekly basis.

I think every new car dealer in Australia 
is aware, and in many cases in awe, of the 
influence and success of our sister body 
in the United States. I refer of course to 
NADA. And NADA’s feature event is their 
annual convention.

In our formative last couple of years NADA 
have given us great support. However we 
will never be as effective as NADA, even on 
a pro rata basis, if we don’t help ourselves. 
You can play your part by attending our 

annual convention, which will be held in 
Melbourne in early September. 

Last year we had a record attendance of 
over 1,000 delegates. There were a lot of 
issues creating concern and uncertainty 
as our industry transitions. This year 
those issues have intensified. A lot of our 
politicians and opponents are watching us. 
Yet early registrations suggest we will fall 
short of last year’s attendance. If we want 
to tell the world we are apathetic about 
matters of vital importance to us, then we 
are on track. Don’t leave it up to someone 
else to attend. Be proactive and give us your 
support. 

As a bonus you will get a great program 
and come away better informed about your 
destiny than when you arrived. As a further 
bonus, your association’s reputation and 
stature will be enhanced, therefore we will 
be more likely to influence in a positive 
way matters critical to our business and 
investment wellbeing.

I hope to see you there.

entirely within the Expo Hall itself. 
Delegates will be able to move efficiently 
from the Convention floor to the product 
displays and the many workshops without 
leaving the Melbourne Convention Centre 
complex. 

I’m personally looking forward to the 
in-depth sessions scheduled as part of 
the Dealer Symposium, sponsored by 
Macquarie Bank. The sessions will be 
hosted and moderated by legendary 
motoring publisher, editor and 
commentator, John Mellor. You can rely on 
John to ensure all the key issues are fully 
explored by the presenters and panellists; 
nothing is off-limits. 

Of course the Convention also has another 
important dimension. 

It’s vital that you come along to the AADA 
Annual General Meeting and cast your 
vote in the Election of Directors. Both of 
these important administrative matters 

will be conducted concurrently with the 
Convention and appropriate notices have 
already been mailed. 

Please make a special effort to attend 
and contribute to shaping your advocacy 
organisation for the coming year. 

Elsewhere in the Magazine you will find 
detailed updates on the many challenging 
issues we face as an industry. Take the 
time to read and understand what is 
being done to guide policymakers and 
regulators towards solutions that are 
practical and effective without significantly 
compromising our business future. 

As I said at the beginning of this brief 
note… 

It’s time to walk the talk… 

Good luck and good selling!
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CONVENTION TOPIC

For the first time ever, Dealers will have 
the opportunity to vote candidates 
onto the AADA Board of Directors, 

at this year’s Annual General Meeting, 
which will be held at the National Dealer 
Convention in Melbourne in September.

The convention will host the AGM on 
Tuesday, September 6, and all Dealers are 
encouraged to attend. There you will have 
the chance to vote for the new Board, be 
informed of the most recent progress on 
issues facing AADA, and have your say in 
the future of your association.

Dealers do not have to be present to vote. 
You can register your proxy vote by visiting 
the AADA website under ‘Governance’.

However, this is your association, fighting 
hard for your interests and this is your 
chance to make your representative body 
even more representative. Nominations are 
still open, so contact AADA today if you or 
someone you know has a contribution to 
make.

Make sure you are present at the 
Melbourne Convention & Exhibition 
Centre from September 6 to 9.

In the meanwhile, read our Convention 
feature inside this edition of Automotive 
Dealer and register your attendance at this 
crucial industry event. 

The AADA National Dealer Convention 
is the largest gathering of franchised 
automotive Dealers and associated 
industries in Australia. Representatives 
from factories will be in attendance and 
Dealer groups meet.

It is your once-a year-opportunity to rub 
shoulders with contemporaries from all 
over the country, arm your staff with a 
wealth of knowledge from the broad range 
of expert speakers conducting workshops 
and seminars, and discover the latest 
products and services, all designed to make 
your dealership better equipped to serve 
your customers.

As usual, convention organisers have 
put together a brilliant social and 
entertainment package ensuring delegates 
enjoy themselves as well. Tailor your 
experience to suit your needs and staff 
numbers. We have a selection of great value 
packages, from day seminars ($99 per 
person) providing opportunities to learn 

from world leaders in the fields of sales, 
service, CRM and more,  to the full four-
day experience. 

Don’t disadvantage your business by 
missing the most important event on the 
automotive retail calendar. See you in 
Melbourne in September!

HISTORIC AADA ELECTIONS AT 
NATIONAL CONVENTION
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On 29 October 1941, then British 
Prime Minister, Winston Churchill, 
visited his old school of Harrow to 

speak to the students.

The myth is that Churchill stood before the 
students and said, “Never, ever, ever, ever, 
ever, ever, ever, give in. Never give in. Never 
give in. Never give in,” and then sat down.

In reality he made a complete speech that 
included these words:

“… Never give in. Never give in. Never, 
never, never, never – in nothing, great or 
small, large or petty … Never yield to … 
overwhelming might …”

Now you might say it isn’t 1941 and we 
are not locked in a mortal battle for the 
very survival of our way of life. But I’d 
disagree. I’d argue that the idea of steely 
determination, captured in Churchill’s 
words, is critically relevant to our battle 
today to preserve a viable business model 
for franchised dealers and prepare 
ourselves for the future.

Priority #1 - ASIC review of flex-
commissions and origination fees

AADA is working with ASIC at 
finding ways to address the regulator’s 
key concerns without unrealistically 
compromising franchised Dealers’ 
business viability. Following two detailed 
submissions to ASIC and telephone and 
face-to-face discussions, we believe we are 
making some progress.

In particular, ASIC is showing a 
willingness to listen to our point of 
view and to investigate different levels 
of commissions and origination fees 
under different models. Working with 
our Dealer F&I professionals and our 
accounting advisors, we were able to share 
with ASIC a sophisticated income model 
that demonstrated beyond doubt that the 
original proposals and timing are not 
realistic.

This consultation process will continue 
over the next three months and we will 

keep you updated through our newsletters 
and website.

This issue is without doubt the single most 
significant regulatory challenge we face.

Priority #2 - Personal imports

Throughout the election campaign this 
issue bubbled to the surface in various 
ways. The most important development was 
the written endorsement of the AADA’s 
position by Senator Nick Xenophon, who 
came out publicly opposing the plan.

The electoral success of the Nick Xenophon 
Team is an encouraging sign that we may 
have tactical options on this issue if it 
continues to be Coalition policy. On this 
latter point, our discussions with various 
MPs lead us to the view that a significant 
number of government back-benchers are 
not sold on the idea.

This issue is far from resolved, but we do 
have some interesting cards to play if it gets 
to an end game.

Priority #3 - Review of access to Service 
and Repair Information Agreement

The Hon Kelly O’Dwyer MP (Assistant 
Treasurer in the prior government) 
initiated a review of the 2014 industry 
agreement on this matter. Minister 
O’Dwyer intends, among other things, to 
consider establishment of a mandatory 
web portal as a repository for the relevant 
repair information. It appears that existing 
portals are not considered adequate – but 
we have been given no reason as to why the 
government has formed that opinion.

We believe the Minister’s interest in this 
stems from strenuous agitation and a 
misinformation campaign by the AAAA. 
The fact is that independent repairers 
already have access at low cost to relevant 
information reasonably required to run 
their businesses.

This one is all about hidden agendas 

ACTING CEO DAVID BLACKHALL  
OUTLINES AADA POLICY OVERVIEW

In my more than 30 years 
in the car business around 
the world and in Australia, 
I have never witnessed 
a more wide-ranging 
government regulatory 
agenda than the one we’re 
experiencing right now.

At a recent meeting of 
the Australian Motor 
Dealer Council (which 
comprises the Chairmen of 
the various brand Dealer 
Councils), the AADA team 
outlined what we call the 
‘Vital Five’ regulatory 
issues of today – which is 
in turn a sub-set of over 20 
major policy projects we 
are presently managing.

Let me quickly run you 
though the ‘Vital Five’ and 
our action status on each: 

CONVENTION TOPIC
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to flood our market with non-genuine 
reverse-engineered parts.

We will engage with the new Minister as 
soon as required to ensure the real facts are 
tabled.

Priority #4 – ACCC market study of new 
car retailing

This ‘no notice’ added starter from the 
competition and consumer regulator will 
inquire into: 

• compliance with consumer guarantees 
obligations and the ability of 
consumers to enforce their rights

• false, misleading and deceptive 
practices regarding performance, fuel 
consumption and emissions

• after sale servicing arrangements 
including capped price plans, and

• restrictions on access to vehicle data.

In launching this review, ACCC Chairman, 
Rod Sims, referred to ‘a high volume 

of complaints’ from consumers over 
unrectified vehicle defects.

We have no information as to the source 
of Mr Sims’ data for such an assertion. 
Obviously we will engage as needed when 
the ACCC issues paper lands later this year.

Priority #5 – Australian consumer law 
review

This review, which has been under way for 
over a year, focuses on so-called ‘lemon 
laws’, unfair contracts, price transparency 
and a range of other related matters. AADA 
staff attended a Treasury forum, conducted 
direct meetings with Treasury and 
prepared written submissions on behalf 
of dealers during the last year. We are 
working closely with our colleagues at the 
Federal Chamber of Automotive Industries 
on these matters.

This quick snapshot gives you an idea of 
some of the complexity of overlapping 
regulatory activity presently aimed at our 
industry.

At AADA we remain energetically 
committed to effective advocacy on behalf 
of all franchised Dealers. We face many 
challenges from well-funded groups that 
do not have our best interests at heart and 
are attempting to influence legislators and 
regulators to our detriment. To put it in 
terms that one of my early bosses in the car 
business always used, “They want to eat our 
lunch…”

Our job is to ensure this does not happen.

You can help by making sure your teams 
are fully aware of these matters, by 
meeting with and presenting the facts 
to your local MPs, and by attending the 
AADA Convention in September to get an 
update on the ‘Vital Five’ and ensure your 
individual voices are heard.

Churchill got it right – we must … never, 
never, ever … give up on these key issues. 
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ASIC’S SECOND CONSULTATION PAPER 
ON PROHIBITION OF FLEX-COMMISSIONS
As advised to Dealers by acting 

CEO, David Blackhall, in his 
Dealer Bulletin of 16 June 2016 

and Newsletter, ASIC released its second 
consultation paper on 3 June 2016. In 
addition, ASIC raised three questions 
following AADA’s submission to the initial 
consultation paper.

AADA is working closely with ASIC at 
finding ways to address the regulator’s 
concerns about consumer harm and 
unfair conduct in the provision of motor 
vehicle finance by Dealers as agents for the 
financiers.

For your information, a summary of ASIC’s 
position is again reproduced below:

• ASIC maintains its view that flex-
commissions create an inherent risk of 
unfair conduct, with a disproportional 
impact on vulnerable (but not credit 
impaired) consumers.

• ASIC considers that even a small 
gap between the base rate and the 
maximum interest rate causes 
financial harm.

• ASIC considers that a prohibition on 
flex-commissions could commence on 

1 February 2018, allowing a transition 
period of 18 months.

• In the transition period, ASIC 
considers the interest rate should be set 
at no more than 150 basis points above 
the base rate commencing 1 November 
2016.

• On origination fees, ASIC considers 
that the risk of origination fees 
being unfairly increased is real and 
substantial. ASIC does not accept that 
disclosure would address its concerns 
about unfair conduct.

• ASIC is preparing to address its 
concerns through a ‘legislative 
instrument’ under the National 
Consumer Credit Protection Act 
2009 (NCCP Act). It should be noted 
that these changes are subject to 
Parliamentary oversight.

• ASIC has acknowledged that its 
proposed changes will not affect 
novated leases and other commercial 
lending arrangements.

AADA has been actively addressing these 
issues on your behalf via direct meetings 
and discussions with ASIC, and with 

the expert participation of and guidance 
from senior finance executives within 
our membership. We have developed 
a sophisticated model that shows the 
financial impact of ASIC’s proposal on the 
franchised Dealer network.

This is without doubt the single most 
significant regulatory challenge we face, but 
Dealers should rest assured that this matter 
is the highest priority on the AADA team 
policy agenda.

If you have specific concerns, please do 
not hesitate to contact AADA CEO or 
any member of the AADA team. CEO 
Newsletters and Dealer Bulletins can be 
accessed on the AADA website,  
www.aada.asn.au.
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Making things better.
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Eric Insurance is the name that is driving 
innovation, the name that is changing the 
automotive insurance industry for the better. 
We’re not dictated by what people are already 
doing, we prefer to empower people to do 
more.

Australia wide Eric provide our partners with 
leading innovative products, fl exible pricing, 
powerful and intuitive delivery platforms and 
processes, all underpinned by personalised 
training, development and support.

Our passion for the automotive industry, 
coupled with our progressive and customer 
centric style, enables us to build long and 
strong relationships with our extensive 
network of car dealers and fi nance brokers.

Make a change for the better and join the 
ever growing Eric Insurance network today. 

1300 789 689
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REVIEW OF ACCESS TO SERVICE  
AND REPAIR INFORMATION  
AGREEMENT ANNOUNCED

Dealers will recall in CEO Newsletter 
No. 3 – 27 June  2016, David 
Blackhall referred to a letter from 

the former Minister for Small Business 
and Assistant Treasurer, the Hon Kelly 
O’Dwyer MP, the Member for Higgins. 
O’Dwyer had written to the Australian 
Automotive Aftermarket Association 
(AAAA), indicating her intention to 
conduct an investigation into the voluntary 
industry Agreement on Access to Service 
and Repair Information 2014 signed by 
industry stakeholders in December 2014. 

An extract from her letter is reproduced 
below:

“Coalition Policy

Consistent with the recommendations of 
the 2012 Government Inquiry, a re-elected 
Turnbull Coalition Government will 
conduct an independent review of the 
voluntary agreement. The review will 
consider the efficacy of the Agreement 
and its supplementary voluntary codes 

of practice in supporting the sharing of 
service and repair data in the industry.

In doing so, the review will also consider 
the consumer impact of the Agreement’s 
performance and the extent to systematic 
consumer detriment, as well as whether 
lack of vehicle access represents a barrier to 
entry for aftermarket repair and servicing 
businesses.

The review will inform the Government’s 
consideration of what reasonable additional 
measures, regulatory or otherwise, may be 
necessary to ensure choice of vehicle repair 
and servicing for Australian consumers. 
This will include consideration of a 
national mandatory portal.

The Review will be commissioned 
within three months of the re-election 
of a Turnbull Government with an 
announcement of an Independent Reviewer 
and detailed Terms of Reference.”

It is interesting to note that the former 

Minister has been misinformed and failed 
to note that at a meeting of the Steering 
Committee held in Canberra on 31 March 
2016:

“It was agreed that, in the first instance, 
evidence of failure should be presented to 
the Steering Committee so that 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.”

AADA will work with FCAI to ensure the 
Government has a full understanding of 
the facts. 

CEO Newsletter No 3 can be accessed on the 
AADA website at www.aada.asn.au.

HELPING DEALERS 
LIKE BRETT SINCE 1992

DIGITAL STRATEGY
WEBSITES

INVENTORY MANAGEMENT

LEAD MANAGEMENT
PHOTOGRAPHY

DEALERSHIP SOFTWARE

1300 66 11 33 
dealersolutions.com.au
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Allianz Advantage F&I Training Academy 
is already increasing the performance 
and profitability of over 66% of F&I 
Departments nationally.

With F&I becoming even more critical to 
maximising every opportunity to increase 
your dealerships profitability, it’s little wonder 
why Allianz Advantage is being implemented 
in so many dealerships nationally. With an 
industry specific competency training program 
that delivers real-world training as well as a 
nationally recognised formal qualification, 
Allianz Advantage not only relises increased 
growth and profitability to your F&I department, 
but also confidence and the skills for your 
Business Managers to go the extra mile.

Large General Insurance Company of the Year 2014 Australian and New Zealand 
Insurance Industry Awards. Allianz Australia Insurance Limited ABN 15 000 122 850.

allianzadvantage.com.au to 
find out more and enroll now.

The better your 
Business Manager,  
the better your 
bottom line.

LUXURY CAR TAX THRESHOLD TO RISE

The Luxury Car Tax (LCT) threshold 
will increase to $64,132 for the 
2016/17 financial year, in line with 

an increase in the ‘All Groups’ Consumer 
Price Index (CPI).

The LCT threshold for fuel-efficient luxury 

cars will increase to $75,526.

Cars with an LCT value over the threshold 
attract an LCT rate of 33%.

thresholds, you must pay LCT. In general, 
the value of a car includes the value of 
any parts, accessories or attachments you 
supplied or imported at the same time as 
the car.

 Financial year Fuel-efficient vehicles Other vehicles
 2016-17 $75,526 $64,132
 2015–16 $75,375 $63,184
 2014–15 $75,375 $61,884
 2013–14 $75,375 $60,316
 2012–13 $75,375 $59,133
 2011–12 $75,375 $57,466
 2010–11 $75,375 $57,466
 2009–10 $75,000 $57,180

LCT thresholds

POLICY       Australian Automotive Dealer Association 

The following table 
provided by the 
Australian Taxation 
Office lists the LCT 
thresholds for the 
relevant financial 
year – the financial 
year the car was 
imported, acquired 
or sold.

If you buy a car 
with a GST-
inclusive value 
above these LCT 

CONVENTION TOPIC
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AUSTRALIAN CONSUMER LAW REVIEW 
CONSIDERS SUBMISSIONS

The Federal Government is reviewing 
submissions into the Australian 
Consumer Law (ACL) review, with 

an interim report due to be released in the 
second half of the year.

Conducted by Consumer Affairs Australia 
and New Zealand (CAANZ), the review 
began on 31 March with the release of an 
Issues Paper. Submissions closed on 27 
May.

Introduced in 2011, the ACL is the uniform 
Commonwealth, State and Territory 
consumer protection law. Its objectives are 
to:

• ensure that consumers are sufficiently 
well-informed to benefit from and 
stimulate effective competition

• ensure that goods and services are safe 
and fit for the purposes for which they 
were sold

• prevent practices that are unfair

• meet the needs of those consumers 
who are most vulnerable or are at the 
greatest disadvantage

• provide accessible and timely redress 
where consumer detriment has 
occurred, and

• promote proportionate, risk-based 
enforcement.

There are three aspects to the review:

• The review will assess the effectiveness 
of the provisions of the ACL, whether 
these provisions are operating as 
intended, and address the risk of 
consumer and business detriment 
at an appropriate level of regulatory 
burden. These provisions include but 
may not be limited to:

- general prohibitions against 
misleading or deceptive conduct, 
unconscionable conduct and unfair 
terms in consumer contracts

- prohibitions against specific 
‘unfair practices’, including bait 
advertising, referral selling, 
unsolicited supplies of goods and 
services, pyramid selling and 
component pricing

- the system of statutory consumer 
guarantees

- the national product safety 
framework, and

- enforcement powers, penalties and 

remedies applying under the ACL.

• The review will also consider the 
extent to which the national consumer 
policy framework has met the 
objectives articulated by COAG. This 
will include:

- assessing 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 
Commonwealth and states and 
territories, are effective and efficient 
in supporting a single national 
consumer policy framework

- considering the interface between 
the national consumer policy 
framework and other legislation, its 
jurisdiction and reach, including 
whether there are legislative gaps, 
duplication or inconsistencies with 
industry-specific and other laws, 
including opportunities to reduce 
unnecessary compliance costs on 
businesses, individuals and the 
community while maintaining 
adequate levels of consumer 
protection, and

- examining changes in consumer 
and business awareness of their 
respective rights, protections 
and obligations, including access 
to information about dispute 
resolution and consumer issues, 
since the implementation of the 
ACL.

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.
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ATTRACT MORE 
‘MUST HAVE’ 
CUSTOMERS TO 
YOUR BUSINESS.
Looking for customers who spend big? American Express 

Card Members report spending 86% more than those 

who don’t carry our Card.1 One more reason your business 

and American Express are a great fi t.

1. Source: Roy Morgan Research (Mar 2016). “American Express Card Members report spending on average 86.1% more 
than Non American Express Card Members on all credit or charge card purchases in a typical month.” American Express 
Australia Limited (ABN 92 108 952 085). ® Registered Trademark of American Express Company.

Search    Welcome Amex

AMXBRA0667/ADM/3AMXBRA0667/ADM/3
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ACCC REVIEWING NEW CAR  
RETAILING & INDUSTRY PRACTICES

In what appears to be part of a concerted 
focus on the part of the Australian 
Competition and Consumer Commission 

(ACCC) to focus on trading activities in the 
automotive industry, the ACCC announced 
in June 2016 that it is launching a market 
study of the new car retailing industry in 
Australia.

In a media release dated 17 June 2016, 
ACCC Chairman, Rod Sims, said the 
study will take place in the context of 
new car retailing being a ‘priority area 
for the ACCC’. Mr Sims also said that 
the ACCC has been receiving a ‘high 
volume of complaints’ from consumers 
about defects with vehicles covering a 
‘broad spectrum’ of manufacturers, and 
that the ACCC regarded the complaints 
from consumers as showing that many 
consumers have difficulty enforcing their 
consumer guarantee rights (apart from 
manufacturer’s private warranties).

The ACCC’s study will focus on 
competition and consumer issues, and, in 
particular, on four main areas:

1. compliance with consumer guarantees 
under the Australian Consumer Law 
(ACL) and consumers’ abilities to 
enforce those guarantees (against 
manufacturers and dealers)

2. false, misleading and deceptive 
practices in the marketing of 
performance, fuel consumption and 
emissions

3. the effect on competition and 
consumers of ‘post-sale care 
arrangements’ - such as servicing, and

4. whether consumers and business 
could be affected by any restrictions on 
vehicle access to data.

The study will also review ‘industry 
practices’ generally to identify any 
other sources of risk to consumers and 
competition.

The ACCC will collect data for its study 
through its own surveys and public 
consultation, and will release an issues 
paper later this year which will set out 

the scope of the study and invite public 
submissions. A draft report of findings is 
expected to be released in the first quarter 
of 2017.

The ACCC already has investigations into 
the car retailing industry underway (or 
concluded), including:

1. an investigation into the Volkswagen 
emission issues, including whether:

(a) possible misleading or deceptive 
conduct and unfair practices were 
engaged in related to the sale of 
vehicles advertised as meeting 
certain emissions standards when, 
in fact, the vehicles did not meet 
such standards, and

(b) a safety standard has been breached 
by these vehicles being fitted with 
a ‘defeat device’ to defeat emissions 
testing regimes.

2. an investigation into consumer 
complaints against Fiat Chrysler 
Australia (FCA). 

The ACCC has also stated that its 
market studies go hand-in-hand with its 
enforcement and compliance activities. 

Evan Stents
Lead Partner, 
Automotive Industry 
Group | HWL 
Ebsworth Lawyers

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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Previous ACCC studies and investigations 
have led to enforcement action. 

For example, in the case of FCA, an 
investigation by the ACCC into complaints 
from customers concerning vehicle faults 
and complaint handling led to FCA giving 
undertakings to the ACCC to undertake a 
‘Consumer Redress Program’. 

The Consumer Redress Program required 
FCA to:

1. identify and contact customers who 
made a complaint to Fiat Chrysler 
about vehicle issues between 1 January 
2013 and 31 December 2014, and who 
were refused a particular remedy 
by Fiat Chrysler (other than those 
customers whose complaints were 
resolved to their satisfaction or were 
resolved in a Court or Tribunal)

2. offer to have an independent person 
review the customer’s complaint to 
determine whether the outcome was 
in accordance with their Australian 

Consumer Law rights (or rights under 
pre-existing laws, as the case may be), 
and 

3. where a review is conducted and it 
is determined by the independent 
reviewer that the outcome was not 
in accordance with the consumer’s 
rights, provide or procure that a 
Dealer provide a remedy on Fiat 
Chrysler’s behalf as recommended 
by the independent review, which is 
consistent with the consumer’s rights 
under the ACL. 

The ACCC has made consumer guarantees 
under the Australian Consumer Law a 
consistent enforcement priority. In April 
2016, during his annual address to the 
Committee for Economic Development of 
Australia, Mr Sims specifically cited three 
recent instances of the ACCC either taking 
court action or securing undertakings 
from corporations concerning compliance 
with consumer guarantees under the ACL. 
More details of the ACCC’s enforcement 

activities are published in the ACCC’s 
quarterly ‘ACCCount’ publication. 

The ACCC’s 2016 Compliance and 
Enforcement Policy states that the ACCC 
is currently prioritising work concerning 
consumer issues arising in relation to 
new car retailing, including responses by 
retailers and manufacturers to consumer 
guarantee claims. 

Most Dealer agreements set out a required 
process for Dealers to follow in the event 
of a consumer dispute. However, if you 
are unsure about your obligations to 
consumers and your rights against the 
manufacturer, or if you are involved in a 
dispute and concerned that a manufacturer 
is requiring you to do something 
inconsistent with the ACL, you should seek 
legal advice. 

This article was written by Evan Stents - Lead Partner 
and Christian Teese - Associate, Automotive Industry 
Group | HWL Ebsworth Lawyers.



AADA is gearing up for the biggest and best 
National Dealer Convention yet.

The Convention is the must attend event of 
2016 for all Dealers and those associated with 
the retail automotive trade. The 2016 National 
Dealer Convention will display the biggest 
Trade Expo an AADA Convention has ever 
had. Over 80 companies will display solutions 
and products for every area of a modern 
dealership.

THE EVENT OF THE YEAR. DON’T MISS OUT!
Plus a business program that incorporates 
industry leaders from within Australia and 
around the world, the Convention will provide 
insights into such fields as sales success, CRM, 
service and parts opportunities, and digital 
marketing to name a few.

In fact, there are in total over 20 workshops, 
lectures and symposiums all focussing on the 
‘Building Better Outcomes’ theme. And all are 
presented by experts who have years of ‘hands 

on’ practical experience.

All of this adds up to be an event that you just 
can’t afford to miss.
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AADA
NATIONAL DEALER

MELBOURNE CONVENTION & EXHIBITION CENTRE

CONVENTION
6-8 SEPTEMBER 2016

Register online now... 
www.aadaconvention.com.au
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THE EVENT OF THE YEAR. DON’T MISS OUT!

2016 AADA NATIONAL DEALER CONVENTION
BUILDING BETTER OUTCOMES
 6-8 SEPTEMBER 2016    MELBOURNE CONVENTION & EXHIBITION CENTRE

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

AUTOPAY



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

AADA CEO DAVID BLACKHALL
David is an industry icon: AADA CEO and 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, DAVID BACKHALL, 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 
David Blackhall, 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.



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

ERIC 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



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.

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

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 :

AUTOPAY
Autotraining
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IS THIS WHAT WE WANT FOR 
AUSTRALIAN CONSUMERS?

The Federal Government is putting 
Australian consumers at risk by 
allowing personal importation of new 

and near-new vehicles from 2018. 

Already we are seeing advertisements 
from foreign car-sellers looking to steal a 
march on our local market, which will, as 
of 2018, no longer produce its own cars. 
We came across the accompanied used 
car advertisement, from Japan, aimed at 
Australian buyers. 

Japan and the United Kingdom are, at 
this point, the only countries that meet 
Australian standards, but that doesn’t 
mean consumers will enjoy the same 
protection by buying from overseas sources 
as they do buying from Australian Dealers. 
Has the Government really thought this 
through?

Australia already has the most competitive 
car market in the world. We already sell 
more brands than any other nation. The 
Government thinks it is making things 
better for the consumer when what it is 

really doing is opening a can of worms 
regarding service, repair and maintenance. 

Because such imported vehicles will, by 
definition, have been designed for other 
countries, they will not necessarily have 
the same specifications, parts and service 
requirements as those made specifically for 
Australian roads and sold by Australian 
Dealers. Who fulfils the warranty? Who 
is liable for repairs? What if parts are 
different? What if there is a recall?

In 2015, almost 90 million new cars were 
registered around the world. Only the 
United States and Canada had a greater 
percentage of new car buyers than 
Australia. Just under five per cent (4.78%) 
of Australians bought a new car last year, 
so it’s not like Australians are struggling 
to afford new vehicles. New Zealand 
allows personal imports and proponents 
argue that it brings prices down. Yetin 
2015 New Zealanders bought new cars at 
a rate slightly more than half (2.84% of 
the population) that of Australians. Even 
Japan, which exports so many cars – both 

new and used – had a new car ownership 
rate of just 3.98% in 2015.

Those agitating to change the rules come 
from outside the franchise system, hoping 
to circumvent regulation. The fallacious 
argument seems to be that new cars are 
too expensive in this country, yet that 
is contradicted by the evidence that 
Australians buy more new cars per capita 
than any country other than the US and 
Canada. 

Dealers are accused of self-interest when 
they argue against personal imports, but 
surely anyone looking objectively at the 
evidence must wonder what benefits will 
come from their introduction.

Dealers are the ones who have to face 
the wrath of consumers when they 
are unhappy. If a driver buys a Toyota 
privately from another country and it 
needs repairing, he or she will take it to an 
Australian Dealer and likely be annoyed 
when told it has the wrong specs or 
different parts are required.

Early in July, 15 cars at AP Eagers in 
Brisbane went underwater in a flood. 
Despite a lack of damage, those vehicles 
are now registered as write-offs. But what 
is to stop an English or Japanese Dealer 
from hiding that fact about cars of theirs? 
There is nothing forcing them to disclose 
such information. This has all sorts of 
ramifications for Australian consumers, 
from safety to financial – and none of them 
good. 

Our politicians say they are doing this 
to provide Australian motorists with 
better deals. This is false. Australian 
motorists already have great deals. The 
most competitive marketplace in the 
world, the widest range of brands and, 
most importantly, they know what they are 
getting. That cannot be said of a car bought 
privately from an overseas source. 
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ALAN BERGMAN UNMASKS WARRANTY 
AUDITS AT AADA CONVENTION  
Fulfilling warranty obligations is 

a necessary part of any Dealer’s 
business, but more and more the issue 

is becoming a potential legal minefield, 
clouded by matters such as parallel 
imports, fraudulent and deceptive customer 
behaviour and repairs undertaken by 
independents, with oils and non-genuine 
parts that do not always equal or exceed 
manufacturers’ specifications.

Drawing on more than half a century of 
practical, continual and evolving global 
experiences in the automotive business 
and industry worldwide, AADA National 
Dealer Convention special guest speaker, 
Alan Bergman, is set to demystify the 
complexity of ACL, Fixed Operations and 
Warranty Audit Unmasked. 

Mr Bergman will share, in overview, 
unparalleled powerful insights and suggest 
practical strategies to deal with this 
complicated subject.

He plans to present educational, simulated 
‘real world example case study’ scenarios. 
These will be used to impart a few 
important insights by way of easy-to-
follow hypothetical examples of both 
Statutory ACL Consumer Guarantee and 
New & Used Vehicle Warranty obligation 
situations that are always additional to the 
ACL consumer guarantees.

Mr Bergman will cover what to expect 
when such matters are honoured in good 
faith by a dealership, and he will also 
explain the possible subsequent conflicts 
arising (for example) from a manufacturer’s 
compliance warranty Dealer audit 
perspective, say 12 to 24 or more months 
later. He will compare this to hypothetical 
examples of when ACL obligations conflict 
some of the multi-national Manufacturer/
Dealership Contracts and Franchise 
Agreements. 

“The conflicts, when they arise, are 
typically in relation to what a Dealer 

moral fairness towards, say, the Dealer who 
took all reasonable, necessary, proper and 
prompt care of the customer’s (consumer) 
problem in good faith and in conformance 
with the ACL consumer guarantee 
obligations.”

Mr Bergman says Dealers’ thinking 
is that they are protected by the ACL 
‘manufacturer’s statutory indemnity’ 
protection provisions for statutory 
reimbursement of (B2B) supplier 
(Dealer) who took care of their franchise 
manufacturer’s ACL Consumer Guarantee 
obligations AND which obligations under 
ACL may not be contracted out of or 
excluded. Sadly, this is not always the case. 
In Australia, all ‘manufacturer’s’ ‘express 
new vehicle warranty obligations’ at law are 
additional to the statutory ACL Consumer 
Guarantees, rights, protections and 
obligations, which obligations cannot be 
excluded, refused or denied. As such, ACL 
consumer guarantees still apply in certain 
circumstances, even after expiration of 
the limited manufacturer’s new vehicle 
warranty. 

As a deterrent, certain violations, 
infringements or breaches of ACL by a 
manufacturer, Dealer or supplier may each 

carry fines of up to $1.1 million, or more as 
penalties.

Mr Bergman also plans to touch on related 
issues that directly and indirectly are the 
typical underlying key drivers influencing 
warranty and policy outcomes, contribute 
to dealership costs they can’t always 
control, and ‘Profit Leakages’, ‘Retention’ 
and ’Margin Erosion’ in their many guises. 

He hopes to share ideas to strengthen 
processes and procedures in-house, on 
the front lines and in the workshops, 
that can help Dealers in ‘Building Better 
Outcomes’ so as to become fairer for all in 
the warranty chain in the future.

“To succeed in any dealership, business 
in my view needs to always start 
with integrity, mutual goodwill and 
transparency,” he said. 

“Vitally important to ensure is that there 
are no unfair manufacturer, importer or 
distributor global and or local ‘Warranty 
& Policy’ or ‘Dealer Agreement’ business 
contract terms that would, could or 
may still continue to cause a ‘significant 
imbalance’ between the parties, their 
respective rights, obligations, entitlements, 
protections, statutory manufacturer 

considered to be unfair in its 
warranty audit, or of a one-
sided unfair ACL or warranty 
claim submission assessment 
determinations made by 
the manufacturer prior to 
approval for payment to the 
Dealer,” Mr Bergman said. 

“Often, such conduct by the 
manufacturer is considered 
unconscionable by the Dealer, 
where that manufacturer’s 
warranty and policy ignores, 
is silent on or conflicts with 
ACL statutory obligations. In 
particular. where ignored are 
aspects such as ethical and 
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indemnity reimbursement obligations, etc.”

That includes mandatory statutory 
obligations requiring any ACL-defined 
‘manufacturer’ to fully reimburse or 
pay back, as applicable, a B2B ‘supplier’ 
for all reasonable, fair and necessary 
charges for warranty repair work done, 
warranty parts and materials supplied, 
sublet costs, loan car costs and other 
costs incurred in the process of taking 
care of any ‘manufacturer’s obligation’ to 
fix a manufacturer express warranty or 
ACL Consumer Guarantee problem and/
or where issue is/was in breach of any 
manufacturer’s warranty or ACL consumer 
guarantee, or Australian Federal, State 
or Territory’s Law/s or codes that already 
apply.

Unfair contract amendments

Additional amendments to the unfair 
contract terms laws, and in particular those 
that also apply to `business to business’ and 
`business to consumer’ transactions, will 
in addition take effect in Australia on 12 
November 2016. 

Considering whether a term of a 
‘manufacturer’s warranty & policy manual’, 
dealer bulletin or business contract is fair 
and free of any significant imbalance, will 
always involve a factual assessment of the 
available evidence and wording of each 
situation on a case-by-case basis. 

The objective of the government, ACCC 
and ASIC is to also ‘Build Better Outcomes’ 
for all Australians, be they consumers, 
businesses, corporate taxpayers, overseas-
owned or controlled Australian businesses 
or others, to ensure they always contain a 
clear, transparent and balanced fairness 
for all.

Refocus

Dealers, managers and staff attending Mr 
Bergman’s session will be encouraged to 
proactively and ethically refocus on the 
increasing emergence of unsustainable 
Service, Parts, Warranty and After-Sales 
ACL related costs recovery/margin erosion 
pressures and often underlying drivers of 
below-objective poor customer retention.  

“With newly learned confidence, 
knowledge, ideas and an innovative 
supportive ‘handouts’ toolkit and my notes, 
attendees will be able to better detect, 
prevent, reverse and optionally recover 
certain losses in the future,” he said.  

“The priceless tips, handout notes 
and information should enable you 
to determine and introduce, where 
needed, meaningful ‘business process 
improvements’ (BPIs), any necessary 
improved compliance, conformance 
and innovation methodologies into your 
business. 

“All this is to counter the ever-growing 
‘black holes’ I frequently discover onsite 
when drilling down the warranty repair 
orders data to uncover hundreds of often 
‘lost bona fide warranty hours’ worked 
every year but not recovered. Many of 
the underlying causes are often found 
to be considered unfair by the Dealer, in 
particular where the circumstances and 
evidence are considered by the Dealer as 
being significantly imbalanced.”

Mr Bergman said some serious issues are 
considered potentially unlawful when 
certain manufacturer-determined unfair 
warranty claim submission adjustments or 
audit ‘warranty chargebacks’ of a supplier 
(Dealer) occur. 

“Others I see from time to time applied by 

certain manufacturers suggest they engage 
unfair warranty prior approvals/unfair 
determination and ‘chargeback’ of a Dealer 
assessments; unfair reimbursement criteria 
basis of decisions where certain alleged 
unrealistic warranty labour rates and SRTs 
were enforced versus transparent and 
Dealer-justified times clocked and worked.”

Mr Bergman will, after his session, hand 
out tips designed to help Dealer and 
manufacturer reduce significant rise in 
incidences of certain consumer-related 
attempts to deceptively or unlawfully 
gain unfair advantage, betterment and 
enrichment out of the Dealership and/
or manufacturer or insurer via warranty 
claims. 

“Frauds and/or baseless claims or demands 
by consumers typically manifest themselves 
under the guise of ACL consumer 
guarantees that I see which, in the main, 
fail to have all of the necessary credible 
supporting evidence as required,” he said.

What to expect

Mr Bergman will provide brief, clear and 
specific ideas of what attendees will be 
able to better understand and/or consider 
incorporating as solutions for improved 
ACL, supplier or consumer statutory 
warranty compliance obligations; processes 
and outcomes for all concerned within the 
manufacturer/importer/B2B distributor, 
supplier (Dealership) and customer chain. 

By the end of the session, attendees will be 
better-equipped to:

• understand ‘what is’ and ‘is not’ 
Manufacturers, ACL, Statutory 
and Extended Warranty, so as to 
differentiate between legitimate 
eligible and not eligible Manufacturer 
Warranty, Statutory Warranty or ACL 

Driving Gender Diversity
And it’s not just about 

employing more women.  

A gender diverse workforce 

is your source of sustainable 

competitive advantage.   

A bespoke accounting, financial and 
business advisory service for family 
owned dealerships. In-Dealership 

Consulting

Accounting

Leadership 
Development

Human 
Capacity 
Building

Our Other  
Services

Contact Us Today

Yvonne Bowyer 0435 998 556  
yvonne.bowyer@cmsca.com.au

To register for your 
dealerships FREE social 

media report card please 
vist our website

www.cmsstrategic.com.au
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ONE IN FOUR PRIVATELY SOLD USED 
CARS HAS BIG ISSUES
A report has found that nearly a 

quarter of used cars in Australia 
sold privately come with potentially 

serious hidden issues.

The CarHistory.com.au report said almost a 
quarter of the used cars on the market that 
underwent a vehicle history check in 2015 
were hiding a potentially serious issue.

CarHistory.com.au, part of credit agency 
Veda, is Australia’s first online automotive 
bureau. The report is the result of analysing 
154,035 sales.

The research found that fewer than half 
of potential used car buyers plan to do 
anything more than basic mechanical 
checks before buying. Just 28% of recent 
used car buyers undertook a mechanical 
check before purchase. 

Less than half checked for issues like past 
accidents, finance owing or fraudulent 
incidents, including flood damage, 
rebirthing and odometer windbacks.

Of the used cars that underwent a 
CarHistory vehicle check last year, 

22.2% received a negative report, risking 
thousands of dollars in repairs.

Consumer Guarantee obligations 
so as to build better outcomes AND 
improved vehicle sales and after-sales 
retention. 

• understand ACL five years on and 
what in fixed operations will build 
better outcomes, improved after-sales 
retention and dealership NPS/CSI 
scores, opportunities and results you 
can bank.

• gain innovative ideas (if needed) and 
guidance suggestions for smarter 
methodologies, processes, techniques 
and knowledge to detect and/or reverse 
lost Dealer profit opportunities, 
margin erosion; improve warranty 
recovery/reimbursement outcomes 
and reduce future risk of ACL based 

claims or breaches. discover significant 
hidden fixed operations and warranty 
audit lost opportunities that, unless 
addressed, will continue to impact on 
lost dealership net profit results and 
brand loyalty, warranty costs/warranty 
hours worked but not recovered or 
reimbursed, after-sales business and 
customers for life retention, and

• recover from ‘Fixed Operations Profit 
Leakage and Margin Erosion’ losses 
through other lost or not recovered 
hours worked; below the radar OEM 
Parts Discount Codes changes and 
subsequent margin and credits 
impacts, poor technician stories and 
weak warranty admin processes.

Workshop attendees will take away 

ACL-supporting handouts and invaluable 
actionable summary reference notes; 
a 2016 update containing Alan’s latest 
`Fixed Ops Trouble Shooting Poor KPI 
Results’ summaries with typical Causes & 
Corrective Action Checklists, Unique KPIs 
and Ratios to identify and ‘Build Better 
Outcomes’ and fairer ‘Warranty Recovery’ 
through future automated transactional 
data analytics, compliance, Service & 
Parts fixed ops performance, and warranty 
reimbursement and mock warranty audit 
conformance and performance reviews.

It all sounds complicated – and it is; which 
is why you should make sure you attend 
this critical but easy-to-follow session. 
It could, quite literally, save you tens of 
thousands of dollars, if not more, over the 
next 12 months. 

Your Proven Vehicle Disposal Partners  
Unlocking Value for over 25 years

• Over 1,500 vehicles sold each month
•  National online marketplace to sell your vehicles
• 24 hours, 7 days a week exposure
• Over 90% clearance rate
•   National commercial &   

luxury sale calendar
•  120,000+ visitors each month  

to auto auction pages

To find out how we can tailor a 
solution for you, contact  

Michael Bray on 0407 867 082 or  
email michaelb@grays.com.au

www.graysonline.com
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F&I AN INCREASINGLY IMPORTANT 
FACTOR FOR DEALER PROFITABILITY

Recent declines in gross profit from 
vehicle sales have seen the Finance 
& Insurance Department become 

increasingly important as a generator of 
income for Australian dealerships. On 
average, 39.6% of the gross profit generated 
from a dealership’s sales department is a 
direct result of the performance of the F&I 
Department, according to the 2015 NADA 
Data released by the National Automobile 
Dealers Association#.

Imminent changes to the treatment of 
financier flex rates will see dealership 
income generated from ‘finance’ eroded. In 
the past, high-performing F&I departments 
have been achieving a $1,500 average 
income per retail vehicle, based on a 35-
40% finance penetration. These will result 
in less available revenue from the ‘F’ and a 
much higher focus being placed on the ‘I’.

In the face of these challenges, the 
importance of high quality insurance 

products offering superior benefits to both 
customer and dealer become increasingly 
vital. 

Building customer loyalty

Recent figures from Deloitte indicate that 
50% of metropolitan customers who have 
been through the F&I process return to 
the dealership for purchase of their next 
vehicle, compared to only 24% of non-
F&I customers*. The Business Manager 
has become the ‘trusted advisor’, with 
trust being an overarching customer 
expectation, in addition to accessibility and 
speed of purchase.

Considering that non-dealership finance 
customers account for approximately 60% 
of all opportunities, systems and processes 
need to be aimed toward increasing 
customer satisfaction and therefore 
retention, ensuring that every sales 
opportunity is maximised. For a dealership 
to achieve this they need to offer the same 
service to all customers, regardless of their 
intent to finance through the dealership. 
This process then becomes part of the 
Business Manager value proposition and 
focuses not only on the initial transaction, 

 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
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but on the future relationship with the 
customer, increasing the likelihood they 
will become a ‘customer for life’.

High quality motor vehicle insurance, for 
example, can offer exceptional benefits 
not only to the customer but to every 
profit centre within the dealership. The 
better policies may include benefits such 
as a guarantee on genuine parts, choice 
of repairer and guaranteed new-for-old 
replacement vehicle through the selling 
dealer. Flow-on benefits may include an 
increase to customer satisfaction and 
retention; fewer factory warranty issues; 
increased parts and labour sales, and an 
increase in vehicle sales due to purchase 
of replacement vehicles after a vehicle 
is written off, in addition to increased 
commissions and other incentives paid by 
insurers, financiers and manufacturers. 

The importance of genuine parts 

Most vehicle manufacturers have chosen 
to partner with an insurance company 
that can guarantee replacement parts used 
in repairs will be genuine OEM parts, 
therefore driving income back to the selling 
Dealer, as well as maintaining the integrity 
of the vehicle.

Due to claims costs, some insurance 
companies have chosen to incorporate non-
genuine, parallel or ‘grey’ parts for vehicle 
repairs, devaluing the importance of using 
genuine manufactured parts. Not only do 
these parts run the risk of compromising 
the integrity of the vehicle, they also reduce 
potential dealership income from future 
genuine OEM parts sales.

Customers rely for guidance on their 
Business Manager as someone adept at 
addressing their financial and insurance 
questions, with the ability to present 
options to help them make informed 

decisions. Processes such as menu selling 
help ensure F&I departments remain 
compliant and transparent, offering every 
customer every single product for which 
they are eligible, and having the customer 
acknowledge via a signature what level of 
finance and insurance protection they have 
chosen with the purchase of their motor 
vehicle.

The most successful dealerships employ 
Business Managers who are proactive, 
transparent and contribute to the 
dealership’s overall income whilst 
satisfying the customer’s expectations are 
met at the same time.

*Deloitte – Motor Industry Services: 2015 
Dealership Benchmarks.

#2015 Annual financial profile of America’s 
franchised new-car dealerships

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
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BENCHMARKS – A SELF-FULFILLING 
PROPHECY

Retail motor dealerships must surely be 
the most analysed businesses of any 
industry sector. 

Benchmarks are the tool by which 
dealership performance is analysed ad 
nauseam, not only by Dealers themselves, 
but by manufacturers, financiers and, dare 
we say it, a raft of accounting firms as well. 

While there is no doubt industry 
benchmarks are an extremely useful 
tool, BDO contends that the saturation 
of benchmark data and its availability to 
virtually all dealership staff has identified 
the goalposts so clearly that dealership 
businesses have lost the opportunity 
to create a vision for what might be 
achievable. In short, the achievement of 
benchmarks has become a self-fulfilling 
prophecy. When the used car manager and 
his sales staff know that a gross profit of 
$2,000 per retail unit sold is benchmark, 
the parts manager knows that gross profit 
of 23 per cent is benchmark, and the 
General Manager/Dealer Principal knows 
that a net profit return on sales of 2 per 
cent is acceptable, they know that anything 
better is outperforming the market. 

BDO’s view is that these benchmarks 
have remained largely unchanged over 
many years because their very existence 
has influenced behaviours such that they 
have become true. Why would a dealer 
dare suggest, much less create, a vision 
that net profit to sales of, say, 6 per cent is 
achievable when all of his staff know that, 
say, 2 per cent is the accepted industry 
benchmark. 

given a dealership’s significant investment 
in inventory, debtors, working capital and, 
often, facilities? 

For many dealers there is a significant 
time investment in meetings dedicated to 
comparing actual performance to industry 
benchmarks in the pursuit of identifying 
a weakness that, when addressed, will 
improve profitability. The reality is that 
BDO is yet to identify two Dealers who 
have an identical method of accounting for 
all forms of revenue and expenditure. A 
Dealer has the ability to influence their own 
performance against a set of benchmarks 
simply through accounting treatment. 

Some of the more significant examples 
include:

• new vehicle factory bonuses taken to 
either reduce COS or increase Other 
Income

• predelivery taken to either increase 
COS or increase expenses

• the timing at which the many different 
forms of holdback, and “back end 
bonuses” are taken to income

• the approach to calculating 
provisions, including doubtful debts, 
demonstrator and used obsolescence 
and warranty, and

• the use of loads/lot fees will potentially 
increase COS and inflate provisions or 
be periodically washed back through 
other income.

Add to the above the commercial elements, 
which include equity in stock, capital 
structure, commerciality of dealer principal 
remuneration, ownership structure and 
investment in facilities, and you can 
quickly appreciate how the comparison of 
Dealer performance can become distorted. 

In conclusion, BDO is an advocate for 
benchmarking but urges Dealers to also 
be mindful of the many differences caused 
by wide and varied accounting treatment 
and the actual commercial differences. 
Importantly though, benchmarks should 
not suppress the desire for greater financial 
returns. Just because the benchmarks, like 
a set of goalposts, make measurement of 
achievement more visible, Dealers should 
not let those benchmarks limit what might 
be capable if the goalposts were moved. 
Do not let them become a self-fulfilling 
prophecy.

If you would like more information about 
how to get the most out of using benchmarks 
for your dealership, please contact Mark 
Ward, BDO’s National Lead Partner on 
mark.ward@bdo.com.au, or your usual 
BDO contact.

Mark Ward
Partner,  
BDO Automotive.

Come to think of it, 
why has the net profit 
to sales return become 
the ultimate measure 
of performance? True 
it is a reasonably 
reliable and quickly 
identifiable measure, 
but why does it often 
get used without 
reference to, say, 
Return on Investment 
(ROI) and Return on 
Capital Employed 
(ROCE), especially 



CADILLAC JOINS  
VIRTUAL SHOWROOM MOVEMENT
Following the lead of Tesla, Cadillac 

Dealers in the United States are being 
asked to consider establishing ‘virtual’ 

showrooms.

With rapid improvements in virtual 
reality technology, prospective car buyers 
will be able to ‘test drive’ a vehicle by 
putting on a headset. The idea promises 
to slash overheads and the need for large 
showrooms filled with cars.

Cadillac president Johan de Nysschen is 
seeking Dealers willing to commit to the 
idea. Customers could test other products 
via the headsets and have their cars 
serviced, but would not be able to drive 
away in a new car because there will not be 
any onsite.

Cadillac is the luxury division of General 
Motors. It currently has about three times 

as many US stores as its German rivals or 
Lexus, yet sells only about half the cars. 

Cadillac CEO Mary Barra hired Mr de 
Nysschen in 2014, with a brief to turn the 
battling company around. The virtual 
dealerships are part of his grand overhaul 
plan, titled ‘Project Pinnacle’. 

Smaller Dealers are concerned the plan 
could force them out of business. Mr de 
Nysschen and Cadillac executives have 
been touring dealerships to assuage fears 
and assess into which of five tiers of dealers 
each store fits. Those in tier five, the lowest, 
have been surveyed about their willingness 
to convert to virtual showrooms. 

Mr de Nysschen also wants to change 
Dealer compensation qualifications away 
from number of cars sold, encouraging 
the adoption of practices of leading luxury 

brands such as offering free roadside 
assistance and other benefits. 

Cadillac is still researching technologies 
and developing the concept. It has its 
supporters, including Will Churchill, 
owner of Frank Kent Cadillac in Fort 
Worth, Texas, and head of Cadillac’s dealer 
council. 

“They can still sell the same volume,” he 
said. “They don’t have to stock the 15 cars 
and hope they have the right one … the 
data shows they probably don’t.”

AUDI TAKES ON TESLA
Audi has, with the announcement it will 
release three models by 2020, signalled its 
intention to take on Tesla in the electric 
vehicle market. It will also form a new 
subsidiary to develop autonomous cars. 

The company openly admits its renewed 
interest is a direct result of the diesel 
emission scandal that engulfed its parent 
company, Volkswagen. 

Old models will likely make way for the 
new ones, potentially including the two-
door A3. 

Audi CEO, Rupert Stadler, told news 
agency, Reuters, that the company wanted 
to take on Tesla’s early dominance in the 
electric and autonomous vehicle market. 
Audi plans to release a battery-electric SUV 
by 2018 and hopes that by 2025, 25 to 30 per 
cent of its sales will come from electrified 
models.

“This is about a robot car that may not even 

need a steering wheel or pedals, so it’s ideal 
for urban traffic,” he said.

Across the entirety of its brands VW is 
expected to launch up to 30 electric models 
over the next decade, from the small 
battery-electric Volkswagen e-Up, to the 
larger Bentley Bentayga hybrid (coming in 
2017), plus Porsche and Audi models.

Significant development costs mean 
production of some current models will 
need to be either scaled back or halted 
completely in order to free up the necessary 
R&D cash.

Porsche has said it expects to create 40 per 
cent more new jobs than it had originally 
budgeted for, to handle its Mission E 
electric sports car.

Audi is also keen to move into fuel cell 
vehicles, but there are unlikely to be 
enough charging stations to make it viable 
until at least 2020. 

In May, Tesla hired veteran Audi executive, 
Peter Hochholdinger, as vice president of 
vehicle production. Mr Hochholdinger will 
be responsible for driving the increased 
production of the Model S and Model X 
crossover SUV. His most important task 
will be to build a manufacturing program 
specifically designed for the Model 3 – 
probably the company’s most important 
vehicle.

Mr Hochholdinger’s appointment 
comes after the resignation of several 
Tesla executives, including the man he 
replaces, Greg Reichow. Others to depart 
in recent months include vice president of 
manufacturing, Josh Ensign, vice president 
of regulatory affairs and deputy general 
counsel, James Chen, and Ricardo Reyes, 
vice president of global communications.

Meanwhile, Chevrolet expects to begin 
production on its 2017 Bolt EV electric car 
before the end of the year. The Bolt will 
have a range of more than 300km. 
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EMBRACING ANCAP IN THE SHOWROOM

We know those in the market 
for a new car look at price. 
In a consumer-driven, price-

competitive market, everyone is out to save 
a dollar where they can. Price therefore 
stands as a constant element of all pathways 
to a sale, along with brand reputation, 
vehicle performance and value-add 
offerings like accessories, paint protection 
and insurance. But have you considered 
working safety into your sales pitch?

ANCAP recently surveyed more than 
1,300 new car buyers1  and found that 
safety is now one of the most important 
considerations when it comes to consumer 
purchasing. While price remains important 
factor for just over one in two (53 per cent) 
of new car buyers, seven in 10 (70 per cent) 
consider vehicle safety to be important. 
One-fifth stated safety was the most 
important attribute.

The survey also found that around one 
third of new car buyers had received safety 
information from manufacturers or dealers 
prior to purchase, and this information 
then played a direct role in the purchasing 
decision of 88 per cent.

With the knowledge that consumer interest 
in safety is high, it is time for dealerships 
to embrace the safety message.  Dealers are 
crucial advocates for the ANCAP safety 
message and in order to ‘teach the teachers’, 
we must first gain an understanding of 
what works on the showroom floor. 

I recently visited a major metropolitan 

dealership to learn more about the modern 
sales process, and it was apparent that some 
safety elements are present at the point of 
sale, albeit they are somewhat peripheral. 
We want to bring the safety message front 
and centre to see Dealers win through 
increased sales and consumers win through 
the purchase of safer vehicles. But how do 
we achieve this?

In spending time with the Dealer Principal 
and General Sales Manager, ANCAP 
gained valuable insight into the strategies at 
play when greeting, educating, converting 
and closing. Safety may enter this process at 
a certain point, but the provision of brand-
specific materials providing a tailored 
solution is the message ANCAP took home. 

Conversation and engagement with the 
buyer is key, and having the right tools on 
hand to support this reinforces not only the 
positive attitude the brand has to safety, but 
that the dealer cares too. There are many 
ways to build safety into the conversation: 
while on the showroom floor, by pointing 
out the number of airbags; while on a test 
drive, to show them the blind spot monitor 
or adaptive cruise control in action; when 
discussing up-spec models such as the 
option of autonomous emergency braking, 
or simply while having a chat at your desk, 
by using the ANCAP website. And don’t 
be afraid to point out and compare the 
safety elements of competitors, particularly 
if your product is the class leader or most 
recently tested.

There are ample opportunities to introduce 
safety as part of the road to a sale, and this 
can be used to present a competitive angle 
and leverage a sale. To assist with this and 
help in identifying points of difference 
between the safety of different makes 
and models, ANCAP is working with 
Dealer networks to bring unique safety 
experiences to the dealership.

As we start working closer with those 
who deliver our important safety message 
and understand the machinations of the 
purchase and sales process from both sides, 
we have identified many opportunities to 
convey the message that newer, safer cars 

are accessible and affordable.

While the majority of new cars on sale 
today hold the maximum 5-star ANCAP 
safety rating, there are points of difference 
across makes and models that can give 
you that competitive advantage. Does the 
seven-seat SUV in your range offer side 
curtain airbags across all three seating 
rows? How does this compare to your 
competitor? Is autonomous emergency 
braking a standard offering in your brand’s 
small car? Is your competitor offering it as 
a costly option or perhaps not offering it at 
all?

One distinct advantage all dealers 
should be using as their trump card is 
the datestamp that sits alongside each 
ANCAP safety rating2. The datestamp is 
the year mark that is promoted as part 
of the ANCAP rating logo. The more 
recent the datestamp, the better the level 
of safety provided. So if the model you’re 
encouraging has a 2016 ANCAP datestamp 
and your competitor’s offering is stamped 
2014, there is your sales advantage. Start 
pointing this out as your conversation 
starter.

In visiting a number of dealerships around 
the country we’ve seen that safety slows 
down the conversation, so if this is the 
difference between engaging or losing a 
buyer, then it’s not a bad topic to raise. If 
safety is not yet part of the conversation 
you are having with each potential buyer 
who walks into the showroom, start the 
new financial year with a resolution to 
embrace safety. Remember, safety sells.

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 
2Datestamped ratings apply to models rated by ANCAP 
post July 2014.
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CONSUMER SENTIMENT CONSOLIDATES
The Westpac Melbourne Institute 

Index of Consumer Sentiment dipped 
one per cent in June, which represents 

a consolidation of gains made in May.

The Index fell from 103.2 in May to 102.2 in 
June, after an 8.5 per cent surge in May.

Westpac Senior Economist, Matthew 
Hassan, said the small decline in June 
mostly represented a consolidation at the 
improved levels. 

“(May’s) surprise rate cut from the RBA 
was the main catalyst behind May’s rally 
and although confidence has slipped back 
a touch in June this is a fairly common 
pattern following an interest rate-driven 
bounce,” Mr Hassan said. 

“At 102.2 the Index is still in slightly 
‘positive’ territory overall – recall that 
readings above 100 indicate optimists 
outnumber pessimists.”

Responses to additional questions on 
‘news recall’ point to a somewhat calmer 
backdrop compared to March, although 
the majority of consumers still assessed 
news as being unfavourable. The highest 
recall levels were for news on ‘economic 
conditions’ (27.8%) and ‘Budget & tax’ 
(25%), but both were notably lower than 
in previous quarters. Unsurprisingly there 
was higher recall for news on ‘interest rates’ 
(16.5%), with the news on this topic viewed 

outlook for the unemployment rate, so 
lower reads indicate improved confidence 
in the employment outlook. The Index 
has fallen 7.5% over the last three months 
and is now down 10.9% on levels a year 
ago but is still 4.9% above its long run 
average; assessments have shown a steady 
improvement but are still more negative 
than usual.

“The component detail behind the 
headline sentiment index showed 
firmer reads on ‘family finances’, but a 
softening in expectations for the economy. 
Most notably, the sub-index tracking 
respondents’ assessments of ‘family 
finances compared to a year ago’ – a 
component the RBA has emphasised as 

an indicator of demand – increased 4.3%. 
The sub-indexes tracking the one- and 
five-year outlook declined 3.8% and 
5.2% respectively, with falls following 
particularly strong gains in May, of 13.2% 
and 14.8% respectively. The ‘time to buy 
a major household item’ sub-index was 
unchanged.

The Reserve Bank Board next meets on 
August 2, while the June quarter inflation 
report was due out on July 27.

“It is our assessment that the information 
in this report will confirm to the Board 
that another cut is indeed necessary”, Mr 
Hassan said.

Do you need help with your CSI results? 

Call us, our solution works

1800 014 433
sales@autoreminder.com.au

less negatively than in the 
previous four quarters.

“Consumers’ 
assessments of labour 
market conditions also 
consolidated on recent 
improvements,” Mr 
Hassan said. 

“The Westpac 
Melbourne Institute 
Index of Unemployment 
Expectations declined 
0.1% from 136.3 in May to 
136.2 in June. This Index 
measures respondents’ 
assessments of the 
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FTG MOTOR GROUP EXPANDS ITS 
COMMUNITY INFLUENCE
Selling cars is not rocket science – but, 

as with many endeavours, there is 
an art as well as a science to it. An 

holistic approach nets more in business and 
community goodwill, and it is this attitude 
that sees the Ferntree Gully Motor Group 
continue to flourish.

The phrase ‘good corporate citizen’ can be 
just that: a catch-phrase to which we pay 
lip service, or it can be a philosophy of how 
a business conducts and promotes itself 
within its community.

All Dealers have PMAs, the local areas to 
which they primarily market their wares. 
They can choose to focus on selling cars 
in that area and do well enough, but the 
secret to becoming one of the country’s 
best car dealerships and expanding your 
reach beyond your PMA lies, ironically, in 
part in becoming a contributing member 
of your local community. Ferntree Gully 
Motor Group does this better than most. 
Throughout its quarter of a century history, 
what began as Ferntree Gully Nissan has 
always tried to give back to the people on 
whom it relies for so much of its income.

We do sell a lot outside of our PMA; 
because of our name a lot of people will 
travel to us. But still the vast majority, as 
a percentage, come from within our own 
PMA. So we feel like we’re obliged to give 
something back there, and everybody 
should try to serve their local community 
better,” he says.

“One club, like Outreach South-Eastern, 
are given 2,000 tickets to start. They’ll give 
them out to their members to sell. All that 
money comes back to them, so if they sell 
all 2,000 tickets, they’ll get $4,000 out of it 
for themselves. It’s just a way of us trying 
to help as many people as we can, help 
themselves. For the sake of us giving one 
car. A lot of Dealers will just donate money 
to charity, you know? So, $25,000 and that’s 
it. But we take a $25,000 car and we’re 
turning it into $180,000 by turning it into 
a raffle.”

It’s one thing to have noble intentions, 
but to succeed at marrying the business 
side with community relations, Scott 
says, Dealers need to win the trust of the 
community. Partnering with established 
community organisations helps, such as the 
local Rotary chapter who obtain the raffle 
licence and collect the ticket money.

“The problem with trying to get involved 
with the community when you’re a car 
Dealer is that no-one believes you. They 
all think you’re going to try and exploit 
their members, because by nature we’re not 
trusted,” he says of the clichéd ‘dodgy car 
Dealer’ image. 

“So what we did first to gain that trust 
was we ran a thing called the Community 
Youth Awards, which ran for three years. 
I partnered up with the Knox Journal 
newspaper, which is one of our local 
publications here. Every school would put 
nominations in for community-minded 
kids. So it’s not kids that were good at 
sport, not kids that were good at academics, 
because they’re the ones who always win all 
the awards; it was kids that volunteer, kids 
that do good stuff within the community. 

“Every week we’d pick four kids from four 
different schools, and each week their 
stories would go into a page four thing in 
the Knox Journal. They got promoted in 
the newspaper and people would come to 
our website – which is where there’s good 
kickback for us – and  they’d vote on which 
kid they think should win that week. Every 
week I’d have to go to a different school 
assembly and hand out prizes to the kids 
who won. Then we would have the semi-

Partner responsible for Customer Relations 
and IT, Scott Embrey, says the Group is 
proud of the contribution it makes – last 
year raising almost $180,000 for over 100 
community groups via its Community 
Raffle. 

“We’re a bit different to a normal Dealer. 

The Knox Basketball Junior Girls giving their all. 

Rowville Primary’ just one of the local schools being supported.
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finals and the finals, and a big presentation 
night here at the end. Over the three years 
that we ran it, it always ended up being on 
the front page.

“By the end of that, the schools totally 
believed in us. So all of those schools are 
now in the raffle. And they trust us. We 
never, ever have emailed their members, 
because it can’t be about that. The minute 
you put a foot out of place, then they go, 
‘Ah, there it is! We were waiting for it – here 
it is’. So we’ve never exploited it.”

The Group, headed by major shareholder 
and pseudo-CEO, Craig Pearce, wanted 
to return the faith and realised they could 
raise more money, shared amongst the 
entire community, at a lower cost.

“We were giving away in prizes, I think it 
was about $60,000 a year, and that’s when 
we thought, you know, there’s $60,000 just 
going out to a few of those kids, and a few 
of the schools did not benefit, so that’s why 
we came up with the raffle.

“In the initial days we had a lot of what 
you’d call community partners. So we’d 
set up with basketball clubs and netball 
clubs. Netball clubs never get sponsors, 
so for their kids to be able to run out with 
‘Sponsored by Ferntree Gully Nissan’ 
on the back of their shirts was just 
unbelievable, they’re a foot taller. Rowville 
Primary School, the first school we ever 
got involved with, we sponsored their boys’ 
aerobics team to go the national titles, 
things like that. And then it just grew from 
there. 

“But the raffle, it was a real smart, logical 
extension in the end. Most of the charity 
groups use it as their main fundraiser now, 
so we couldn’t stop it if we wanted to! We’d 
cause a bit of a problem for a lot of them, 
because they rely on the money now.”

The community groups all come 
together at the FTG Group showrooms 
for presentation night, when funds are 
distributed and selected recipients speak 
about what they spent their money on. 

“Which is lovely,” Scott says. “It’s always 
something like a new scoreboard, or new 
cricket nets, or put carpet down in the 
clubrooms. Something really cool.”

The pleasure taken in seeing the good done 
in the community is not affected. Scott, 
Craig and the rest of the partners are all 

locals with a genuine interest in bettering 
their home town. 

“It’s beautiful: the foot of the Dandenongs. 
We’re all local. I came from Hobart when 
I was two and moved straight in to Willow 
Road, Upper Ferntree Gully. And I’ve lived 
in this area, never more than 10ks away 
from where I was born pretty much, my 
whole life. I love it out here. 

“We take all that stuff really seriously, 
and we do it right. We don’t just take the 
easy path, we actually roll our sleeves up 
and get involved. The amount of man-
hours involved in getting that raffle done 
every year, volunteering from within, 
we’re effectively paying the staff to do it, I 
suppose, but there’s a number of staff who 
just like helping out.”

As the Group strives to expand its civic 
influence, it also continues to grow within, 
recently adding a shareholder from Nissan 
Finance.

“It’s all about key people,” Scott says. “The 
turnover of staff we have, compared to 
industry standard, is miniscule. We have 
that many people who have been here 20-25 
years, it’s not funny, and we just make a 
point of hanging on to key staff wherever 
possible.”

From its beginnings as a Nissan Dealership 
in a cosy valley in Melbourne’s east, the 
Ferntree Gully Motor Group has expanded 
its influence well beyond its PMA.

“The thing that I enjoy telling people 
about the most is that we’re not just the 
best Nissan Dealer in Australia according 
to the awards – we’re actually the best 
Nissan Dealer in the world. They have 
global awards, which are independently 

done surveys through the factories directly 
through the customers, so we have no 
influence on them whatsoever. 

“And (it factors in) your sales and your 
service stuff and whatever, but 70 per 

cent of that award comes from customer 
satisfaction. We’re the only Dealer in the 
world that has won 10 global awards. No 
other Dealer’s done that; Mexico’s won 
nine. For years it was just us and Mexico, 
the only two, and then they missed 
one. So, effectively, that makes us world 
champions.”

It pleases and amuses Scott that when 
leading executives from manufacturers 
visit Australia, “they all get off the plane 
and say, ‘We want to go to your best 
dealership, the best Dealer in the country, 
or in your state at least’, and they start 
driving out to the sticks!”

It might be in the sticks, but the FTG 
Motor Group has cracked the key to 
being a big player in the global village. 
By integrating business ambitions with 
community sensibilities, it has become a 
successful corporate citizen of the highest 
order.

The girls of the Rowville Netball Club proudly supported  
by FTG Nissan.
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NON-GENUINE COMMODORE HOODS   
- A RISK TO KIDS AND MECHANICS
Safety testing has found that steel 

aftermarket copies of Holden 
aluminium hoods do not protect 

children or mechanics as well as the 
originals.

Research conducted by Adelaide 
University’s Centre for Automotive Safety 
Research (CASR) found that the copies 
would have put a pedestrian child or a 
mechanic at greater risk. 

The research was conducted at the request 
of the Federal Chamber of Automotive 
Industries (FCAI). It simulated impact with 
a child’s 3.5kg head (a steel ball was used) at 
40km/h, the speed limit in school zones.

“The head form test found that the 
aluminium original equipment bonnet 
fitted to a Holden Commodore performed 
better in every complex test than a fake 
steel replacement bonnet,” the FCAI wrote 
in a news release.

“The genuine bonnet absorbed impact more 
evenly. Importantly, neither the bonnet nor 
the head form test device… made contact 
with hard engine objects beneath -  a major 
cause of pedestrian injury.”

A HIC-15 (head injury criteria) score of 700 
means a person has a five per cent risk of 
a severe injury, according to the U.S. body 
Insurance Institute for Highway Safety 
(IIHS). The real Holden Commodore hood 
scored 658; the aftermarket one scored 715, 

AUSTRALIA’S NEXT COP CARS
With the exit of Australian car 

manufacturers coming ever closer, 
the nation’s police forces will be 

forced to look elsewhere for their vehicles.

Falcons or Commodores have long been 
used as police cars, so what will police drive 
once those models are no longer produced?

Almost 2,000 of Victoria Police’s roughly 
2,700 vehicles are Commodores or Falcons. 
In New South Wales, roughly a third of the 
police fleet is one of the two iconic Aussie 
models. 

Numbers vary in other states, but the 
two soon to be ex-flagship models still 
dominate.

Historically, Australian police 
and emergency services fleets have 
predominantly been made up of big rear-
wheel drive cars with six or eight cylinders. 
These cars are rapidly disappearing from 
the world’s roads, especially in right-hand 
drive. Those remaining tend to be luxury 
models, which kind of rules them out of the 
kind of mass -purchase required to equip 
police, government and allied fleets.

So, where to for our boys and girls in blue? 
What type of vehicles will they drive post-
2017?

Both the NSW and Victorian police 

forces have annual budgets of around $60 
million and tend to lease their vehicles. 
The preference (and rules) haves been for 
Australian-made cars, which but this will 
soon no longer be possible.

The other requirement is the adaptability 
of the vehicle, to allow it to be fitted with 
lights, sirens and other police equipment. 
It must also meet stringent performance, 
handling, stability and brake tests.

As is the case with most government-
funded vehicle pools, both the NSW and 
Victoria Police fleets are predominantly 
leased — each with an annual budget of 
around $60 million.

Vehicles are rated one of four levels: Gold, 
Silver, Bronze or White. Sedans and wagons 
must reach at least a Silver rating for use by 
Victoria Police.

With all this in mind, the various state 
governments have some big decisions to 
make in the near future.

Ford and Holden both plan to continue 
selling a full range of passenger vehicles 
after their manufacturing exits, but 
they will face competition they have not 
experienced before.

The investment made in a vehicle fleet is 
usually behind only staff and buildings, 
which makes a wise choice crucial. 

Of American models, only the Chrysler 
300C comes in right-hand drive. Japanese 
makes are a definite possibility, which 
could see the introduction of the Nissan 
Cefiro and Skyline sedans or Toyota’s 
Chaser and Aristo.

Hyundai’s Genesis and Equus, and Kia’s 
K900 are other contenders.

All the main German brands build 
police-specific models, which raises the 
possibility of police cruising around in a 
Mercedes-Benz E-Class or BMW 5 Series. 
They are more expensive up-front, but the 
German makers argue that the operational 
efficiencies over the life of their cars make 
them cost-effective options.

These decisions will have to be made soon, 
and it will be fascinating to see which way 
governments jump. 
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according to FCAI.

“It was a small, but telling result,” FCAI 
Chief Executive Tony Weber said in a 
statement. 

“But I can say that as a parent, the safest 
result is the best one.”

Watch your fingers!

The test also revealed that the non-genuine 
steel hoods posed a significant safety risk 
to mechanics and repairers. CASR found 
the steel hoods were twice as heavy as 

the aluminium originals, and caused the 
Commodore’s hood support strut to fail.

“That meant every time the steel bonnet 
was lifted, it would crash down again after 
just a few seconds,” Mr Weber said.

“The safety implications for any repair 
person – for example a roadside service 
mechanic – are obvious.”

When launching the Commodore’s first-
ever aluminium hood in 2013, Holden 
boasted that the lighter panels represented 

huge savings.

Mr Weber also criticised the steel 
aftermarket copies for their poor fit and 
finish around the fender, lights and grille, 
describing them as “terrible”.

“No-one would accept such a terrible fit 
and finish after a repair, but parts like this 
are offered for sale here in Australia,” Mr 
Weber said.

“The counterfeit was so badly made you 
could almost fit a finger into the panel gap.”

AUSSIE VOLKSWAGEN OWNERS  
STILL WAITING
The head of Volkswagen has apologised 

to shareholders regarding the 
emissions cheating scandal, but 

Australian owners of the group’s vehicles 
are still waiting for compensation, as  has 
been meted out to comparable drivers in 
the United States. 

Legal firm Maurice Blackburn is leading 
one of two Australian class actions against 
the Volkswagen Group, and the Australian 
Competition and Consumer Commission 
(ACCC) is investigating, but the car 
company says Australians are not owed any 
reparations because VW did not break any 
local laws.

The legal dispute also includes Skoda and 
Audi models built by the motoring giant. 
The scandal has affected 11 million cars 
throughout the world. 

In early July the Federal Court asked VW 
to provide more information about how the 
software works to the lawyers representing 
almost 100,000 owners of VW, Audi and 
Skoda cars with diesel engines that cheat 
emissions tests. It is the third time VW has 
been asked to provide more material.

In April, Justice Foster accused VW of 
treating Australia as a ‘backwater’ for not 
providing the required documents.

In June the VW Group agreed to pay an 
average of US$5,000 (AU$6,600) to US 

owners of vehicles fitted with software 
that can cheat diesel emissions tests. The 
company will also buy back almost 500,000 
vehicles in the US. The entire package is 
reportedly worth $15 billion.

However, despite admitting that it has sold 
100,000 cars with the same software in 
Australia, the company is arguing that it 
did not breach any local laws. 

Volkswagen Australia Managing Director, 
Michael Bartsch, said there were no 
regulations in Australia or elsewhere 
requiring the company to meet real-world 
driving emissions tests.

“The reality is that no manufacturer is 
required to provide emissions data based 
on real-world driving performance,” Mr 
Bartsch said in April.

The lawyer leading the class action, 
Maurice Blackburn’s Jason Geisker, has 
met with international engineers to discuss 
technical issues.

“They’re trying to suggest to consumers 
that once they’ve passed the test in the 
laboratory, the vehicles can operate 
completely differently on the open road and 
that there’s no contravention,” Mr Geisker 
said.

“For year after year these companies 
banked profits from selling so-called 
‘clean’ diesel cars, but they now refuse to 

compensate any Australian motorists. This 
is simply not good enough.”

The company says it is working with the 
Federal Government regarding what it calls 
‘a technical solution’, in which it would 
update the software free of charge.

At the Volkswagen Group’s AGM in June, 
CEO Matthias Mueller apologised to 
shareholders. 

“I apologise to you shareholders for your 
trust in Volkswagen being betrayed,” he 
said.

“This misconduct goes against everything 
that Volkswagen stands for.”

The full cost to the company is yet to be 
calculated, with lawsuits from customers 
and shareholders and regulatory fines from 
various jurisdictions still pending. VW’s 
share price plunged 40 per cent after news 
of the scandal broke in September last year. 
It has recovered somewhat, but is still down 
26 per cent.

Mr Mueller claimed the scandal had 
created an opportunity for VW. 

“It forced us to strengthen and speed up 
overdue changes and to set new priorities,” 
he said. 

One of those changes could be abandoning 
diesel engines altogether. 
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The Yuan is BYD’s latest plug-in hybrid 
mini SUV.

Samsung Electronics says it will 
acquire a stake in BYD through the 

SAMSUNG BETS ON ELECTRIC CARS
Chinese electric vehicle and battery maker’s 
ongoing US$2.3 billion (A$3bn) share sale, 
as the South Korean technology giant bets 
on the automotive market to drive growth.

Neither company disclosed the size of the 
stake or how much it would cost Samsung. 
Details will be unveiled this week when 
BYD’s share sale via a private placement is 
completed, according to sources.

“This investment will strengthen our chip 
business for electric cars. We’ll continue 
to expand our partnership with BYD in 
various sectors,” Samsung said.

The company said it had no intention 
of participating in the management of 
BYD, which is backed by Warren Buffett’s 
Berkshire Hathaway.

In a regulatory filing to the Shenzhen Stock 
Exchange, BYD said the two parties would 
work together in the future on electric 
vehicle components, adding that Samsung’s 
plan reflected the Korean conglomerate’s 
confidence in BYD.

Samsung Group is already a significant 
player in the car industry via its affiliates. 
Samsung SDI makes electric vehicle 
batteries and Samsung Electro-Mechanics 
specialises in car cameras, sensors and 
telecommunication modules.

Shares of Samsung SDI rose as much as 
8.3 per cent to a six-week high in Seoul on 
Friday on expectations that the company 
might be in line to supply its batteries to 
BYD.

The US National Highway Traffic 
Safety Administration has begun 
a preliminary investigation into 

25,000 Tesla Motors Model S cars after a 
fatal crash involving a vehicle using the 
‘Autopilot’ mode.

The agency said the crash came in a 
2015 Model S operating with automated 
driving systems engaged, and “calls for an 
examination of the design and performance 
of any driving aids in use at the time of the 
crash”.

It is the first step before the agency could 
seek to order a recall if it believed the 
vehicles were unsafe.

NHTSA said in a statement that the driver 
of the 2015 Model S was killed while 
operating in Autopilot mode in a crash on 
May 7 in Williston, Florida. NHTSA said 
preliminary reports indicate the vehicle 
crash occurred when a tractor-trailer 
made a left turn in front of the Tesla at an 
intersection.

TESLA’S FATAL AUTOPILOT CRASH

Tesla said in a blog post that this is the first 
known fatality in just over 130 million 
miles where Autopilot was activated.

Tesla said, “Neither Autopilot nor the 
driver noticed the white side of the tractor 
trailer against a brightly lit sky, so the brake 
was not applied”.

The company said, “The high ride height of 

the trailer, combined with its positioning 
across the road and the extremely rare 
circumstances of the impact, caused the 
Model S to pass under the trailer, with 
the bottom of the trailer impacting the 
windshield of the Model S”.

“Autopilot is getting better all the time, but 
it is not perfect and still requires the driver 
to remain alert. Nonetheless, when used 
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in conjunction with driver oversight the 
data is unequivocal that Autopilot reduces 
driver workload and results in a statistically 
significant improvement in safety when 
compared to purely manual driving,” Tesla 
said.

The ethical debate

The incident comes as lawmakers and car 
companies continue to wrestle with the 
ethical considerations surrounding the use 
of an Autopilot mode, including the pros 
and cons of whether to program a car to 
kill the occupant if it meant saving more 
lives “for the greater good”.

A recent study called ‘Autonomous vehicles 
need experimental ethics’ explored the 
matter.

“Some situations will require AVs to choose 
the lesser of two evils,” the study said. 
“For example, running over a pedestrian 

on the road or a passer-by on the side; or 
choosing whether to run over a group of 
pedestrians or to sacrifice the passenger 
by driving into a wall. It is a formidable 
challenge to define the algorithms that will 
guide AVs confronted with such moral 
dilemmas. In particular, these moral 
algorithms will need to accomplish three 
potentially incompatible objectives: being 
consistent, not causing public outrage and 
not discouraging buyers.”

The study didn’t attempt to resolve any 
‘right’ or ‘wrong’ answers, but stressed 
that how companies answer the questions 
will impact the adoption of autonomous 
vehicles.

Would you buy an autonomous vehicle 
if you knew that it was pre-programmed 
to drive into a wall (for example) rather 
than hit a group of pedestrians, potentially 
killing you for ‘the greater good’?

From a legal standpoint, there is the 
question over who is responsible for 
collisions – the occupant of the vehicle or 
the manufacturer that installed the control 
algorithm that decided what to hit.

Will autonomous vehicles come with ‘Save 
Me, Kill Others’ as an optional extra?

This discussion will be ongoing for years to 
come.
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I have just returned from a family vacation 
in Bali, which I visited for the first 
time in my life. I had been somewhat 

apprehensive about visiting Bali with wife 
and three young kids, as I’d heard many 
‘horror’ stories of bad experiences that 
seem to get the attention of the media. 

To my delight, we had the best family 
holiday ever, largely due to the amazing 

FIVE WAYS TO GET YOUR SALES  
TEAM MOTIVATED

attitudes and friendliness of the Balinese 
people in the resort and everywhere we 
travelled across Bali. The staff at the resort 
where we stayed in Nusa Dua had a helpful 
and attentive passion for their job and this 
created a contagious culture that is rare to 
find in Australia. 

And they must be motivated by more than 
just money, as the minimum wage in Bali is 
just over $180/month AUD! 

It got me thinking …Why in dealerships 
in 2016 do I often hear that management 
are struggling to motivate their sales team 
in order to increase their performance? 
That people aren’t hungry or driven to do 
anything more than just enough.

With new car profitability in 2016 on the 
decline and a hyper-competitive market, 
we can’t afford to have any sales team 
struggling for motivation. Therefore we 
must be proactive in managing our sales 
teams differently. 

So here are five ways you can motivate your 
sales team to do more than just enough: 

1. Hire motivated people

• The reality is you can’t motivate people 
who aren’t self-motivated. Rather, you 
must hire self-motivated people and 
then continue to inspire them to get 
the best out of themselves.

Dave Benson  
CEO/Sales Expert 
Reaching Your 
Potential            



• Whilst good help is hard to find, this 
doesn’t give us an excuse for hiring the 
best of a bad bunch only to complain 
that they aren’t motivated once they 
finish their probation. The hiring 
process is vital in ascertaining what 
motivates and inspires the person you 
are looking to hire.

2. Expect initiative 

• As a key performance indicator, I 
always recommend to Dealers that 
they measure more than just the 
number of sales, gross profit and CSI. 
If you are going to expect initiative, 
then you have to expect your sales 
team to be regularly coming to you 
in management with new ideas, to 
be regularly prospecting and to be 
creating business on their own, not 
just waiting for the door to swing 
or the phone to ring. I would also 
recommend paying an additional 
bonus for sales won through 
prospecting, repeat and referral or 
other initiatives.

3. Don’t allow negativity 

• I’m a big believer that if you are going 
to create a culture of motivation in 
your sales team, you must have a zero 

tolerance for the opposite. Negativity is 
the cancer that will kill motivation in 
your dealership. A good friend of mine 
runs a business in the United States. 
He has a ‘no negativity’ policy in his 
company, where if someone is caught 
more than once being negative without 
giving a solution to the problem, 
they no longer have a position at 
his company. Tough but absolutely 
necessary!

4. Stop running ‘beat-up’ meetings

• Your morning meetings are where 
your team will either find their 
motivation or have it instantly 
smashed. Many dealerships have a 
morning sales meeting to run through 
yesterday’s results and smash the 
team if it didn’t perform. That’s crazy! 
Instead of going through the numbers, 
you must run a ‘Jump start meeting’ 
that motivates and trains the team for 
the day ahead. In this meeting you will 
role play, discuss and handle customer 
objections, provide product news, 
quiz, share good performance stories 
and offer assistance to your team with 
leads.

5. Understand your staff’s motivation

• It’s hard to get your sales team 
motivated when you don’t know what 
motivates each individual. Could you 
tell me what the greatest motivator is 
to each member of your sales team? 
Is it spending time with their family, 
buying a new house, going on a 
holiday, having a weekend off, being 
a the No 1 performer, being offered 
a promotion??? Leadership expert, 
John Maxwell, says, “Leadership is 
influence”, and if you want to have 
influence with your team, you must 
know what makes them tick in order 
to remind them of their motivations 
when times get tough.

I hope you can implement these five 
techniques and get ready for a more 
motivated and high performing sales team.

With 345 Google AdWords certifications
 and 17 years of experience,

Search Optics can help. 

Get your free digital marketing assessment 
and start seeing better results today. 

To sign up, please visit  
searchoptics.com.au  

or call 0431-733-282.

Want to generate more leads and increase sales online? 

managed paid search  | search engine optimisation  |  responsive website platform  |  social media & reputation management
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SALARY SACRIFICE INTO A 
SUPERANNUATION FUND

In a decision of Fair Work Australia, 
Vice President Lawler confirmed that 
employees are able to set up a salary 

sacrifice arrangement that takes their net 
pay below the award rate.  (Casey Grammar 
School v Independent Education Union of 
Australia, 25 October 2010. PR503051.)

This had been a contentious issue for quite 
some time and this was the first time Fair 
Work Australia has ruled on it. The effect of 
the decision was to validate arrangements, 
made by employees with their employer, 
to salary sacrifice an amount into 

superannuation that could take their net 
pay below the award rate.

Example: A tradesman being paid $900 
per week wants to salary sacrifice $300 per 
week into his superannuation fund. This 
would leave him with a net payment before 
tax of $600 – while the award rate for a 
tradesman is currently $764.90.

The case quoted above indicates such an 
arrangement is valid under the Fair Work 
legislation. In this example, the tradesman 
would be taxed by his employer on the 
$600, and the employer would remit 
the full $300 directly to the employee’s 
superannuation fund along with the 
normal Superannuation Guarantee 
payment. (The superannuation fund is, 
of course, still required to deduct 15% 

contributions tax from all such amounts 
paid into the fund.) This arrangement is 
advantageous for the tradesman, even 
allowing for the contributions tax deducted 
by the superannuation fund, as he is only 
taxed by his employer on $600 rather than 
$900. Such an arrangement would have to 
be confirmed in writing and could only 
apply to future earnings. The parties need 
to clarify that the salary sacrificed amount 
will not take the place of the employer’s 
obligation to pay 9.5% superannuation 
on the full gross amount of $900 and that 
annual leave, sick leave and long service 
leave accruals will still be paid at the full 
gross amount of $900/wk. By agreeing to 
this, the employer encourages the employee 
to take responsibility for his retirement 
- and without any direct cost to the 
employer.
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MORE REVIEWS

SNAP 21 KEY FEATURES:
›  5X industry average of reviews

›  Post reviews to social media sites

›  Boost your Dealership’s SEO

›  Dedicated dealership review page

›  Review feed to your website & Facebook

›  No fuss 6 month contract

›  Complimentary ‘fun’ card pack

›  1 low monthly price for all features

LEVEL 1, 350 SOUTH ROAD, HAMPTON EAST, VICTORIA

PH: 1300 880 057  •  www.snap21.com.au
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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 


