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Planning for  
a super future
Matthew Webster, 45 has a long way to go 
before he hangs up his hat, but is easily able  
to picture his retirement years.

He plans to grey nomad it around 
Australia in a caravan with his wife, once 
he convinces her that it will be a lot 
more fun than she expects. 

Matt has spent his career in the motor 
trades and is well on the way to ensuring 
he has enough super to be able to see 
the nation in comfort. He started an 
apprenticeship in 1986 at the age of 16 
and now works in an automotive training 
role in NSW.

He became an MTAA Super member 
when it was first established in 1989. 

“I’m really happy I’ve been with MTAA 
Super. It’s the industry super fund for my 
trade and has been supporting careers in 
the automotive industry for over 25 years.”

“I’m still a long way off retirement but I 
do think about what I will do when I stop 
working and how I will support myself  
and my family.”  

Matt, like many Australians is not alone  
in his concern about life after work. We 
can now expect to spend more time in 

retirement than any previous generation, 
thanks to changing work patterns and 
increased life expectancy. 

Leeanne Turner, CEO of MTAA Super 
mentions “As people start drawing 
closer to the 60-mark, they begin to 
think more seriously about what they 
would like to do in their retirement and 
how they will be able to finance it. With 
people living longer, weak interest rates 
and stricter rules around the age pension, 
these concerns have come to the 
forefront like never before.” 

Leeanne shares, “The key is to take 
advantage of the compounding nature  
of superannuation. Super gives the 
opportunity not just to grow one’s 
employer and voluntary contributions  
but to grow the investment returns on 
these contributions as well.”

“Small amounts can go a long way. 
Making extra contributions as little as 
$25 per week early in your career can 
result in thousands of dollars over a  
30+ year working life.” 

Give your super a boost!
For ways to give your super a boost 
while you’re still working visit 
mtaasuper.com.au/take-control. 

“Extra super contributions can be 
particularly important for people in casual 
or part time employment as well as those 
who’ve needed to take career breaks to 
raise a family or care for sick or elderly 
relatives.”

With increasing life expectancy, many 
Australians could be in retirement for 
over 25 years and may well need to look 
at ways to boost their super such as salary 
sacrifice contributions and personal 
contributions. 

1300 362 415
mtaa.super.com.au/take-control
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We’d like to hear from you about what’s been 
happening at your dealership that you think 
could be worth passing on to our readers.

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

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

WE’D LIKE TO HEAR FROM YOU.
schools, supporting junior sporting clubs or 
sponsoring a charity event.  

We would like to know.

Whatever the story you have, it will be good 
reading. Send us the information and key 
contact details and we will follow it up. If you 
have photographs of the endeavour so much 
the better. 

It’s a pity that the community work being 
done by Dealers is a well-kept secret. We 
intend to change that. AADA is determined 
to generate a greater respect for new car 
franchise Dealers as compassionate business 
people. Part of our strategy is to remind the 
media, politicians and opinion makers that, 
by employing over 66,000 people, AADA 
members make a substantial contribution to 
the Australian economy. 

No responsibility is accepted by the publisher 
for the accuracy of information contained 
in advertisements in the Automotive Dealer 
magazine. Publication of any advertisement does 
not constitute endorsement by the publisher 
of any product, nor warrant its suitability. 
Advertisements are published as submitted by 
advertisers.

COPYRIGHT 
No part of this magazine may be reproduced 
without the publisher’s written permission.

CONTRIBUTORS 
The views expressed in Automotive Dealer by 
external contributors and advertisers are not 
necessarily those of AADA.
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FROM THE AADA CEO

David Blackhall
AADA CEO

This year may well be a defining one for 
our members.

We expect that in the months 
ahead the regulators (ASIC and ACCC) 
and the Federal Government will make 
announcements on a range of issues 
affecting our businesses.

In the meantime it is essential that all 
of our members keep reminding their 
local politicians that the demeaning 
term ‘car yard operators’, regularly used 
in press releases by regulatory bodies, 
may well apply to some used car outlets, 
some importers of second-hand vehicles 
with hugely questionable histories and 
perhaps, brokers or backyarders. But when 
one considers the professionalism, the 

Welcome to the first edition of 
Automotive Dealer Magazine for 
2017.

Like the AADA and the franchised new 
car Dealers we represent, the Magazine is 
constantly responding to a changing world, 
growing in relevance and complexity with 
each passing year. I was struck by the 
wide range of topics we’re covering now 
compared to even a year ago.

A quick three-day visit last month to the 
National Automobile Dealers Association 
Convention emphasised the need for 
the Magazine to continue as a major 
communications channel both online and 
in printed form. The convention reminded 
me that the NADA sets the standard as 

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

investment and the requirement of very 
high standards by our franchisors, such a 
term being applied to new car Dealers is 
indeed demeaning.

As part of the debate we need to draw a 
clear line of demarcation between us, as 
authorised franchise Dealers, and others. 
For example, we recently read of a claim by 
one regulator that some 60% of people who 
purchased a (inferred) new car in the last 
five years were unhappy with the vehicle. 
A clear slur against us. No evidence was 
tendered to support the allegation. It was 
just a grab at a headline to no doubt make it 
look like the consumer is getting wonderful 
support from these regulators.

The truth, of course is greatly different. The 
sample used covered some 1,500 buyers, of 
whom some 900 claimed an issue. In the 
last five years we sold over five million new 
vehicles as an industry. 

We do not know how many of the 900 had 
a major issue, or a minor one, or even if 
they all dealt with a new car business. But 
creating a headline that 900 out of five 
million is a high percentage is creative 
accounting at its most extreme.

The reality, as we all know, is that if our CSI 
scores, which are collected independently, 
were even as low as seven out of ten we 
would probably be counselled by our 
franchisor at least, and in some cases 
financial penalties and even the threat of 
not renewing a Dealer agreement could 
occur. 

Once again I urge you to make sure your 
local federal member clearly understands 
the difference between your business and 
those who are the real perpetrators. He or 
she needs to fully understand the role you 
play in your community and the threat 
to our viability if unfair or unreasonable 
outcomes do occur. 

a professional advocacy organisation, 
operating a multi-channel media 
communications strategy across a complex 
range of issues, many of them identical to 
our AADA work list.

Something for us to aim at! But this 
month’s magazine makes a good start.

We offer you informative articles on the 
perennial issue of the confiscatory and 
discriminatory Luxury Car Tax, and 
updates to the Vital Six as well as coverage 
of the wide range of regulatory concerns 
that constitute AADA’s ‘long-list’ of policy 
matters.

This month we’ve added a mechanism for 
you to tell us about the achievements of 
your teams for inclusion in a future edition. 
There is also an interesting article on how 
cars are designed and named, and the latest 
on the significant entry into the Australian 
market by Cox Automotive. We also cover 
a particularly important law suit brought 

by Beck Chevrolet in the US. Read Bob 
Gardini’s analysis carefully.

Please take the time to enjoy this issue, 
share it widely with your teams and use it 
to promote the interests of franchised new 
car Dealers wherever possible.

I hope you all enjoy a bumper first quarter 
of sales and profits.

David Blackhall with Jeff Carlson, Chairman NADA (R) 
and his wife Nancy
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Authorities in Abu Dhabi have seized 
half a million counterfeit car parts 
destined for the Australian market 

in a measure that should send a strong 
message to counterfeiters that their time in 
business is fast drawing to a close.

The largest-ever operation of its kind in 
the United Arab Emirates resulted in the 
confiscation of more than 500,000 fake 
parts, worth around $5.4 million.

The January raid on a warehouse and 
distribution centre came after a joint 
investigation conducted by the Abu Dhabi 
Department of Economic Development and 
several global automotive manufacturers. It 
yielded 21 truckloads of parts, all of which 
were destroyed, bearing the logos of 15 car 
makers.

"Investigators tell us there is a good chance 
that thousands of these inferior, illegal and 
dangerous parts were on their way to being 
fitted to Australian cars," said FCAI Chief 
Executive, Tony Weber. 

"We have demonstrated the manufacturing 
inferiority and danger of counterfeit parts 
and this black market is risking the safety 
of drivers, passengers and pedestrians.”

Holden hoods unsafe

GM-Holden engineers have reported that 
that sub-standard latch materials in non-
genuine bonnets failed basic tests, posing a 
serious threat to road safety.

The striker wire that keeps the bonnet 
assembly safely latched under normal 
driving conditions failed basic GM tests, 
resulting in bonnets being released at high 
speed, smashing into the windscreen and 
totally obscuring driver visibility.

The part tested was sourced from a 
self‐certifying parts manufacturing and 
importing business that distributes parts 
under contract to major Australian insurers 
to motor body repairers.

GM‐Holden Engineering Group Manager, 
Rowan Lal, headed the test project 
undertaken on VF Commodore bonnets. 

"The non‐genuine bonnets tested are 
demonstrably inferior, exposing dangerous 
defects in the striker wire due to poor 
manufacturing, plus an obvious lack of 
research and development on materials 
used,” he said.

"The striker wire failed our pull strength 
testing, with the wire's hardness 
falling dangerously below our design 
specifications. 

"The hood slam testing we conducted 
using our factory‐specified cycles indicated 
excessive wear and a sawing effect on the 
striker wire.” 

These lab test findings follow on from 
pedestrian head impact testing on the 
same bonnets, undertaken by Adelaide 
University's Centre for Automotive Safety 
Research (CASR) last year. 

In addition to the poor fit and finish found 
in the counterfeit bonnets, the results of the 
CASR test indicated that the non‐genuine 
parts increased the chance of a traumatic 
brain injury in the event of a pedestrian 
impact. 

AADA CEO, David Blackhall, said the 
latest test-failure revelation comes as no 
surprise.

“This is an ongoing serious problem and 
everything must be done to stop fake parts 

entering Australia and putting lives at risk,” 
he said.

Last May, Chinese police confiscated 33,000 
counterfeit Toyota parts, including crucial 
safety parts such as airbag triggering 
devices. 

In April, the Federal Court upheld Toyota's 
claim that two repair shops had engaged in 
misleading or deceptive conduct by selling 
counterfeit airbag components.

Mr Blackhall said that while he’d like to 
believe counterfeiters would think twice 
before they continue in this business, he 
understood there would always be rogue 
opportunists. 

He said the Abu Dhabi raid was a major 
victory because it was a combined effort of 
several global automotive manufacturers 
together with UAE authorities. It stopped 
non-tested, unsafe replacement parts 
arriving in Australia.

“Let me say counterfeiters won’t last. They 
will be caught. The AADA, the FCAI, 
manufacturers, police and customs around 
the world will do everything possible to 
stop these imports,” Mr Blackhall said.

“I voiced my concern about counterfeit 
parts last year, saying that it was just a 
question of when, not if, we will see serious 
accidents caused by the failure of faulty 
replacement parts. 

“It’s extremely difficult to differentiate 
between genuine and non-genuine parts 
and while some repairers are blatantly 
installing fake parts and getting away with 
it, other repairers are unaware they are not 
genuine.”

Mr Blackhall reiterated AADA's and FCAI's 

WORLD AUTHORITIES MAKING IT TOUGHER
FOR FAKE PARTS MANUFACTURERS
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AADA ARGUES AGAINST LCT IN  
PRE-BUDGET SUBMISSION
In a pre-Budget submission to the Federal 

Government, AADA has argued that 
the Luxury Car Tax (LCT) is no longer 

relevant and asked for consideration for 
the retail automotive sector's significant 
contribution to the Australian economy.

The Minister for Small Business, the Hon 
Michael McCormack MP, invited us to 
make a submission prior to the 2017-18 
Budget. In the submission, lodged on 
19 January, AADA acknowledged the 
government's commitment to increasing 
jobs, investment and growth in regional 
Australia. We asked that the government, 
in turn, recognised the important 
contribution of the Australian retail 
automotive sector.

The AADA submission, which can 
be found on our website (http://aada.
asn.au/wp-content/uploads/2014/08/
AADA-Submission-Pre-budget-
submission-2017-18.pdf), pointed 
out that the economic impact of the 
automotive retail sector in Australia is 
not insignificant. Our industry provided a 
direct contribution to Australian GDP of 
$7.8 billion in 2015 and a total economic 
contribution of $17.5 billion, which makes 
up two per cent of the Australian total 
economy.

With automotive manufacturing in 
Australia due to cease before the end of 
the year, AADA asked the government 
to consider the structural changes this 
will cause in the retail automotive chain. 

Together with the financial imposition 
of regulatory intervention, this has the 
potential to significantly impact the bottom 
line and budgetary planning of franchised 
auto Dealers.

Some of the factors influencing the current 
disruption to our industry include: 

• cessation of motor vehicle 
manufacturing in Australia in 2017

• technological disruption, including 
ubiquitous connectivity and 
digitalisation

• information and communication 
technology companies entering the 
market

• online dealership models

• customer data/big data

• automated electric/hybrid vehicles and 
downsizing of internal combustion 
engines

• car concierge services

• customer purchase journey, and 

• regulatory intervention affecting 
revenue streams. 

Small businesses, big impact

Our industry is predominantly comprised 
of small to medium business owners – 
family companies or individual operators 

– not large multinationals or virtual 
monopolies that are as prevalent in other 
industries such as banking or groceries.

The Australian retail automotive industry 
might be made up of smaller businesses, 
but it is a big player when the sum 
contribution to the economy is added up. 
Together we generate over $66 billion in 
revenue, employ more than 66,000 people 
and pay $4 billion in annual wages. We 
have invested $17 billion in facilities and 
abide by the Franchising Code of Conduct.

Competitive market

Ours is the most competitive retail 
automotive industry in the world. With 67 
brands and in excess of 350 models making 
up our 1.1 million annual sales, Australia's 
market size per brand is 16,597 units – half 
that of Canada's; 40 per cent of the UK's 
and just 6.5 per cent of the USA's.

The Australian market is almost saturated, 
with 17.2 million registered road vehicles 
(excluding trailers) making an estimated 
vehicle density of 685 vehicles per 1,000 
vehicles.

Studies by Deloitte and others show that 
a modern, well-run Australian franchised 
new car dealership will generally achieve 
a net profit of around two per cent to 
revenue – $2 of profit for every $100 of sales 
revenue. Our submission pointed out that 
“Coles and Woolworths by comparison 
generally achieve five to seven per cent. 

“wholehearted” support for the Industry 
Agreement on Access to Service and Repair 
Information signed by peak bodies in 2014.

Mr Weber said consumers need to be aware 
that non‐genuine parts are regularly used 
in vehicle repairs without customers being 
aware, and only by insisting on genuine can 
the consumer be reassured they are getting 
a part fit for purpose, tested in situ with the 
vehicle for which it is designed and backed 

by the Original Equipment Manufacturer 
(OEM). 

"This component test, together with the 
previous tests we have conducted and the 
seizures internationally of huge volumes 
of counterfeit, fake and non‐genuine parts, 
reveals the extent of the problem," he said. 

Mr Weber said counterfeiters are more 
sophisticated than ever. Inferior copies are 

so close in appearance to the originals that 
even professionals have difficulty telling 
them apart until they test their actual 
performance. 

The only way for consumers to ensure 
they are getting genuine OEM parts is to 
purchase spare parts and accessories from 
the authorised genuine part Dealers and 
dealerships, he said.
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These studies also show that in 2015 about 
19 per cent of all franchised new car 
Dealers failed to make a profit”.

Pressure to perform

Automotive manufacturing is a globalised 
competition. In what is essentially a free 
trade market, the pressure to turn huge 
investments in plant and equipment into 
sales is immense. Car makers pass this 
pressure on to franchisees.

Cessation of motor vehicle manufacturing 

“The cessation of motor vehicle 
manufacturing in Australia at the end of 
2017 will have significant unemployment 
consequences in the automotive value 
chain. It will increase the importance of a 
vital and profitable franchised new retail 
industry for regional employment and 
economic growth,” the AADA submission 
reads. 

“Proposed amendments to the Motor 
Vehicle Standards Act 1989 will mean that, 

from 2018, Australian citizens (individuals) 
will be able to personally import a new 
passenger car from a country that has 
comparable standards to Australia (limited 
to one vehicle in any 24-month period). The 
Department of Infrastructure and Regional 
Development (DIRD) has estimated that 
around 30,000 vehicles per year will be 
imported under this scheme. 

“If adopted in its present form, the 
proposed amendments have the potential 
to affect new vehicle sales in our members’ 
businesses, reducing overall revenue and 
impacting the goodwill of their businesses. 
Reduced vehicle throughput will also 
produce a negative knock-on effect on 
revenue streams on other revenue centres 
in a dealership operation.” 

AADA believes the DIRD has failed 
to conduct adequate modelling of the 
financial impact on franchised dealership 
operations, and the subsequent reduction 
in revenue. 

“Government taxes and charges comprise 
approximately 20 per cent of the price 
of any new vehicle, are cumulative and 
include: 

• Import duty

• GST – 10 per cent

• LCT (if applicable)

• Stamp duty – ranging from two per 
cent to four per cent depending on state

• Registration – approximately two per 
cent, and 

• CTP – approximately two per cent. 

“While the DIRD has estimated that 
30,000 vehicles per year are likely to be 
imported it has failed to acknowledge 
licence syndication risk, which is readily 
susceptible to manipulation by import 
consolidators and opportunistic rent 
seekers. This suggests that the actual 
annual impact on franchised new car 
Dealers would exceed the estimated 30,000 

PH 1800 1800 13      

www.fuchs.com.au

Smooth 
Service.
Comprehensive automotive  
dealership lubrication solutions.

Fuchs, the world’s largest independent lubricants 
manufacturer design and supply innovative lubricating 
products and bespoke support packages. 

German Technology developed for  
Australian conditions.

LUBRICANTS.
TECHNOLOGY.

PEOPLE.

http://www.fuchs.com.au
http://www.fuchs.com.au
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units. This could trigger the creation of a 
theoretical pool of at least several hundred 
thousand individual import licences, 
will be difficult to monitor, affect the 
sustainability of dealership operations 
and will be open to price manipulation to 
reduce Government charges and taxes.” 

LCT and taxation reform

The AADA submission argued that once 
local manufacturing of motor vehicles 
ceases, the LCT, as a thinly disguised tariff, 
will have no further role. The ‘luxury’ tax 
paid by a consumer on an imported motor 
vehicle is at odds with Australia’s trade 
liberalisation policies.

“With the cessation of motor vehicle 
manufacturing in Australia at the end of 
2017 we cannot see any logical justification 
for the retention of the tax.” the AADA 
submission said. 

We also pointed out that the government’s 
decision to allow personal imports did not 
appear to address the possibility of price 
manipulation to reduce or avoid the LCT. 

“Australia’s LCT is unique in the global 
tax landscape, penalises a consumer on 
a discretionary conspicuous purchase of 
a motor vehicle, does not apply to other 
‘luxury’ goods and continues to exist on the 
statute books and Budget line as a major 
source of Commonwealth revenue despite 
the Henry Tax Review recommendation 
that it be abolished,” the submission reads. 

“With the impending cessation of motor 
vehicle manufacturing in Australia by the 
end of 2017 the LCT is an enigma and is 
completely at odds with Australia’s trade 

liberalisation policies including Free Trade 
Agreements to remove barriers to trade for 
imports.”

AADA argued that the policy objective the 
Government sought to achieve with the 
introduction of the LCT has well and truly 
passed its use by date. The Henry tax review 
stated that “luxury taxes should not be 
used to raise revenue. They are inefficient 
because of their narrow tax base. Taxing 
luxury goods is also an ineffective and 
arbitrary means of redistributing economic 
resources”. 

AADA submits the Government could 
consider transition arrangements to abolish 
the LCT to coincide with the cessation of 
manufacturing in 2017. This could include 
raising the LCT thresholds to a figure 
in excess of $100,000 where the price 
inelasticity of demand is close to zero. 

In our earlier submission to the Treasury 
on the tax reform discussion paper 
Better Tax, we outlined the need for tax 
reform against accepted principles of tax 
evaluation and design: 

• Equity

• Efficiency

• Simplicity

• Sustainability, and 

• Policy Consistency. 

In MYEFO 2016-17 we note the estimates 
of taxation revenue from the automotive 
industry directly attributable to passenger 
motor vehicles as follows: 

• Luxury car tax - $630 million, and 

• Customs duty - $500 million. 

Financial impact of regulatory 
intervention 

Several regulatory matters the government 
is considering could have a significant 
effect on franchised dealership revenue 
streams, potentially reducing the viability 
of franchised new car businesses. 

“ASIC is presently considering the 
introduction of a regulation to mandate 
reductions in commissions to dealerships 
from the sale of finance contracts to 
customers. Economic modelling by 
accounting firm BDO shows that, 
depending on the final cap imposed, the 
regulation has the potential to reduce 
franchise dealership incomes by between 
$750 million and $1,000 million annually,” 
the submission says. 

“The latter figure is about equal to the 
entire new car retail’s industry’s profits last 
year.

“The ACCC is presently considering an 
application from the Insurance Council of 
Australia to engage in cartel behaviour to 
limit new car Dealer commissions on the 
sale of add-on insurance products to 20 per 
cent of the premium, without a guaranteed 
concomitant reduction in the premium 
paid by consumers. Independent modelling 
by BDO indicates that there could a 
reduction in dealership income in the order 
of $200 million.”

AADA has offered to meet with the 
Minister to discuss the submission and the 
issues raised within it.

Offer Openpay as an alternative payment 
option for car servicing, repairs and aftermarket to 
generate incremental sales as well as encourage 

upsell at the point of sale, such as tyres.
To find out more call +61 435 515 451

or visit openpay.com.au
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AIG REGULATORY UPDATE
Commercial law firm, HWL 

Ebsworth, have released their 
annual Automotive Industry Group 

Regulatory Update, providing their view on 
new, current and proposed legislation.

The 25-page document deals with 
amendments to Australian Consumer 
Law (ACL), unfair contract provisions and 
The Motor Vehicle Standards (Cheaper 
Transport) Bill 2014, as well as policy 
matters such as the ASIC inquiry into 
flex commissions, the proposed cap on 
insurance commissions and competition 
policy.

Unfair contracts

The Treasury Legislation Amendment 
(Small Business and Unfair Contract 
Terms) Act 2015 (Act) took effect in 
November. It amends both the ACL and 
the Australian Securities and Investments 
Commission Act 2010 (ASIC Act) to extend 
unfair contract term protections to small 
businesses. 

Under the new legislation an unfair term 
in a standard form small business contract 
entered into or renewed after 12 November 
is void. Australia will be the only 
jurisdiction in the world applying this type 
of regime to business-to-business contracts. 

A small business contract is defined as one 
where at least one of the businesses employs 
fewer than 20 people and the upfront price 
of the contract is no more than $300,000 
– or $1 million if the contract is for more 
than 12 months. 

“Despite the narrow definition of a small 
business contract, the ACCC takes the view 
that the new unfair contracts legislation 
will apply to all motor vehicle distributors,” 
the document reads. 

“Unlike the Motor Dealers and Repairers 
Act in NSW, the new legislation does not 
apply to conduct by distributors relating 
to a term of a Dealer Agreement. Section 
25 of the New Unfair Contracts Legislation 
provides examples of terms that may be 
unfair, including: 

a) terms that enable one party (but not 
another) to avoid or limit performance 
of the contract. 

b) terms that enable one party (but not 
another) to terminate the contract. 

c) terms that penalise one party (but not 
another) for breaching or terminating 
the contract. 

d) terms that enable one party (but not 
another) to vary the terms of the 
contract, e.g. franchise standards and 
manuals.”

Relevance to Dealers 

The new legislation applies to standard form 
Dealer Agreements entered into or renewed 
on or after 12 November 2016. 

“Dealers entering into new agreements 
will have greater power to negotiate and 
challenge provisions that are potentially 
unfair under the new legislation,” the report 
says. 

ACCC report 

In November, the Australian Competition 
and Consumer Commission (ACCC) 
released its report of common unfair 
contract terms, which included several 
contract terms of concern in the 
franchising sector that includes motor 
vehicle retailing, such as the right to 
unilaterally vary operations manuals.

“The ACCC is of the view that terms 
that allow one party to unilaterally vary 
key aspects of the franchise agreement, 
especially in a largely unrestrained manner, 
are likely to raise concerns under the unfair 
contract terms law,” the ACCC report 
reads. 

“While operations manuals are usually 
a separate document from the franchise 
agreement, they often set out substantive 
rights and obligations of the franchisee 
during the term of their franchise. 
Franchise agreements often incorporate 
the terms of the operations manual into 

the agreement, and otherwise require the 
franchisee to comply with the terms of such 
manuals.

“The ACCC strongly recommends that 
franchisors ensure that appropriate limits 
are placed on any terms which enable them 
to unilaterally vary franchise agreements 
and/or operations manuals, or risk action 
under the unfair contract terms law." 

Relevance to Dealers 

The HWL Ebsworth update states that 
the ACCC believes that terms of a Dealer 
Agreement that allow a franchisor to 
unilaterally vary key aspects of a Dealer 
Agreement, especially in a largely 
unrestrained manner, are likely to raise 
concerns under the unfair contract terms 
law. 

“The ACCC is concerned about terms that 
grant a franchisor an unreasonable power 
to terminate a franchise agreement, e.g. on 
notice without any breach by a Dealer of 
the terms of the Dealer Agreement or where 
there are breaches by a Dealer of the Dealer 
Agreement but where there is no regard to 
the severity of the breaches or whether the 
franchisee had remedied them,” the lawyers' 
report says.

The Motor Vehicle Standards (Cheaper 
Transport) Bill 2014 

This legislation was introduced into 
Senate in July 2014 before being referred 
to the Senate Environment Legislation 
Committee. 



There are no currently mandatory fuel 
efficient or carbon dioxide standards 
in place in Australia. The Bill intends 
to improve fuel efficiency of new cars 
purchased in Australia by establishing 
legally binding vehicle carbon emissions 
efficiency standards a seller or vehicle 
importer is required to meet. 

The vehicle carbon emissions efficiency 
standards will be applied as an average 
across a seller's fleet of new and passenger 
and light commercial vehicles when more 
than 1,000 cars are sold in a year. Penalty 
charges apply to sellers or vehicle importers 
whose fleet average exceeds the vehicle 
commission standards. 

Relevance to Dealers 

“Under the Bill, manufacturers, importers 
or sellers of new light passenger vehicles 
and commercial vehicles who sell more than 
1,000 vehicles in a year are required to meet 
a specified carbon emission standard as an 
average across its fleets,” the HWL Ebsworth 
report says. 

“The seller of a vehicle whose fleet averages 
exceed the vehicle commission standard 
must pay a charge.”

Following an enquiry, the Senate 
Environment Legislation Committee 
recommended that the Bill not be passed 
due to industry concern. The Bill is currently 
before the Senate.

The Tax Laws Amendment (Small 
Business Restructure Roll-over) Act 2016 

Taking effect in July 2016, the Act 
introduces a roll-over to allow small 
businesses to change their legal structure 

without incurring a capital gains tax 
liability. 

“The roll-over is restricted to circumstances 
where there has been no change in the 
ultimate economic ownership of assets 
resulting from the transfer of the assets 
between small business entities,” the HWL 
Ebsworth report says.

Relevance to Dealers 

For those Dealers considered ‘small 
businesses’ the proposed law will reduce red 
tape and provide greater flexibility to grow 
and change the legal structure in which they 
operate without triggering adverse taxation 
consequences. 

Proposed insurance commissions cap

“In the absence of authorisation by the 
ACCC the proposed conduct by the 
insurers would likely run the risk of 
contravening the cartel conduct and other 
prohibitions against exclusive dealing in 
breach of the Competition and Consumer 
Act”, the HWL Ebsworth report says.

“If the ACCC approves the authorisation 
then the insurers can proceed to introduce 
the proposed restriction on commissions 
through a voluntary code of conduct. If the 
ACCC rejects the authorisation application 
the insurers can appeal to the Australia 
Competition Tribunal to have the decision 
reviewed.”

Parallel imports

Legislation is currently being drafted 
for introduction into Parliament. The 
Government's planned reforms to the 
Motor Vehicles Standards Act (Cth) are 

expected to be introduced in 2018. The 
reforms will commence 12 months after 
the passage of legislation, with a transition 
period to enable businesses to adapt to new 
arrangements. The personal new vehicle 
imports scheme will commence in 2018. 

New car retailing industry market study 

The ACCC will conduct a market study 
to review industry practices, including 
compliance with consumer guarantee 
obligations and the ability of consumers 
to enforce their rights. The study will also 
address interaction between consumer 
guarantees, manufacturer’s warranties and 
Dealer extended warranties.

Other issues to be studied are the effect on 
competition and on consumers of post-sale 
service arrangements (such as servicing 
and repair), availability and access to repair 
and service information and data for new 
cars, and false, misleading and deceptive 
practices in fuel consumption, carbon 
dioxide (CO2) emissions, noxious emissions 
and car performance 

“The ACCC would like to determine if car 
manufacturers and Dealers understand 
their consumer guarantee obligations and 
whether consumers are able to exercise 
their rights,” HWL Ebsworth say. 

The representations made to consumers 
about fuel consumption and energy are a 
key issue. The ACCC has received a number 
of complaints from consumers who have 
experienced significantly higher fuel 
consumption than their car's labelled or 
advertised values. 

The ACCC is concerned that fuel 
consumption figures, which are derived 

Family owned and Australian built in our factory, Auto-Tub vehicle washing systems is the most efficient 
system on the market today to meet the demands of washing a mixed fleet of cars, commercials and trucks 
offered to the Australian Automotive Dealer Network. Why not give Auto-Tub a call today!

Ron and Wendy Dodds and their team headed up by Peter Farquharson  
are proud to be celebrating a fantastic 20 years partnership with the 
Australian Automotive Dealers Association.

Call Ron on 0412 313 176 or Peter on 0416 198 973 or visit our website www.auto-tub.com
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SEPT 19-20TH IN SYDNEY
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from testing conducted under an 
international framework – New European 
Driving Cycle (NEDC) – do not mimic 
real-life driving conditions and exclude 
factors such as road, traffic and weather 
conditions that would otherwise affect the 
results. 

“Under the ACL, businesses must not make 
statements that are incorrect or engage 
in misleading or deceptive conduct,” the 
report says. 

“To prevent any claims about the fuel 
consumption of vehicles being misleading, 
businesses must be able to substantiate 
them.”

ACL review

After receiving more than 160 submissions 
and 100 online comments in response 
to its Issues Paper, Consumer Affairs 
Australia and New Zealand is expected to 
provide a final report to the Legislative and 
Governance Forum on Consumer Affairs 
by March 2017. 

Competition Policy review

“While directly applicable to Dealers in 
their own industry, this may be relevant to 
dealings with financiers,” the report says. 

“Proving in court a likely effect on 
competition is still going to be a hugely 
complex and expensive exercise, however. 
Most small businesses may have difficulty 
in running this type of litigation against 
bigger and better resourced companies.”

ACCC investigation into capped price 
servicing 

One of the ACCC's more recent 
enforcement endeavours has been the 
recent conclusion of an investigation 
into Kia Motors Australia Pty Limited 
(Kia) in relation to false representations 
made regarding capped priced servicing. 
The ACCC found that Kia's advertising 
of capped price servicing was false and 
misleading. In particular, Kia represented 
on its website that “the capped price 

applicable for each service is the maximum 
you will pay for your scheduled service”. 
However, prior to the ACCC’s intervention, 
Kia’s terms and conditions allowed 
scheduled service prices to be amended at 
any time and, in fact, these prices had been 
changed by Kia four times since 2012. 

As a result of the investigation, Kia 
provided a number of undertakings to 
amend its terms and conditions relating 
to the promotion of its capped priced 
servicing promotions. 

Relevance to Dealers 

“The ACCC now intends to review other 
capped price service offers made to 
consumers by vehicle manufacturers to 
assess whether any similar issues arise. In 
light of this investigation, Dealers must 
ensure that all representations made to the 
public are true, in line with all the retailer's 
terms and conditions, and cannot be seen 
to be misleading to consumers,” the HWL 
Ebsworth report concludes.

NEXT GENERATION eVHC 
CAPTURE MORE SALES WITH PHOTO & VIDEO EVIDENCE

Global leaders in parts and service software
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CALL FOR 
A FREE DEMO: 
1 800 810 103
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The final cost to Volkswagen of its 
emissions cheating scandal could 
be as high as A$60 billion after a US 

court ruling in early February and changes 
to British consumer laws.

Court documents filed in the US reveal 
that Volkswagen will pay US$1.2 billion 
(A$1.6 billion) in settlements to about 
80,000 owners of its 3-litre diesel-powered 
vehicles. It will buy some back from 
customers and fix others.

Meanwhile affected customers in the UK 
could be refunded for the full the cost of 
their car while also keeping their vehicle.

According to the firm making the claim, 
Car Emissions Lawyers, purchasers of VW 
diesel vehicles from October 2014 onwards 
could be entitled to compensation worth 
between 25 and 100 per cent of the original 
cost of their car.

About 1.2 million British vehicles, 
including Audis, Skodas and SEATs, were 
affected. The higher level of compensation 
is the result of an amendment to the 
Consumer Protection from Unfair Trading 
Regulations 2008. With an average cost 
per vehicle of about £17,500 (A$29,000), a 
full payout could cost the company A$35 
billion.

The US$1.2 billion settlement amount 
could rise to US$4 billion (A$5.2 billion) 
if regulators don’t approve the planned 

VOLKSWAGEN EMISSIONS PAYOUTS  
COULD TOP $60 BILLION

rectifications. The deal covers newer 
Volkswagen-brand Audi and Porsche cars 
and sport-utility vehicles, which are usually 
more expensive than the 2-litre vehicles at 
the core of the emissions scandal.

Volkswagen last year agreed to pay US$17.5 
billion (A$22.9 billion) to settle civil 
lawsuits, including US$10 billion (A$13.1 
billion) to compensate 475,000 drivers of 
2-litre diesel vehicles with engines that 
contravened US emissions laws. In January, 
Volkswagen pleaded guilty to conspiring to 
defraud the US government and consumers 
by manipulating diesel engines. It agreed to 
pay a criminal fine of US$4.3 billion (A$5.6 
billion).

VW has now agreed to spend a total of up 
to US$22 billion (A$29 billion) in the US to 
owners, environmental regulators, states 
and dealers.

Two categories of settlement

The settlement splits the 3.0L diesel vehicles 
into ‘Generation 1’ cars (model years 2009 
to 2012) and ‘Generation 2’ vehicles (model 
years 2013 to 2016). 

Cars affected include the VW Touareg, 
Audi Q7, A6, A7, A8, A8L, Q5 and Porsche 
Cayenne diesels.

Owners of Generation 1 cars will be eligible 
for a buyback from VW Group, as their 
vehicles cannot be repaired to meet their 
officially certified emissions standards. It is 

likely that Generation 2 vehicles will be able 
to be fully repaired, saving VW the cost of 
a buyback if the company can get a solution 
approved by the California Air Resources 
Board and the Environmental Protection 
Agency.

In a separate case German parts supplier, 
Robert Bosch GmbH, agreed to pay 
US$327.5 million (A$428.6 million) to 
settle a US civil claim that it helped create 
‘defeat device’ software that allowed 
Volkswagen cars to beat US pollution 
testing. 

Australia

VW has approval to recall 61,000 vehicles 
in Australia; however they will be amongst 
the last in the world to be addressed. The 
recall affects around 11 million vehicles 
worldwide.

Software repairs on 35,000 of the 
Australian vehicles were able to be 
undertaken last year, with the remainder 
expected to be performed in 2017.

Volkswagen Australia continues to face 
two actions in the Federal Court, including 
a class action being jointly handled by 
Maurice Blackburn Lawyers and Bannister 
Law.

Volkswagen has argued that Australian 
customers are not entitled to compensation, 
claiming there will be no adverse effect on 
its vehicles once the upgrades are made. 

FEATURES       Australian Automotive Dealer Association 
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VOLKSWAGEN DEFIES SCANDAL TO 
BECOME WORLD NO.1

RENAULT THE LATEST IN EMISSIONS 
SCANDAL

Volkswagen has defied its emissions 
testing scandal to become the world's 
largest automotive manufacturer for 

the first time in history, surpassing Toyota.

VW Group built 10.31 million vehicles in 
2016, overtaking Toyota's 10.18 million. The 
VW figure includes brands it owns such as 
Audi, Porsche, Skoda, Bentley and SEAT. 

Toyota had held top spot since 2012.

A massive growth spike of 12 per cent 
in China to almost four million sales led 
to overall growth of 3.8 per cent for the 
German car maker in 2016, while Toyota 
sales grew by just 0.2 per cent.

VW also enjoyed four per cent growth in 
Europe, but suffered a two per cent decline 
in the US.

VW Group Chief Executive, Matthias 

French authorities are investigating 
Renault for possible cheating on 
emissions tests.

Three judges will probe possible "cheating 
on pollution control checks ... with the 
consequence of making the (vehicles) 
dangerous to the health of people and 
animals,” according to Le Figaro. 

A preliminary investigation found that 
some Renault models were emitting up 
to 10 times the legal amounts of nitrogen 
oxide (NO2).

Renault said it had complied with 
emission rules and that its vehicles were 
not equipped with software designed to 

Müller, said the result gave VW stability 
into the future.

“Our present vehicles’ success is the basis 
for our intensified efforts as regards the 
major future technologies: e-mobility, 
autonomous driving and digitalisation,” he 
said.

Sales in China are expected to slow in 2017. 
Consumers there expected tax breaks on 
small cars to expire at the end of last year 
and therefore rushed to purchase; however, 
Chinese authorities have since extended the 
tax breaks into 2017. Nonetheless, analysts 
do not expect VW or other manufacturers 
to match last year’s results in China. 

VW's strong result in China came about 
largely because it hardly sells any diesel 
vehicles there, thus the world's most 
populous nation was unaffected by the 

emissions scandal that has plagued VW in 
other parts of the world.

Having reached number one, VW might 
not necessarily stay there. Becoming 
number one was an obsession of former 
CEO, Martin Winterkorn, who was forced 
to resign over the emissions scandal. 
Dietmar Voggenreiter, Sales Chief at VW-
owned Audi, said the company's strategy 
through to 2025 does not include sales 
targets.

cheat the tests. The company suggested a 
"calibration error" on an anti-pollution part 
could have caused the problem.

France's Environmental Minister, Ségolène 
Royal, established a commission to 
investigate the on-road emissions of 52 
cars from domestic automakers including 
Peugeot, Citroen and Renault, as well as 
foreign brands such as Ford, Mercedes, 
Toyota and, of course, Volkswagen. 

Most of the vehicles tested recorded 
on-road readings up to five times those 
reported in laboratories. Three-quarters 
had emissions 20 to 50 percent higher than 
stated on certification forms. 

French authorities have asked all the 
automakers to explain the results, but 
so far Renault is the only one subject to 
investigation.

Meanwhile, in the US the Environmental 
Protection Agency (EPA) has accused Fiat 
Chrysler (FCA) of cheating emissions tests 
using defeat devices like Volkswagen did.
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ACCC TO DECIDE ON LIMITATION OF 
COMMISSIONS FOR ADD-ON INSURANCE 
PRODUCTS
The Australian Competition and 

Consumer Commission (ACCC) is 
soon to decide whether it will limit 

commissions paid to Dealers by insurance 
companies.

Last year the Australian Securities and 
Investments Commission (ASIC) released 
a report stating Dealers were selling 
consumers expensive products with 
high commissions in a high pressure 
environment, with little benefit for the 
consumers.

It said consumers paid $1.6 billion in 
premiums for add-on insurance, receiving 
$144 million in successful insurance claims 
– a payout of just nine per cent.

AADA has campaigned against any such 
cap, arguing in a submission to the ACCC 
inquiry that there is nothing to suggest 
the cap will result in lower prices for 
consumers and could lead to higher prices 
in the longer term in a less competitive 
market.

It has been acknowledged that identical 
products are distributed through other 
channels and authorisation by the ACCC of 
the insurers’ proposal will place the motor 

ban on the sale of life (trauma) insurance 
in dealerships, unbundling the sale of add-
on insurance from the sale of loans and 
reducing commissions to 10 per cent.

AADA argues that the proposed changes 
to limit new car Dealer commissions on 
the sale of add-on insurance products to 20 
per cent (or less) of the premium will make 
it even harder for Dealers to profit from 
car sales where the average margin is 2 per 
cent.

If Dealers are no longer able to sell 
insurance at rates above such a cap, this 
will potentially leave the customer with 

little alternative but to seek products from 
less competitive sources.

The insurers’ proposals do not provide any 
competitive mechanism to force savings 
from reduced commissions to be passed on 
to consumers and does not contemplate any 
competitive mechanism that will reduce 
insurers’ margins on those products.

This is a matter of extreme significance for 
Dealers and their future prosperity, and 
AADA awaits ACCC's draft determination 
with baited breath. We will update you as 
soon as we learn more.

TURBOCHARGER
SERVICING - Automotive

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

vehicle dealership channel at a 
competitive disadvantage likely 
resulting in consumers paying 
increased prices in the longer 
term.

The ACCC is due to make a 
draft determination on the 
commissions shortly.

The Consumer Action Law 
Centre (CALC) also made 
a submission to the ACCC 
inquiry. In it, it argued for a ban 
on single premium policies, a 
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MUCH TO LEARN FROM  
A CENTURY OF NADA
AADA was privileged to attend 

NADA100, the 100th anniversary 
convention of the USA's National 

Automobile Dealers Association, late 
January in New Orleans.

NADA is one of the most powerful 
advocacy groups in the USA and they 
achieve this thanks to almost total 
buy-in from American Dealers. NADA's 
membership of 19,000 represents about 95 
per cent of all retail automotive Dealers 
in the country. They fiercely, steadfastly, 
advocate for the Dealer. 

What NADA and its members realise, and 
what AADA wants Australian Dealers 
to understand, is that advocacy is most 
effective when a united organisation 
represents the entire industry to the 
lawmakers – the politicians. It's all well and 
good to battle with regulatory authorities, 
but donating to politicians' campaigns, 
communicating with them and laying 
out the issues of concern are the most 
compelling ways to effect the legislative and 
policy change we all desire.

AADA encourages all Dealers to 
communicate with their local member, 
illustrating their concerns and explaining 
how and why change would impact their 
businesses, the auto industry and the wider 
community.

NADA believes and practices the theory 
that the collective – one strong voice – is far 

greater than countless individual voices or 
no voice at all. US Dealers understand that 
too. The NADA PAC (formerly the Dealers 
Election Action Committee) contributes 
funds to support pro-Dealer congressional 
candidates of both major political parties.

The NADA Foundation is all about 
charity, further underlining US Dealers' 
commitment to the community and adding 
to the association's status and power. 

Commitment to community means NADA 
has stood by the financially-challenged 
city of New Orleans, refusing to move the 
convention away from its regular rotation 
there, and even contributing US$4 million 
to the city to help it rebuild in the wake of 
Hurricane Katrina in 2005. 

If you really want to make a difference you 
need to be involved and the Americans 
show us the way. You can't make change 
unless you get involved. Don't wait for 
a select few to go and do it or you'll be 
waiting a long time.

Look after your backyard

A look at the detailed NADA Convention 
agenda this year showed that, while the 
macro-external forces shaping the national 
debate in the United States must be 
attended to, franchised new car Dealers in 
America and all over the world succeed, 
as always, by adroitly managing the 
complex details that our business throws 

up, and doing so with a relentless focus on 
performance.

That also was one theme in a brilliant 
keynote address delivered by Mark 
Fields, President and CEO of Ford Motor 
Company. He spoke about that great 
company's resilience and determination 
to lead the industry into the next decade 
with product innovation and new business 
models. 

The clear message from the Convention is 
that American Dealers are getting on with 
business with their usual determination 
and ingenuity. Contrary to what you might 
think from the output of the 24/7 news 
cycle, these gritty and clever entrepreneurs 
are determined to 'make America great 
again' one business at a time – political 
challenges notwithstanding.

That's a solid concept for us to embrace.

Roger Penske, Chairman of the transport 
giant, Penske Corporation, also delivered 
an outstanding session. His company 
employs 50,000 people around the world 
and he spoke about the vital need to reduce 
turnover rates of employees. He said his 
biggest fear is paying for the continual 
training of new staff in order to keep pace 
with rapidly-evolving technology.

Incoming NADA Chairman, Mark 
Scarpelli, spoke proudly about how his 
father's family business grew from a good 
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month of 50 to 60 sales to 650 to 700 per 
month across various locations today.

“In our world we know what small is; we’ve 
come from it.” he said.

Mr Scarpelli also drove home the 
importance of grass roots Dealer advocacy. 
In 2008, during his time as Chairman 
of the Chicago Auto Trade Association 
(CATA), he – along with other CATA 
officials and members of the Illinois 
Chamber of Commerce and the Illinois 
Retail Merchants Association – successfully 
lobbied the state government to defeat a 
proposed gross receipts tax that would have 
imposed a 0.85 per cent tax rate on the total 
revenue of 'goods-producing' companies, 
including manufacturers, wholesalers and 
retailers.

“We lobbied effectively with state legislators 
and we effectively killed it,” Mr Scarpelli 
said at the Convention. 

“We were very proud of that. It was not 
good for the consumer and it would have 
decimated our business. We work on less 
than a 2.2 per cent margin so we don’t have 
that kind of room.” 

AADA International Relations Dinner

Our visit also gave us an opportunity to 
meet with key NADA office-bearers and 
cement the good relationships between our 
organisations. For the third consecutive 
year AADA hosted the International 
Relations Dinner, attended by the outgoing 
NADA Chairman, Jeff Carlson, and his 
wife, Nancy.

Mr Carlson made an excellent speech and 
impressed everyone by going around and 
individually meeting all who attended. That 
he chose our event in preference to Ford's 
cocktail party – one of the biggest events at 
the Convention – says something about the 
esteem in which AADA is held.

Past NADA Chairs, Bill Fox and Jack Kain, 
came along as well, as did key executives 
from the Brazilian, Canadian, Chinese, 
French and Italian dealer associations. 
It was a highly successful evening and is 
fast becoming one of the highlights of the 
NADA Convention.

Expo

AADA National Dealer Convention 
Director, Patrick Tessier, was enormously 
impressed by the size and scope of the 
NADA Expo, describing it as a barometer 
of where the industry is placed at any given 
time.

it was a tremendous expo and enjoyed by 
everybody.”

Workshop program

Interestingly, the NADA schedule included 
a workshop run by Randy Henrick and 
Associates.

Mr Henrick is a lawyer who operates as 
an auto Dealer compliance consultant. 
His company helps US Dealers set up and 
embed practical compliance policies that 
ensure Dealer employees operate inside the 
myriad regulations now governing the auto 
business in the States.

It provided a glimpse into a possible future 
world for us.

So while we cannot ignore the potential 
impact of the Vital Six regulatory 
challenges or the 20 additional issues on 
our so-called 'long list', we need to focus on 
what's deliverable and practical. We must 
maintain and, indeed, ramp up our work 
with government legislators and regulators 
to ensure they understand our business – 
but at the same time you all know that we 
need to get on with running the stores, no 
matter what.

That was the key take-out from NADA 
2017.

Online vehicle sales

Key automotive executives spoke about 
the surge in online vehicle sales, with 
manufacturers in some cases competing 
directly with dealerships. It has got to the 
point that experts are now predicting we 
are only a couple of years away from the 
entire vehicle sales transaction being able 
to be performed online. 

“What I remember, 
walking into the 
exhibit 15 years ago, 
was it was full of 
sub-prime lenders,” 
he said. “You won't 
find one in there 
today. This year it's 
all got to with CRM 
companies. When 
we had that dot-
com revolution in 
2003, it was dot-com 
everywhere. Things 
come and go, but L-R Tim Rickard (i-Motor), Tony Malby-Luke (i-Motor), Jeff Carlson (NADA 

Chairman) and John Madill (Madill Auto Group) 
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NADA CHAIRMAN URGES RESILIENCE IN 
THE FACE OF CHANGE

The incoming chairman of the National 
Automobile Dealers Association 
(NADA), Mark Scarpelli, says the 

resilience of Dealers will be the key factor 
in helping them cope with one of the most 
significant eras of change in the industry's 
history.

Speaking in the lead-up to the 2017 NADA 
Convention, the Illinois Chevrolet and Kia 
Dealer identified four main priorities for 
his tenure: emphasising how the Dealer 

franchise system benefits the consumer; 
keeping vehicles affordable via advocating 
Dealer issues in Washington; working 
with auto makers, and introducing the 
next generation of Dealers into the NADA 
framework.

Ensuring the customer remains the prime 
consideration is a key goal.

“At the end of the day they pay our wages,” 
he told Auto Remarketing.

“We want to make sure that our services 
are something they want and desire, and 
that our automobiles – whether they be 
new, financed or leased – are affordable to 
them. We want to make sure that system is 
intact for them going forward.”

Embrace change, be resilient

Mr Scarpelli said regulatory change was 
the greatest challenge faced by car Dealers, 
something Australian Dealers are all too 
familiar with thanks to the likes of ASIC 
and ACCC and their continual reviews of 
the car business.

Such scrutiny can be unrelenting, but that 
is the environment we live in. Ours is far 
from the only industry that regulators 
watch.

“Some of the well-intended regulations and 
laws and initiatives from (Washington) DC 
are just that. But there are some unintended 
consequences we live and we breathe every 
day, and we deal with,” Mr Scarpelli said.

This has the potential to undermine the 
investment Dealers make in their facilities, 
which is a troubling development and one 
with which we must come to grips.

Cox Automotive Chief Operating Officer, 
Mark O'Neill, spoke at the Automotive 
News Retail Forum that kicked off the 
Convention and predicted that nearly 10 
per cent of vehicle transactions could be 
online by the end of 2019.

"Once you figure out it's a good thing, it 
takes off like crazy," he said.

"By the end of 2017 we are going to 
be leaving that slow growth, bumpy, 
experiment-with-it phase and we're going 
to start with the very rapid part of growth." 

This challenge is one that other industries 
have faced. Some have adapted; some 

have not. The challenge for our industry 
is not to fall by the wayside, like book and 
video stores have with the rise of Amazon 
and online streaming, but to adopt the 
technology ourselves to ensure we continue 
to have a strong business model going 
forward.

These issues and the quality of the program 
and Expo are what make the NADA 
Convention such an informative and exciting 
event. We take so much out of our yearly 
pilgrimage, as do the Dealers who accompany 
us on our Study Tour. We look forward to 
next year's event, and hope you can join us.

Mark Scarpelli (Incoming NADA Chairman)
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“Automobile Dealers are very resilient. The 
evolution and change that has happened in 
our business is mind-blowing. What I was 
doing five years ago until today is not the 
same activity.”

AADA encourages Dealers to take a 'glass 
half full' attitude to change. Change is 
inevitable, so we must embrace it, whether 
it be in the areas of insurance, finance, the 
technology revolution, and the regulatory 
changes that come along with it. 

Change = opportunity

As Mr Scarpelli pointed out, change always 
provides new opportunities.

The age of automation is fast approaching. 
It's being driven by technological 
development and consumer demand 
feeding off each other, and it will force both 
regulators and Dealers to adapt.

This will create opportunities to sell and 
service new types of vehicles in innovative 
ways (see the rise of the shopping centre 
pop-up). The transition period will see 
many consumers upgrading their vehicles.

“The cars and trucks on the road owned 
by American consumers is one of the 
oldest fleets in a very, very long time,” Mr 
Scarpelli pointed out.

“That being said, the turnover, if you will, 
of older cars to newer cars and trucks, 
there's an opportunity there. And there 
are new people coming into the market, 
meaning new drivers and people who want 
to upgrade their older automobile.

“At the end of the day, car Dealers are there 
to sell, service automobiles and to please 
the public.”

Mr Scarpelli said he was excited for the 
future of automotive dealing, stating 
his opinion that although there almost 
certainly will be changes in buying habits, 
consumer preferences and regulatory 
issues that arise, the basics of the retail 
automotive industry will remain largely the 
same.

“We don't feel as though the Dealer 
franchise network will change significantly, 
meaning the actual physical plant of the 
dealership,” he said.

“It's still a place and it's the best network 
to buy your car, fix your car, do warranty 
repairs. It's still the number one source.

“And when you think about it, there's over 
16,500 retail outlets where a consumer, if 
they buy their car in Chicago, Illinois, and 
they're driving it through Topeka, Kansas, 
and they have an issue, they can probably 
get their car serviced through the wide 
network that sprawls America. So we feel 
that is never going to change.”

The same could be said of Australia's Dealer 
network, on a smaller scale.

Get involved

Regulators are dealing with a complex 
set of problems. Manufacturers are too. 
Automation is the next evolution of the 
auto industry, but it will cause a revolution 
in how laws are made, roads and cars are 

NADA 2017       Australian Automotive Dealer Association 

used, and even the traditional ownership 
model is under threat.

The resilience Mr Scarpelli refers to means 
having the attitude to look towards the 
future in a positive way. Change is not 
necessarily bad, you have to grow with it. 

One example of change and the 
opportunities it provides is the growth in 
the USA of standalone used car stores. It's 
a function of the oversupply of new cars we 
have dealt with in previous issues that has 
led to a stockpile of 'cyber-cars' – which are 
essentially new cars being sold as used cars. 

That's change brought on, not by regulators, 
but by the OEMs. Other changes will be 
market-driven or technologically-driven. 

As the organisation representing all 
franchised Dealers in this country, AADA 
can represent the interests of its members 
in negotiating the extent and rate of change 
with government. We aim to create the 
most effective solution for that change for 
everyone. 

To have an organisation as strong as NADA 
you have to be involved. Just as outgoing 
US President Barack Obama said about 
democracy, the same is true of advocacy. 

An organisation such as ours is only as 
strong as its membership. Another political 
and social truism is that 'the world is run 
by those who show up'. Our numbers are 
our strength, if we use them. We might be 
competitors but, ultimately, we need to act 
together for the good of our industry. 

Your first choice in  
vehicle wash systems.

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

PH: (02) 9757 4700
www.goodsight.com.au

e: sales@goodsight.com.au
Distributors of:

http://www.goodsight.com.au
http://www.goodsight.com.au


The US retail automotive industry 
will reach 17 million in sales in 
2017, hitting the mark for the third 

consecutive year. 

So says the chief economist of the National 
Automobile Dealers Association, Steven 
Szakaly, who predicts sales of 17.1 million 
new cars and light trucks in 2017.

That is a decrease on the 17.4 million sales 
in 2016, which itself was a slight fall from 
2015's record year.

Mr Szakaly predicted a stable rather than 
growing market for US auto sales, saying 
“pent up demand is effectively spent”.

The vehicle segment mix will continue 
to favour light truck (light commercial) 
sales, which are expected to account for 
60 percent of the market in 2017, and 
continuing the upward sales trend.

Strong economic outlook

Mr Szakaly said the overall economic 

US DEALERSHIP STAFF WELL-PAID: 
WORKFORCE STUDY
NADA's annual Dealership Workforce 

Study (DWS) reveals that US car 
dealership employees earn almost 25 

per cent more than the average American. 

The 2016 DWS showed that employee 
compensation and productivity at new 
car dealerships increased across all job 
positions in 2015. The median weekly 
income for all dealership employees was 
$1,026, which was nearly 24 percent more 
than employees in the private sector 
workforce.

The revelation is the result of a US Bureau 
of Labor Statistics comparison of dealership 
salaries and 2015 fourth quarter median 
weekly earnings of all US employees.

The 2016 DWS also revealed average 
wage growth of 6.3 percent for individual 

dealership employees or incumbents who 
worked in the same position in 2014 and 
2015.

Employee turnover in dealerships barely 
changed from the previous year, with 39.6 
percent of the workforce moving on. This 
compared to 46 percent total turnover 
in the private sector, as estimated by the 
Bureau of Labor.

Car sales consultant, the only key position 
to exceed the national private-sector 
average, was the highest turnover position 
at 67 percent annually, a decrease of 
five points from 2014. Non-luxury sales 
consultant turnover was 72 percent; luxury 
was 48 percent. One anomaly worth noting 
is that female sales consultant turnover was 
a massive 88 percent. 

Millennials made up 60 percent of all 
dealership new hires and 42 percent of 
the total dealership workforce. Turnover 
among millennials was 52 percent.

Women were 18.6 percent of dealership 
employees and 20 percent of all new hires, 
with 7.8 percent of women employed in 
key positions and 89.3 percent in office and 
admin support.

The 2016 DWS analysed more than 
385,000 payroll records from 1,956 new 
car and truck dealerships. The DWS 
provides data dealers can use to fine-tune 
employee compensation and benefits, 
promote retention and stay ahead of the 
demographic curve. Participants receive 
comparative statistics for their own 
dealerships.

US TO SELL 17 MILLION IN '17
outlook for the US in 2017 was strong, 
despite political uncertainty following 
Donald Trump's election. Projected gross 
domestic product (GDP) growth is 2.6 
percent; employment growth between 
150,000 to 180,000 jobs per month, and the 
price for regular-grade gasoline at less than 
$2 per gallon.

“New vehicle sales will likely level off in 
response to the US market maturing, not as 
a result of the election,” Mr Szakaly said. 

“If increased infrastructure spending 
happens and certain tax cuts materialise 
under the new administration, it will mean 
a better long-term outlook.”

Mr Szakaly said the potential easing of 
regulations relating to fuel economy would 
also benefit the economy.

Areas of concern

Mr Szakaly predicted rising interest rates, 
ever-increasing loan terms and higher 

vehicle transaction prices would lead to a 
slower but still strong sales pace in 2017.

"New car shoppers can expect a year with 
slightly higher interest rates on auto loans, 
but those increases will likely be offset by 
rising automaker incentives,” he said. 

“Rising interest rates could also increase 
pressure on leasing, which for many 
car segments is already suffering from 
declining residuals and used-car values. 
Leasing is still expected to rise in 2017 but 
not at the same pace we have seen over past 
few years.”

Used sales to rise

NADA forecasts 15.3 million used vehicle 
sales for new car dealerships in 2017, 
compared to 15.1 million in 2016. The total 
used vehicle market will exceed 40 million 
retail sales.
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New US President Donald Trump's 
protectionist trade policy could 
set off a global trade war that 
would weaken the US dollar, 

according to financial experts.

In January the Australian dollar topped 
US76 cents for the first time in more 
than two months, as the US dollar fell 
below 100 on the US dollar spot index 
(which measures it against a raft of other 
currencies) for the first time since early 
December.

One of Mr Trump's first acts as President 
was to withdraw the US from the Trans-
Pacific Partnership (TPP), leading some 
– including Australian Opposition Leader, 
Bill Shorten – to declare the TPP dead and 
turn their attention to a China-led trade 
agreement instead.

However the Turnbull Government has 
restated its commitment to both the TPP 
and the goal of free trade.

Australia should not be too affected if 
the TPP does fall through. We already 
have individual trade agreements with all 
the signatories to the TPP, including the 
US. Australian Prime Minister, Malcolm 
Turnbull, expressed disappointment in the 
US withdrawal, while hoping for a change 
of heart. In the meantime, China could 
potentially take the US' place in the TPP.

WHAT DOES A 
TRUMP PRESIDENCY 

MEAN FOR AUSSIE 
DEALERS?

Is protectionism back?

Mr Trump has vowed to make American 
manufacturing “great again”, saying he will 
impose tariffs on imports from countries 
that currently impose them on American 
goods. 

On top of withdrawing from the TPP, 
Mr Trump has also cast aspersions in the 
direction of NAFTA, the North American 
Free Trade Agreement the US has with 
Canada and Mexico, describing it as “the 
worst trade deal in history”.

Mr Trump would need the assistance of 
congressional Republicans to ratify any 
US withdrawal from or renegotiation of 
NAFTA, something the mainly free-trade-
supporting members are unlikely to grant 
him.

Trump on the auto industry

The new president has targeted German car 
makers, asking why so many Americans 
drive BMWs and Mercedes-Benzs and 
so few Germans drive Chevrolets. He 
criticised BMW for its plans to build its 
new plant in Mexico and threatened to 
impose a 35 per cent ‘tax’ on every car 
BMW imported to the US

Mr Trump has also criticised General 
Motors, Ford, Hyundai and Toyota.

Automotive manufacturing in Mexico has 

enjoyed staggering growth in the past two 
decades. Low wages and other costs make 
it an attractive base for OEMs, with Audi 
recently moving its global manufacturing 
hub for the Q5 SUV to Mexico. Toyota and 
BMW are committed to opening similar 
facilities but Ford has cancelled plans 
to open a new plant in Mexico. It will, 
however, go ahead with plans to build the 
next-generation Focus south of the border.

Mexico has benefited greatly since NAFTA 
took effect in 1994. Its trade with the US 
has grown from US$82 billion (A$110 
billion) to US$483 billion (A$646 billion) in 
that time. American investment in Mexico 
has increased by a factor of six.

Mr Trump has promised to impose a 35 per 
cent tariff on all Mexican goods.

China

Mr Trump has indicated his willingness to 
engage China in a trade war. The problem 
for the American auto industry is that 
China is one of its largest customers. 
According to 2016 figures, GM sold more 
cars (3.87 million) in China than it did in 
the US (3.04 million).

The other issue is that even cars assembled 
in the US will have parts manufactured 
in other parts of the world. It is the way 
the auto manufacturing industry has 
worked for three decades now: auto makers 
sourcing parts from hundreds of different 
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suppliers all over the world.

Chinese manufacturers dominate the US 
replacement parts market, with prices often 
half those made by the OEMs. 

BK Asset Management Director of Foreign 
Exchange Strategy, Kathy Lien, said “all 
signs are pointing to a global trade war. 

"Investors are worried that other countries 
will retaliate and any headlines related to 
that would be negative for the US dollar."

Germany

Matthias Wissmann, President of the 
German Association of the Auto Industry, 
said in a statement that the German auto 
industry is taking Mr Trump's comments 
seriously. Exporting cars is a massive part 

of the German economy and one of its 
biggest markets is the US. Barriers to trade 
would have a significant impact on German 
economic growth.

“Restrictions in the NAFTA zone would 
put a real damper on the economy,” said Mr 
Wissmann.

What does it mean for Australian 
Dealers?

A lower US dollar is theoretically great for 
Australian importers of US-owned brands, 
giving them greater buying power and 
resulting in lower prices for Australian 
consumers. However, if Mr Trump 
followed through on his threat to force 
manufacturers to move their factories to 
the US, higher wages and costs would likely 

drive prices up.

If German car makers find it harder to sell 
their products into the US, the overflow 
could result in cheaper imports here.

Mr Turnbull's reiteration of Australia's 
commitment to free trade presents us 
with another angle to argue for the 
removal of the Luxury Car Tax (LCT). The 
Government cannot say it is against tariffs 
while imposing what is a tariff in all but 
name.

If we can get rid of the LCT, the likes of 
Mercedes-Benz and BMW could start 
selling a lot more cars in Australia.

The one thing we know for sure about a 
Trump presidency is that times, they are 
a'changin'.

COX AUTOMOTIVE MERGER
The finalisation of the Cox Automotive 

Australia merger will see the entity 
work with the majority of new and 

used car Dealers in Australia.

CarsGuide, Dealer Solutions and Manheim 
have come together to form the Australian 
arm of the US conglomerate, which is one 
of the world's largest wholesale automotive 
auction companies.

Cox Automotive operates in 25 countries 
and owns Autotrader, the biggest online car 
sales site in the US. In 2015 it bought dealer 
software giant Dealertrack Technologies 
for $US4 billion ($5.3bn), adding India, 
Africa and parts of Russia to its sphere of 
influence. The company is responsible for 
60 per cent of vehicle transactions in the 
US.

Manheim Australia, which is a subsidiary 
of Cox Automotive, runs the online 
business Sell My Car, as well as one of 
Australia's largest automotive auction 
houses. Manheim also bought Dealer 
Solutions, in March last year.

Cox Automotive Australia is 70 per 
cent owned by Cox Automotive, with 
DealerMotive taking the remaining 30 per 
cent share. DealerMotive is a consortium 

Australia will have a one-third share of 
Australia's new and used car sales market, 
as well as the parts and service operations 
connected to those outlets.

Solutions Groups

Cox Automotive Australia's strategy is to 
organise its operations into three discrete 
'solutions groups' representing the three 
major arms of the automotive sales process: 
inventory, media, and retail.

The Inventory Solutions group will 
comprise Manheim and Sell My Car, 
providing services to Dealers, fleet 
managers, fleet owners, businesses and 
consumers regarding the buying and 

selling of vehicles, including logistics, sales 
and residual value setting.

CarsGuide and Autotrader will make 
up the Media Solutions group, to be 
relaunched later this year. The role of 
this group will be to help Dealers and 
private buyers research, buy and sell 
vehicles online. It will also provide digital 
advertising and marketing services.

Dealer Solutions forms the Retail Solutions 
group, to be joined down the track by 
Xtime. It will provide modular software 
and online-based services to Dealers and 
manufacturers to aid retail vehicle sales as 
well as customer retention and servicing.

of 60 dealer groups 
representing around 
600 dealerships, 
including every new 
car franchise in the 
country.

Each make will retain 
its own branding, 
identity and 
priorities.

Cox Automotive 
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This will be AADA’s first-ever study tour to Automotive Dealer Day, the 
European key event for opinion leaders & decision makers in the automotive 

industry. Led by Leonardo Buzzavo, Automotive Dealer Day Program 
Coordinator, the program will offer various parallel sessions with speakers 

from Italy and abroad, providing innovate information and unrivalled business 
networking opportunities.

VERONA

• 3 nights (twin share) accommodation at the Palazzo Victoria hotel

• Dealer Day Registration including all workshops, expo and masterclasses   
(Partners will attend a Partner-program designed by Automotive Dealer day)

• Arrival walking tour & dinner with pre-arranged registration hand-outs

• Access to the invitation-only International Dealers Dinner on Tuesday 16th May 

• Choice of evening functions hosted by Automotive Dealer Day  
on Wednesday 17th May 

DELEGATE PACKAGE: $2,575.00 PER PERSON*
Partner package: $2,575.00 per person*

I N C L U D E S :

SINGLE ROOM SUPPLEMENT: $739    
EXTRA NIGHTS: $493 PER ROOM PER NIGHT

Contact: 
Terence Harris Corporate Blue 
Phone: +61 3 9578 6555  
Mobile: +61 409 008 737 
Email: terence@corporateblue.com.au

Patrick Tessier AADA 
Phone: +61 3 9576 9944  
Mobile: +61 412 685 857 
Email: ptessier@aada.asn.au

FULL CONVENTION PROGRAM TO BE RELEASED SOON.  
KEEP AN EYE ON WWW.DEALERDAY.IT

AADA STUDY TOUR
D E A L E R  DAY  2 0 1 7

V E R O N A ,  I TA LY  -  M AY  1 5 - 1 8

*Arrival and Departure transfers are not included. These can be quoted upon request. All prices are quoted in AUD.

http://www.dealerday.it
http://www.dealerday.it


INNOVATION AND TECHNOLOGY  
FOCUS OF CONVENTION

The retail automotive industry faces 
significant change in the coming 
years as technology advances at an 

ever-increasing rate. Innovation continues 
to alter the landscape in which we operate, 
and Dealers must not only be aware of 
new developments but actively engaged 
with both technological progress and the 
consumer desires that drive it.

For the 2017 AADA National Dealer 
Convention and Expo we have chosen the 
theme 'Advancing Innovation, Technology 
and Engagement' because we see these as 
pillars of our industry, both right now and 
into the future.

Car manufacturers are innovating 
technology, driving the development of 
electrical and autonomous vehicles. Ride-
sharing services such as Uber and Lyft are 
changing the way people relate to and use 
motor vehicles. Governments are trying to 
keep pace with it all.

And then there are the car Dealers. They 
are the ones who must engage on all 
sides: with manufacturers experimenting 
with new technology; with customers 
to ensure we are helping them get what 
they want from this brave new world and 
with governments so they are abreast of 
planning and legislative developments 
likely to impact their business models.

The next decade is likely to see more 
change in the retail automotive industry 
than in any before. It is an exciting time 
to be involved in our industry, but also 
a challenging one. The aim of the 2017 
AADA National Dealer Convention and 
Expo is to inform and equip our members 
to best cope with that change.

To this end, we are developing a three-track 
program of workshops, featured guests, 
keynote speakers and policy sessions to 
comprehensively cover the myriad issues 
and challenges facing Dealers now  
and into the future.

TUESDAY 19 SEPTEMBER & 
WEDNESDAY 20 SEPTEMBER 2017



Delegates who attended the 2015 AADA National Dealer Convention 
would be familiar with Jared Hamilton, the award-winning 
entrepreneur and technology leader who was so impressive and 

informative that we have invited him back to learn more from his expertise.

Mr Hamilton's company, drivingsales.com, has conducted extensive research 
into customer buying behaviour, and he shared his unique insights into the 
way the nature of customer service is changing.

Using a variety of methods including GPS tracking, surveys and face-to-
face interviews, he discovered the means by which people prefer to buy. He 
used those findings to develop some of the most effective forms of customer 
service.

Most new car buyers conduct their research online, and Mr Hamilton insists 
that the automotive industry must adapt to the new technological age in 
which it finds itself. The majority of consumers say they would buy if the 
entire sales process were easier, so he urges Dealers to make their websites 
easy to use, clear, and full of information.

Mr Hamilton also encourages Dealers to focus on the quality of service, 
rather than closing the deal. More than 90 per cent of people choose a 
dealership based on the input of family and friends, so making sure the 
consumer has a positive and easy experience at the dealership is crucial in 
promoting new sales leads.

The power of social media

Mr Hamilton will detail how a customer's choice of dealership is influenced 
by social media such as Facebook and Google reviews. He will explain why 
it is crucial for Dealers to invest in maintaining and promoting their online 
presence, and how powerful positive and negative reviews are in influencing 
how potential customers feel about buying from a dealership. 

Mr Hamilton is a highly sought-after speaker, bringing proven real world 
applications to the ever-changing technology world. His presentation will 
cover the three-pillar approach to online success, including:

• What are the 14 marketing channels Dealers have online to connect with 
customers?

• What are the seven process points every Dealer must execute to maximise 
their closing rates? What are the five organisational structures Dealers are 
using to organise their staff to scale online success?

We live in a new world and today's generation engages with it in ways we 
never dreamed of. Don't be left behind. Be sure to attend this must-see 
presentation and keep pace with the ever-increasing rate of change.

Featured Speaker

Jared Hamilton
Creating opportunity from 
innovation, technology & engagement
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The 2017 AADA Convention and Expo program will present 15 workshops, three 
featured guests, three keynote speakers and an AADA policy session that will include 
the AADA AGM.

Workshop tracks

AADA will present a unique series of plenary sessions, round tables and dedicated 
workshops designed around a series of content tracks aimed at giving dealership personnel 
specific information and solutions in dealership categories. 

Titled 'Drive Train', 'Engine' and 'Fuel Cell', delegates will be able to choose a series of 
sessions that best suits their specific needs.

It is such a crucial time for our industry, with rapid change in the way we operate, sell, 
service and market vehicles. Attending our workshop programs will best equip you and 
your staff to meet these challenges as we move forward.

CONVENTION PROGRAM

These workshop topics includes:

TRACK 3: FUEL CELL 
Dealer Principals, senior managers, middle managers and marketing managers will all 
benefit from program.

• Interview Techniques 
• Employee Retention 
• Social Media in Recruitment  
• Performance Management 
• Millennial Employees & Training 
• Search Engine Management 
• SEO 
• Social Media Solutions for Sales & Service 
• Reputation 

• Public Relations 
• Video Marketing 
• Mobile Marketing 
• Internet Presence Management 
• Data Management 
• Online Sales 
• PMA Solutions Digital & Traditional 
• Market Intelligence  
• Pre-Paid Service Maintenance Solutions.

These program will feature workshop subjects such as:

TRACK 2: ENGINE 
Designed for middle managers, service personnel, sales personnel and support staff 
inside dealerships.

• BDC (Business Development Centres) 
• Customer Loyalty in Sales & Service,   
   Relationship Management  
• Service Department Competition 
• Used Car Sales & Presentation Solutions 
• Sales Skills 
• Team Leadership 
• Tablet Based Selling 

• OEM Survey Enhancement 
• Training Solutions 
• Customer Satisfaction in Service 
• Parts Department Management 
• Inventory Solutions 
• OEM Warranty Efficiencies 
• F&I Solutions. 

TRACK 1: DRIVE TRAIN 
This program is designed for Dealer Principals and other leaders inside dealerships. 

Workshop and round table subjects include: 

• Legal & Regulatory 
• Leadership 
• Business Analytics

• Dealer Management Systems 
• Dealership Accounting 
• Market Intelligence

• Data Security • Fraud 
• Engaging Government  
• Government Compliance
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October marks the end-date of 
automotive manufacturing 
in Australia, with Toyota's 

announcement in late January that it 
would close its Altona plant on 3 October, 
finishing Australian production of its 
vehicles, and Holden to end manufacturing 
on 20 October.

The closure of Holden's Elizabeth plant 
marks the end of vehicle manufacturing in 
this country.

Holden estimates that a further 30,000 
vehicles will be manufactured in Australia 
between now and the deadline. Almost 
1,000 employees at the company's Elizabeth 
plant will be kept on until then. Holden will 
retain corporate, design and engineering 
staff beyond 2017.

The announcement comes three years 
after Holden's decision, in December 
2013, to end its Australian motor vehicle 
manufacturing, including Holden's 3.0 litre 
and 3.6 litre V6 engines.

Toyota's Altona plant closure will result 
in the loss of 2,600 jobs. The company 
will continue operating both AM and PM 
shifts until the final closure date to ensure 
it meets the total volume production of 
61,000 vehicles for the year, made up of 
26,600 domestic and 34,400 exports. 

As part of the shutdown process the 
plant will stop building Aurion vehicles 
in August, Camry Hybrid vehicles in 
September and Camry Petrol vehicles in 
October.

The company will consolidate all its 

OCTOBER: THE END OF AUSTRALIAN 
AUTO MANUFACTURING

corporate functions in Melbourne by 1 
January 2018, closing its Sydney office. 

Toyota Australia President, Dave Buttner, 
reinforced the company's commitment 
to supporting employees throughout the 
transition period and beyond.

"Our priority over the remaining months 
is to continue to support our employees 
in every way possible so that they are well 
prepared for the future," Mr Buttner said.

"We remain extremely proud of our rich 
manufacturing history which spans over 
50 years. Our employees are committed to 
producing vehicles of the highest quality as 
we work towards our goal of 'last car = best 
global car'."

Toyota will import the next Camry from 
Japan, from where it sources most of its 
vehicles.

The closure marks the end of 54 years of 
manufacturing for Toyota in Australia, 
with 3.39 million vehicles produced locally 
to date — more than 2 million of which 
were made in the Altona factory since it 
opened in 1995.

By comparison, Ford built 5.9 million 
vehicles over 91 years, and Holden will have 
built more than 7 million cars over 69 years 
when it closes its factory gates.

Toyota has been Australia’s largest vehicle 
manufacturer over the past decade, 
overtaking Holden’s annual production in 
2007.

The announcement means that Holden 

will be the last manufacturer operating in 
Australia, until it too ceases production on 
20 October.

Japanese brand, Australian heart

Toyota is a Japanese brand, but Australia 
has played a huge role in the company's 
history.

Toyota produced its first car in Australia 
– the small Tiara sedan – in April 1963 
at a site in Port Melbourne. That made 
Australia the first country outside Japan to 
build Toyota cars and, from 1978, the first 
country outside Japan to assemble Toyota 
engines.

Toyota exported more cars than Holden 
and Ford, with, since 1996, seven out of 
every 10 Camrys made in Melbourne 
shipped to the Middle East.

Toyota was the first and only Australian 
car manufacturer to export more than one 
million vehicles — a milestone it passed 
in 2012 after just 16 years of high volume 
shipments.

Holden will just fail to reach the one 
million exports milestone despite operating 
since 1954.

The Altona factory closure will put a stop 
to $1 billion in annual export orders for 
Australian-made Toyota cars and parts.

Toyota Australia had enough domestic and 
export demand to keep its factory running, 
but most local parts suppliers could 
not survive solely on orders for Camry 
production, forcing the closure.
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EMISSIONS CUTS COULD HIT  
MOTORISTS

EFFICIENCY PAPERS WELCOMED

A new study revealing Australian 
cars are not as fuel-efficient as 
previously thought could have costly 

ramifications for motorists, as the Federal 
Government proposes changes to emissions 
standards.

The research, commissioned by the 
Australian Automobile Association (AAA), 
shows new vehicles use an average of 20 
per cent more fuel in real-world Australian 
conditions than in the laboratory tests used 
to define the tougher standards. That figure 
rises to 35 per cent for some cars.

The findings raise the possibility that 
consumers will be charged more for 
vehicles that meet the higher government 
standards, while missing out on lower fuel 
bills that were meant to compensate for the 
extra cost.

The Federal Government is believed to be 
close to releasing three proposals in a bid 
to reduce pollution. In some cases it will 
mean embracing European standards for 
emissions.

The first proposal will attempt to 
demonstrate the best way to reduce 
greenhouse gas emissions from the nation’s 
existing vehicle fleet. A second paper will 
look to do the same for particulate matter.

The FCAI has welcomed the release of 
discussion papers seeking to improve 
the efficiency of light vehicles and 

vehicle emissions through better fuel 
standards.

FCAI Chief Executive Tony Weber said 
the industry had always firmly supported 
a mandated target for new cars that was 
tailored to the Australian market, taking 
into consideration consumer choice, 
consumer driving conditions, market fuel 

A third discussion paper will try to 
mandate cleaner fuel. This has potential 
implications for refineries regarding the 
cost of upgrading their facilities.

Australia has committed to reducing 
carbon emissions by 26 to 28 per cent by 
2030. The government's plan works on 
the assumption that tougher standards 
will lead to lower emissions, reduced fuel 
bills and better air quality, but the AAA 
warned against what it described as “flawed 
assumptions” in the plan.

“Proponents of stricter regulation say 
higher vehicle and fuel costs passed on to 
motorists will over time be offset by fuel 
savings, but our results undermine such 
assurances,” AAA Chief Michael Bradley 
said.

“Savings accrued only in a laboratory are of 
little use to consumers in the real world.”

The Volkswagen diesel emissions scandal 
is still fresh in the memory, undermining 
confidence in car maker tests. Hence, 
the AAA commissioned Victorian firm 
Abmarc to test 30 vehicles by driving 
in real-world conditions and fitting the 
exhausts to chemical scanners.

The results are based on the first 11 cars 

tested. AAA is not naming the makes 
or models involved, instead using the 
findings to push for tougher, local testing of 
manufacturer claims.

Motorists don't want to pay more

The AAA also commissioned Crosby 
Textor to poll motorists, with some 
interesting results.

Fifty-eight per cent of those surveyed 
said they would not pay any extra for 
vehicles that meet tougher environmental 
standards. Twenty-four per cent said they 
would be willing to pay an additional five 
per cent.

More than half (52 per cent) of respondents 
said they would not pay more for fuel to 
reduce emissions.

and infrastructure.

The CO2 contribution made by Australia’s 
annual sales of new passenger cars, SUVs 
and light commercial vehicles is very 
low (less than one per cent of Australia’s 
total annual greenhouse gas emissions). 
Nonetheless, Mr Weber said, Australia’s 
vehicle industry recognised it had a role 
to play in emissions reductions and was 
committed to developing and delivering 
new technologies to reduce CO2 emissions.

In welcoming the Government’s two new 
Draft Regulation Impact Statements (RIS) 
on improving the efficiency of new light 
vehicles and vehicle emission standards for 
cleaner air, as well as a discussion paper on 
better fuel for cleaner air, Mr Weber said 
the FCAI would continue to work closely 
with the Government on pursuing the best 
outcomes for Australian consumers.

He said he was pleased the Government 
recognised in its discussion papers the 
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interrelationship of fuels, pollutant 
emissions and CO2 emissions.

“It’s noteworthy that these important 
policy-framing Government documents 
have all been released at the same time, 
because all of these elements will be hugely 
influential in the composition of our 
vehicle fleet and the type of cars consumers 
can buy in 10 or 20 years’ time,” Mr Weber 
said.

“Our automotive industry is committed 
to introducing new technology for new 
motor vehicles which achieves continued 
emissions reductions in Australia. The key 
to achieving the best possible outcome is 
an integrated approach, and a key plank of 
this approach is giving consumers genuine, 
hip-pocket incentives to change their car-
buying preferences.”

Mr Weber noted that emerging 

technologies such as automated and 
connected vehicles, including hydrogen 
and electric variants, present another 
opportunity to achieve further emission 
reductions in the longer term.

“To effectively introduce a range of low-
emissions vehicles it is important the 
industry and Government work together 
to provide the appropriate infrastructure. 
In countries such as Japan, government-led 
consumer incentives and infrastructure 
investment played significant roles in the 
uptake of vehicles with these technologies,” 
he said.

“CO2 emissions from light vehicles 
can also be reduced through improved 
driving habits. Public education and 
awareness-raising may provide drivers with 
techniques to reduce fuel consumption and 
CO2 emissions. Such education may also 

improve road safety.”

Mr Weber said all the most informed 
research by global automotive industry 
research experts showed that Australia 
needed its own solution for emissions 
reductions.

“Australia is not the same driving or 
market environment as Europe or the 
United States. We have our own driving 
needs and our particular consumer 
requirements,” he said.

“Australian consumers want choice, and 
they also want access to affordable, low 
emission, new technology vehicles. The 
challenge ahead for government and 
industry is to find a solution that works for 
our specific market.”

TAKATA EXECUTIVES INDICTED
A US grand jury has indicted three 

former Takata executives for 
allegedly defrauding car makers 

by using misleading test reports on the 
company's rupture-prone airbags.

Takata executives Shinichi Tanaka, Hideo 
Nakajima and Tsuneo Chikaraishi face 
criminal charges for conspiracy and 
wire fraud regarding the alleged fraud 
undertaken for more than a decade at the 
Japanese automotive supplier. 

US authorities plan to work with Japanese 
officials to extradite the men to face the 
charges.

Company pleads guilty

The charges came in the wake of Takata 
separately pleading guilty to wire fraud, 
agreeing to pay $US1 billion ($A1.3 billion) 
to resolve the two-year Justice Department 
investigation into the company's handling 
of the malfunctioning airbags, which are 
at risk of rupturing and spraying shrapnel 
through vehicle cabins.

Takata agreed to pay a criminal penalty of 
$US25 million within 30 days, plus $US850 

million to car makers slugged with the cost 
of undertaking the recall.

Airbags recall expands to Tesla, Ferrari 

The auto industry's largest-ever recall just 
got larger, with manufacturers including 
Tesla and Ferrari added to the list of models 
affected by the Takata airbag fiasco.

More than 100 million cars have now been 
affected by the recall, with at least 184 
people in the US alone injured in incidents 
involving the potentially deadly airbags, 
and 11 people killed (16 killed worldwide).

The US Department of Transportation 
has said it will press the car industry to 
accelerate the pace of replacements for 
defective Takata airbag inflators and 
signalled a likely widening of the recall.

The department said the Takata recall 
would eventually include about 42 million 
US vehicles and between 64 million and 69 
million airbag inflators in the US.

The National Highway Traffic Safety 
Administration (NHTSA), which is part of 
the Transportation Department, issued a 

list of all vehicle models from 19 car makers 
involved in the Takata recalls. New to the 
list is the Tesla Motors Model S, with the 
recall affecting certain cars from the 2012 
to 2016 model years.

About 12.5 million of the 46 million 
airbag inflators already recalled have been 
replaced so far.

Australian list reaches two million

Almost two million Australian cars have 
been affected by the recall, with Lexus 
announcing in January that it would recall 
a further 2,166 vehicles. More than half of 
those (1,231) are the IS350 while around a 
quarter (565) are for the IS250 sedan.

That is in addition to the original Lexus IS 
recall, announced mid-2016, which affected 
around 21,750 vehicles.

Lexus joins the other eight manufacturers 
who have issued recall notices in Australia: 
BMW, Ferrari, Honda, Mazda, Mitsubishi, 
Nissan, Subaru and Toyota.  
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VEHICLES AUSTRALIA'S MOST  
VALUABLE IMPORTS
For the second consecutive year, 

vehicles were Australia's most valuable 
imports.

 The Department of Foreign Affairs and 
Trade’s Composition of Trade Australia 
2015-16 revealed that imports of passenger 
motor vehicles were worth $21.5 billion 
over the year, following an increase of 15.1 
per cent in the previous year.

Cars accounted for 7.9 per cent of 
Australia’s merchandise imports for the 
year and showed a five-year increase of 7.4 
per cent.

One other key statistic is that Australian 
passenger motor vehicle exports to New 
Zealand have decreased from 305,277 
vehicles in 2013/14 to 274,775 in 2014/15 
and further slowed down to 235,874 for 
2015/16.

Australia’s top passenger car 
import sources

1. Japan $6.62bn
2. Republic of Korea $2.51bn
3. USA $2.40bn
4. Thailand $2.25bn
5. UK $1.51bn
6. Africa $524,774
7. Spain $339,645
8. Italy $263,455
9. Belgium $161,618
10. India $85,134

Australia’s top 10 merchandise imports 

1. Passenger motor vehicles $21.54bn
2. Refined petroleum $16.21bn
3. Telecom equipment and parts $11.78bn
4. Computers $7.82bn
5. Medicaments (including veterinary) 

$7.71bn 
6. Crude petroleum $7.61bn 
7. Goods vehicles $7.35bn 
8. Gold $6.04bn 
9. Heating and cooling equipment and 

parts $5.08bn 
10. Furniture, mattresses and cushions 

$4.45bn

STINGER TO BE NEW COP CAR?
Kia plans to submit its new Stinger 

sedan for consideration as a possible 
police vehicle.

The Stinger was unveiled at the Detroit 
Auto Show in January, but is not due to 
arrive in Australia until September.

The model Kia hopes various state police 
departments will consider is the 3.3-litre, 
twin-turbo V6 GT, generating 272kw and 
510Nm. It also comes in a 2.0-litre, four-
cylinder model.

The GT version goes from 0-100km/h in 
5.1 seconds, with a top speed of 270km/h. 
It has mechanical limited-slip differential, 
electronically adjustable suspension and an 
eight-speed automatic transmission. 

The police departments of NSW, Victoria 

and Queensland are already considering 
Kia's Sorento SUV, as well as the Ford 
Mustang, BMW 5 Series, Volvo S60 
Polestar and Chrysler 300.

Kia would need to upgrade the brakes and 
cabin of the Stinger GT to match police 
specifications.
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SOLID JANUARY START FOLLOWS 
INDUSTRY’S RECORD YEAR
Motor vehicle sales across Australia 

got off to a solid start in January, 
with the month’s sales nudging 

ahead of the same period last year and a 
rise in activity among private purchasers. 

Total sales for January, including passenger 
cars, SUVs, light and heavy commercial 
vehicles totalled 84,910 for the month, 0.6 
percent up on the same month in 2016. 

Within the segments, light commercials fell 
3.9 per cent, passenger car sales declined 
slightly (down 0.8 per cent), while SUVs 
continued their consistent growth pattern 
with a gain of 3.2 per cent. 

The Chief Executive of the Federal 
Chamber of Automotive Industries, Tony 
Weber, said the steady industry sales result 
was very encouraging for the year ahead. 

“Coming off the back of another record 
sales year, we’re pleased to see a modest 
gain, with private buyers active in the 
market and taking advantage of the offers 
out there from the brands,” Mr Weber said. 

“It’s a very good indicator for the year 
to come. We are confident that given 
unchanged economic conditions, the 
market will remain buoyant.” 

Sales gains were recorded in five of the 
states and territories. The states to record 
falls were Queensland, where sales dipped 
by 8.6 per cent, Western Australia (down 
10.5 per cent) and South Australia (down 
1.4 per cent). In contrast, Victoria had a 
remarkably strong start to the year with 
a 9.4 per cent volume gain over January 
2016, followed by the ACT (+5.0 per 
cent), Northern Territory (+4.2 per cent), 
Tasmania (+3.0 per cent) and New South 
Wales (+2.4 per cent). 

The SUV segment grew again in January 
and accounted for 40.2 per cent of the 
total market, compared with passenger 
cars at 41.1. Within the SUV segment, 
medium-sized models are the most popular 
recording 13,956 sales for the month, a 
gain of 8.6 per cent on January 2016. Sales 
in this medium SUV segment marginally 
exceeded that of all light commercials sold 
nationally (13,942) in January. 

Private purchasers, both in passenger 
cars and SUVs, provided a significant 
proportion of the market activity in 
January. Private sales of SUVs were up by 
7.7 per cent over January last year, while 
private passenger car sales rose 2.1 per cent. 
Business sales in passenger cars fell 9.3 per 

cent, while government sales declined 13.4 
per cent. 

One of the interesting shifts during January 
was within the private SUV segment, in 
which sales of diesels declined 6.9 per cent 
whilst petrol engine models rose 14 per cent 
over January 2016. 

The nation’s top five best-selling vehicles 
in January were the Mazda3 (3,473 sales), 
Toyota Corolla (2,943), Toyota Hilux 
(2,702), Ford Ranger (2,622) and Hyundai 
i30 (2,018). 

Toyota led the market in January with a 
14.8 per cent share, followed by Mazda (11.9 
per cent), Holden (8.5), Hyundai (7.9) and 
Ford (7.0).

Your Proven Vehicle Disposal Partner  
Unlocking Value for over 25 years

• 3000 vehicles sold every month
•  National online marketplace to sell your vehicles
• 24 hours, 7 days a week exposure
• 80% clearance rate
•   National commercial &   

luxury sale calendar
•  200,000+ visitors each month  

to auto sales 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

http://www.graysonline.com
http://www.graysonline.com
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SALES OF GERMAN CARS OVERTAKE 
AUSTRALIAN-MADE
Last year, for the first time ever, 

Australians bought more German 
cars than they did locally-produced 

models.

Figures supplied by the Federal Chamber of 
Automotive Industries (FCAI) show that of 
the 1,178,333 new vehicles sold in Australia 
in 2016, 87,392 were built in Germany while 
87,096 were Australian-made cars. Sales 
of both were down, but the 11 per cent fall 
in locally-made sales was enough to see 
German manufacturers surpass Australian 
makers.

A decade ago, Australian-made cars 
outsold German vehicles by 201,623 to 
32,829 units, and even five years ago they 
were almost double: 141,939 versus 75,901.

Germany is now the fourth-largest source 
of vehicles sold in Australia, behind Japan 
(325,689), Thailand (285,465) and Korea 
(162,642). 

The results indicate that Australians are 
moving away from buying large cars in 
favour of imported luxury models. 

In 2016, Mercedes-Benz, Audi, BMW and 
Porsche all enjoyed record sales years in 
Australia, with growth of between 5.1 per 
cent and 13.3 per cent. It comes off the back 
of a record year for luxury brands in which 
almost all posted growth ahead of the 2.0 
per cent growth experienced by the overall 
market. 

A large factor in the figures is of course 
the demise of the Australian car 
manufacturing industry. Ford closed its 
manufacturing facilities late last year, while 
Toyota and Holden will shut theirs later 
this year. 

While the Holden Commodore and Toyota 
Camry were still in the list of top 10 selling 
vehicles, each saw a drop in sales – as did 
every other every Australian-made car. 

Chief Executive of the FCAI, Tony Weber, 
attributed the result to a number of factors, 
including general economic prosperity and 
a broader range of luxury models on offer. 

“Luxury brands have more affordable 
vehicles in the market than they had in the 
past,” Mr Weber said. 

“It’s also got to do with the wealth of people 
in the nation; we’re now in our 25th year of 
economic growth.” 

Mr Weber also pointed to the 
personalisation available on luxury models, 
which allows people to customise a car to 
their tastes. 

MAZDA RECOGNISES OUTSTANDING 
DEALERS
Mazda Australia has recognised 

15 Mazda Dealers for delivering 
exceptional customer service and 

customer satisfaction.

The Mazda Master Dealer Awards 2016 
rewarded dealerships in the areas of 
business processes, people development, 
sales results, financial management and 
customer satisfaction.

New South Wales and Victoria both had 
five dealerships acknowledged, while three 
Queensland and two South Australian 
dealerships also received the award.

“Receiving Master recognition is 
something that everyone within the Mazda 

network aspires to achieve,” said Mazda 
Australia Director of Sales, Vinesh Bhindi.

“After a very successful year in 2016, it is 
timely to acknowledge the hard work and 
dedication not only to Mazda, but to their 
dealerships and their team.”

The winners are:

• Hornsby Mazda, NSW

• John Newell Mazda, NSW

• Penrith Mazda, NSW

• Sutherland Mazda, NSW

• Nowra Mazda, NSW

• Ballarat Mazda, VIC

• Bendigo Mazda, VIC

• Graeme Powell Mazda, VIC

• Max Kirwan Mazda, VIC

• Ringwood Mazda, VIC

• Key Motors, QLD

• Wippells Autos, QLD

• Mareeba Mazda, QLD

• City Mazda, SA

• Paradise Motors Mazda, SA

AADA congratulates all the winners.
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2016 was another record year for global 
car sales, with growth of 4.8 per cent 
from 2015 results. 

Consumers worldwide bought 88.1 million 
passenger cars and light commercials in 
2016. It was the fastest rate of growth since 
2013, but a Macquarie Bank report predicts 
a slowdown in 2017.

The growth was chiefly due to China, which 
experienced 18 per cent growth, selling 3.2 
million more vehicles than it did in 2015. In 
Asian markets passenger vehicle sales have 
doubled over the past seven years. In China 
vehicle sales have quadrupled in the past 
25 years and the country is now the world's 
producer of automobiles (more than the 
next two – USA and Japan – combined).

Sales in the European Union grew by 1.1 
million, or seven per cent, while growth 
was more modest in the USA, at just 0.4 per 
cent, or 70,000 more cars than the previous 
year.

Elsewhere sales fell, most notably in Brazil 
(down 20 per cent), Russia (11 per cent) and 
Japan (two per cent).

The surge in sales in China was partly 
attributable to a 50 per cent cut in sales 
tax for smaller vehicles. Although this 
tax break was extended a further year the 
discount has been halved, which Macquarie 
says will weaken sales in 2017 predicting 
that 2017 growth will be half that of 2016.

“The main reason for this slowdown is to 
be found in China,” the Macquarie report 
says. 

GLOBAL RECORD FOR SALES IN 2016

“Not only has the tax incentive been 
halved, to 2.5 per cent, but the surge in 
sales seen in the last few months must 
owe something to consumers bringing 
forward purchases in case the incentive was 
scrapped completely.” 

Macquarie expects sales in China to grow 
by 2.8 per cent in 2017, depending on the 
health of the economy. The bank says it is 
“reasonably bullish, at least in the first half 
of the year” about China's prospects.

According to the 2016 global car sales 
statistics the best-selling car for the 
year was Toyota Corolla, with 946,000 
sales. However, as far as the biggest 
auto manufacturers were concerned, 
Volkswagen ranked on the top with at least 
10.1 million units manufactured in 2016. 

UK hits record high

New passenger car registrations in the 

UK reached an annual all-time high 
in 2016, with a total 2.69 million units 
registered, 2.3 per cent more than last year. 
This was achieved “despite an uncertain 
political and economic landscape”, said 
Sue Robinson, Director of the National 
Franchised Dealers Association (NFDA).

New passenger car registrations declined 
1.1 per cent in December, with 178,022 
units. These figures bring the total number 
of units registered in 2016 to 2,692,786, an 
increase of 2.3 per cent on 2015’s record 
result. Alternative fuel vehicles rose by 8.0 
per cent in December, meaning a growth of 
22.2 per cent in 2016.

“This slowdown was expected towards 
the end of the year and we believe the 
segments of the market that saw an 
increase in December and have consistently 
performed well throughout the year, such 
as alternative fuel vehicles, will continue to 
drive the growth in the upcoming months”, 
Ms Robinson said.

“The retail automotive industry has showed 
its resilience in 2016 and proved its key 
role in the UK economy. As economic and 
political changes happen in the near future 
we hope that economic measures will be 
put in place to protect consumer confidence 
and the interests of our industry.

“Although we are aware of the challenges 
ahead, we are looking forward to seeing 
what the new year has in store.”

Worldwide Car Sales by Year – 2013 to 2016
Car sales developed as follows in recent years:

Region 2016 2015 2014 2013
Europe (EU+EFTA) 15,131,700 14,201,900 13,006,500 12,308,200
Russia* 1,425,800 1,601,200 2,491,400 2,777,400
USA* 17,465,000 17,386,300 16,435,300 15,531,600
Japan 4,146,500 4,215,900 4,699,600 4,562,300
Brazil* 1,988,600 2,480,500 3,333,400 3,579,900
India 2,966,600 2,772,700 2,570,500 2,554,000
China 23,693,400 20,047,200 18,368,900 16,303,700

*Light vehicles      Source: VDA
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Next time you look around and 
admire those gleaming new cars 
in your showroom, just remember 

they didn’t appear there by magic. They 
are the result of years of painstaking work 
by dedicated teams of product planners, 
engineers, market researchers, designers 
and, of course, the injection of millions of 
dollars.

So how are these new cars brought into 
reality?

To get a broad appreciation of what goes 
into producing new models, Automotive 
Dealer caught up with one of the doyens of 
automobile design, Brian Rossi, a former 
Chief Designer at Ford Australia and the 
man who also headed up the team that 
designed the 1988 Ford Fiesta for Europe.

We particularly wanted to know about 
badging and how model names are 
translated into nomenclatures.

AD: At what point does the design studio 
become involved in shaping the 
nomenclature?

BR: Generally it is around 12 months 
ahead of Job One. In a big corporate 
design operation like Ford, there is a 
team of graphic designers dedicated 
to and responsible for all visible 
lettering, signs, nomenclatures and 
instrumentation graphics – everything 
that can be seen inside and outside the 
vehicle.

 Once the name has been approved 
the team is chartered with doing the 
best possible job of presenting the 
appropriate character and image 
suitable to the overall product design 
direction.

AD: Who decides on the name?

BR: It’s the result of extensive clinical 
market research, but that’s just the 

beginning. A short-list is presented to 
a combined management and design 
committee for selection. 

 In most cases names are well 
established for a particular product 
line. 

 The role of design for an ‘all new’ 
product opportunity is to be romantic, 
exciting, mysterious, trendy or 
whatever, to get the creative juices 
flowing.

 How the name is interpreted or 
illustrated is a fascinating story.

AD: What’s the next step?

BR: Once the graphics are approved we 
pass these on to the metal fabrication 
shop, who produce mouldings, 
nameplates and badges that can be 
roll-formed, stamped end-pieces or 
badges die cast with enamel inlays. 
Final appearance approval takes 
about 10 to 12 months for whole 
vehicle sets.

 This is probably the most fascinating 
part of the process: seeing what the 
craftsmen in the metal fabrication 
shop do. They hand-make the 
nameplate from solid brass, which is 
then chrome-plated.

 Graphics and lettering can be very 
beautiful, especially when you see it in 
three dimensions curved to the form of 
the sheet metal. To me it is a piece of 
jewel-like sculpture.

AD: What if you don’t like the name? 

Can you influence the outcome?

BR: We can voice an opinion, but the 
research conducted to decide names 
sways the vote so we get on with it.

AD: You said earlier that names of 
vehicles are usually well established. 
We know cars are named after 
manufacturers’ family members and 
landmarks like Edsel and Fairlane, 
but does there have to be a meaning 
behind a name?

BR: Ferrari immediately springs to mind, 
because the old man liked horses, 
which accounts for the dancing horse 
on the Ferrari badge. The Mustang 
was originally related to the US fighter 
plane of WWII. However, because of 
the war connotation, marketing went 
with the wild horse theme and the rest 
is history.

 Established models will have 
changes during their life and as new 
products are released they will have a 
designation like the Jaguar XK 120 or 
XK 150 as a prefix code to identify it 
as a sports car, whereas the XJ Jaguar 
series denoted the larger passenger 
saloon in the Jaguar range.

 Ford Australia used a code system for 
their business plan to denote Falcon 
models such, for example, the EA 
Falcon. The E stood for vehicle size, A 
stood for Australia and 26 denoted the 
position on the five to 10-year business 
plan.

AD: As an observation, it’s sometimes 

DESIGN DOESN’T HAPPEN BY MAGIC
Ray Kennedy
Automotive Industry 
Observer and Advisor 
to the AADA 



BRIAN ROSSI - DESIGNER
Brian Rossi began work with Ford Motor 
Company in the UK. After advancing through 
a number of design positions he was, in 
1966, assigned to Ford of Australia as Design 
Manager to support the development of Ford's 
first Australian design studio. Within a few 
short years this small team had a significant 
impact on bringing FOA products to market 
leadership. 

In 1978 he became actively involved in the 
implementation of Ford design representation 
in the joint venture with Mazda. 

The Australian-based Ford Asia Pacific design 
operation became very much part of Ford 
global design and provided an alternative 
resource to participate in the design of 
products and major programs for Ford of 
Europe and North America. 

In 1983 Brian led the design for the EA26 
program which was highly praised by Ford 
designers around the world and by company 
senior management. 

Due to the success of the EA26, in 1986 Brian 
was assigned to Ford of Europe to form a 
design team as part of a major program to 
create a new key vehicle for the European 
market. 

Two years later Brian was appointed Chief 
Designer of Ford Australia and Ford Asia 
Pacific, having design responsibility for all 
Ford products in the Ford Asia Pacific region, 
including joint venture products with Mazda 
and Nissan. 

In 1990, Brian was made Design Executive 
Ford Motor Company, Corporate Design. 
Ford Corporate Design encompassed design 
activities in North America, Britain, Germany, 
Italy, Australia and Japan. 

Brian is a member of the Australian Council of 
Industrial Design and a Foundation Member 
of the Institution of Design for Australia 
inaugurated in 1989 by the then Prime 
Minister, Bob Hawke. 

Since his retirement he has been involved 
with several design and art-related initiatives, 
taking on a variety of assignments and design 
projects. These include exotic sports cars 
and illustrations of luxury yachts for specific 
clients. One ongoing project is the complete 
redesign of the original Lotus-7, first conceived 
more than 50 years ago.

Other key projects include design proposals for 
leisure craft appropriate to South West Florida 
waterways and for reviving the American icon 
‘Indian’ motorcycle.
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hard to distinguish or identify 
models from one manufacturer 
to another. Are there too many 
lookalike cars on the roads?

BR: There will always be lookalike cars on 
the roads. Auto history of any period 
shows there have been similarities 
across brands produced from similar 
criteria, similar objectives, customer 
requirements, manufacturing and 
technology.

 We all have the same objectives: to 
package similar sized engines and 
power trains into a finished product.

 Fashion and other design influences, 
such as colour, materials and 
everything around us, like 
architecture, influence design. 
Aerodynamics, fuel economy, lighting 
and glass forming have a strong 
influence on the exterior shape and 
technology.

 It means that designers from all 
manufacturers are playing with 
many of the same ingredients and 
specifications. It’s the designer’s job to 
fit a given number of people and their 
luggage into a vehicle.

 This is why similar objectives bring 
about similar outcomes.

 The fact is there are very few 
automobile designers in the world. 

 There is a fair amount of cross-
pollination, for want of a better 
expression, because designers all go to 
the same auto shows and yes, they do 
speak to but do not copy each other. 

 They want to separate their brands 
as much as possible and protect their 
individual identity. That is their job.

AD: What are the biggest challenges that 
face designers?

BR: Every program has its own challenges. 
It begins with establishing the package 
and architecture to optimise the 
vehicle proportions without losing 
sight of the cost and feasibility issues, 
and program timing. Combined, they 
all have an indirect influence on the 
eventual outcome.

 Possibly my own personal biggest 
challenge was in 1985, when I was 
assigned to Ford UK to form a small 

team to develop a proposal for the 
Ford of Europe Fiesta program, which 
became a major global product for 
Ford.

 So all eyes were on us. The timing was 
critical and particularly challenging 
since we had a late start. In addition, 
we had to factor in shipping time 
from the Dunton plant in the UK to 
Cologne in Germany to transport 
our full-size clay model for senior 
management reviews.

 It was hectic to say the least, but 
it worked out well. In the eventual 
market research conducted in 
Düsseldorf, our car scored so well that 
95 per cent of everything we designed 
into it went into production. I am very 
proud of that achievement.

AD: Men will often refer to their car 
as “she’s a beauty” or “I love that 
old girl”, even if they are driving 
a muscle car. Why do they do this 
when cars don’t have feminine 
names?

BR: Men don’t just refer to their cars in the 
feminine sense; they talk the same way 
about their boats. I don’t really know 
why, other than men really ‘ love’ 
their cars as much as they love their 
families.

 I think market research shows that a 
feminine name won’t sell – but don’t 
quote me on that!

 Women love to drive masculine sports 
cars like Porsche, but men don’t 
want to be seen in something that is 
feminine or whimsy.

AD: Putting aside manufacturers or 
inventors like Rolls Royce, Ford, 
Oldsmobile, Ferrari, Buick and 
Holden, what are the standout 
names of cars that come to mind?

BR: Aston Martin, Lagonda, Mistaire, 
Talbot, Zagato and Mangusta.

AD: And the worst?

BR: Murker, given to a Ford of Germany 
product.

AD: So what are the biggest challenges 
facing designers today?

BR: Without question it is how to 
encapsulate all the ingredients and 

requirements into autonomous 
vehicles. It’s such a complex exercise 
and a minefield. While I have time 
on my hands and would enjoy 
doodling concepts in my home studio, 
the thought of a challenge like this 
makes my retirement so much more 
comfortable. That gives me total peace 
of mind.
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NEW YORK COURT FINDS DEALER 
TARGETS UNREASONABLE AND UNFAIR

A recent decision by the New York 
Court of Appeal in relation to 
motor vehicle distributors setting 

sales targets for Dealers under a franchise 
agreement is relevant to Australian Dealers.

The Dealer Act

The Court held that General Motors LLC 
(GM) acted unlawfully by using a sales 
performance target based on statewide 
data and some local variance but which 
failed to account for local brand popularity. 
The failure to account for local brand 
popularity was held to be 'unreasonable and 
unfair' in breach of section 463 of the New 
York Vehicle and Traffic Law (Dealer Act). 
Section 463(2)(gg) provides that:

“[i]t shall be unlawful for any franchisor, 
notwithstanding the terms of any franchise 
contract: … [t]o use an unreasonable, 
arbitrary or unfair sales or other 
performance standard in determining 
a franchised motor vehicle Dealer's 
compliance with a franchise agreement. 
Before applying any sales, service or other 
performance standard to a franchised 
motor vehicle Dealer, a franchisor shall 
communicate the performance standard in 
writing in a clear and concise manner.”

Retail Sales Index

The Dealer appellant was required by GM 
to achieve a Retail Sales Index (RSI) over 
three years from 70 in the first year to 85 in 
the second year and to 100 in the third. 

In the middle of the second year GM 
notified the Dealer that it would extend 
the Dealer Agreement into future years 

By separate letter GM also informed the 
Dealer that it was increasing its Area of 
Responsibility (AOR) by four census tracts 
in a certain county and reducing the AOR 
by seven tracts in another. 

The claim - unreasonable and unfair

The Dealer commenced legal proceedings 
claiming that GM's reliance on the RSI 
was unreasonable and unfair as a matter 
of law because it failed to account for 
local customer preferences and low brand 
popularity for Chevrolet vehicles in New 
York's downstate region.

The decision

The Court held that a performance 
standard that requires 'average' 
performance based on statewide sales 
data in order for a car Dealer to retain 
its dealership is “unreasonable, arbitrary 
or unfair” under the Dealer Act because 
it does not account for local variations 
beyond adjusting for the local popularity of 
general vehicle types. The Court stated:

“Whether a performance standard is 
‘unreasonable, arbitrary or unfair’ depends 
on considerations unique to the franchise 
business, which is driven by sales in a 
competitive market. [*7]A performance 
standard that measures Dealer success 

based on data that fails to accurately 
represent market challenges would appear 
to undermine the franchisor and Dealer's 
common goal of selling and servicing 
vehicles and franchisor products. At a 
minimum, VTL Section 463(2)(gg) forbids 
the use of standards not based in fact 
or responsive to market forces because 
performance benchmarks that reflect a 
market different from the Dealer's sales 
area cannot be reasonable or fair…”

“Thus GM measures a Dealer's sales 
performance by comparison to a 
statewide class of Dealers, but adjusts the 
standard to reflect certain local market 
peculiarities with respect to one metric: 
local consumer purchasing preferences 
for certain vehicle types. Although having 
made the determination to incorporate 
local concerns in its dealer performance 
standard, GM has also specifically 
chosen to exclude from its measure the 
impact of customer brand preference on 
dealership sales. Yet customer purchases 
are influenced not solely by preferences for 
a type of vehicle, for which GM accounts 
through its segmentation formula, but 
also by brand popularity and import 
bias. Moreover, those Dealers, like Beck, 
who service an assigned area in which 
Chevrolet is less popular are disadvantaged 
when measured against Dealers in other 

ROBERT GARDINI
PARTNER 
HWL EBSWORTH

on condition that 
the Dealer met 
its performance 
requirements, 
including achieving 
the 85 RSI by the 
second year's end and 
the 100 RSI in the 
third year. Failure to 
meet the RSI in the 
second year meant 
that “GM shall have 
no obligation to 
extend the Dealer 
Agreement”.
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parts of the state in which the Chevrolet 
brand is stronger and facilitates Dealer 
sales performance. Therefore, once GM 
determined that statewide raw data must 
be adjusted to account for customer 
preference as a measure of Dealer sales 
performance, GM's exclusion of local brand 
popularity or import bias rendered the 
standard unreasonable and unfair because 
these preference factors constitute market 
challenges that impact a Dealer's sales 
performance differently across the state. 
It is unlawful under Section 463(2)(gg) 
to measure a Dealer's sales performance 
by a standard that fails to consider the 
desirability of the Chevrolet brand itself 
as a measure of a Dealer's effort and sales 
ability.”

Inequality of bargaining positions 

While GM claimed that its methodology 
is consistent with industry norms, the 
Court observed that the retail auto 
industry is one where the parties hold 
unequal bargaining positions and industry 
standards may reflect the entrenchment of 
the very inequality and favouritism that the 
Legislature sought to counterbalance with 
the Dealer Act. Accordingly, GM was not 
permitted to rely on an “industry standard” 
to justify its performance standard if the 
standard was unreasonable or unfair in 
breach of the Dealer Act. The Court stated:

• “[t]here is a great disparity in bargaining 
power between the motor vehicle 
manufacturer and the motor vehicle 
Dealer. The franchise agreements which 
have been developed over a long course 
of dealing between the manufacturer 
and the Dealer have reached a point 
where the Dealer has few if any rights 
in comparison to those of the motor 
vehicle manufacturer. This results in an 
undue imbalance in bargaining power 
and the Dealer is in many cases at the 
mercy of the manufacturer. In reality, 
the motor vehicle Dealer who frequently 
has millions of dollars invested in 
dealership real property, equipment 
and goodwill can do nothing to oppose 
the will of the manufacturer without 
jeopardizing this substantial investment. 
This bill seeks to provide certain basic 
protection for the Dealer in areas where 
such protection is deemed necessary. 
If enacted, the protection afforded the 
Dealer through the terms of the bill 
would counterbalance the numerous 
protections afforded the manufacturer 
under the terms of its franchise 

agreement with the Dealer. The result 
would be a healthier marketplace for all 
parties concerned…

Our interpretation of VTL Section 463(2)
(gg) should not be understood as an 
invitation for a court to substitute its 
opinion for a franchisor's determination 
of how best to achieve its bottom line 
business goals. Decisions about how best 
to improve the quality of dealerships and 
increase Dealer sales involve business 
judgments rightly left to franchisors, and 
not the courts. Nevertheless, the legislature, 
by its enactment of the Dealer Act, has 
determined it is in the interest of the state 
to subject a franchisor's performance 
standards to statutory limits in order to 
prevent unfair business practices, and 
has seen fit to place review of franchisor 
standards squarely within the authority of 
the courts."

Relevance to Australian Dealers

This recent New York court decision is 
relevant to Australian Dealers as Dealer 
sales targets or standards based on area of 
responsibility or prime market areas are 
contained in a large number of Australian 
Dealer Agreements. It is often the case that 
a Dealer who fails to meet such sales targets 
would be in breach of a Dealer Agreement 
and subject to performance review and 
possible loss of its dealership and its 
investments.

In 2013 the NSW Government enacted 
Part 6 of the Motor Dealers and Repairers 
Act (MDR Act) to provide statutory 
protection to Dealers against motor vehicle 
distributors which impose unfair contracts 
or engage in unjust conduct in relation to 
franchised Dealers who are in an unequal 
bargaining position.

Part 6 of the MDR Act states that a term of 
a Dealer Agreement is unfair if:

(a) It would cause a significant imbalance 
in the parties' rights and obligations 
arising under the contract; and

(b) It is not reasonably necessary in order 
to protect the legitimate interests of 
the party who would be advantaged by 
the term; and

(c) It would cause detriment (whether 
financial or otherwise) to a party if it 
were to be relied on.

Dealer Agreements containing similar sales 

targets standards which fail to represent 
market place realities or which are set in 
an arbitrary manner may be likely to be 
in breach of Part 6 of the MDR Act and 
therefore void. 

In addition, the November 2016 report by 
the ACCC in relation to the new national 
unfair contract legislation considered 
common terms of concern in a number of 
industries. The ACCC stated in relation 
to franchising (including motor vehicle 
retailing and repair) that “a variety 
of potentially unfair contract terms 
were considered including the right to 
unilaterally vary standards and operations 
manuals”. Unfortunately, most Dealers 
are not covered by the new national unfair 
contract legislation given the low financial 
turnover and employee thresholds. This 
is an area that warrants legislative reform 
so as to give the unfair contract legislation 
wider coverage and, in particular, for 
Dealers. 

Conclusion 

Legislative protections are only intended 
to counterbalance the unequal bargaining 
position between distributors and Dealers 
which include – as the New York decision 
stated – “the numerous protections offered 
to the manufacturer under the terms of its 
franchise agreement with the Dealer. The 
result would be a healthier marketplace 
for all parties concerned”. The court also 
made it clear that decisions on how best 
to improve the quality of dealerships and 
increase Dealer sales involve business 
judgements rightly left to motor vehicle 
distributors, and not the courts. 

The Greater New York Automobile Dealers 
Association, New York State Automobile 
Dealers Association and the Alliance of 
Automobile Manufacturers and others 
appeared in the appeal proceedings as 
interested parties. Section 144 of the MDR 
Act (NSW) provides that a motor industry 
group may apply to the NSW Small 
Business Commission for assistance in 
dealing with a dispute about an unfair term 
of a supply contract or a class of supply 
contracts. AADA is the only registered 
motor industry group under the MDR Act.

This article does not deal with the second 
question determined by the New York 
appeal court relating to GM's unilateral 
change to a Dealer's geographic sales area 
(which the court upheld).
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DEALERSHIP BENCHMARKS ARE  
SET TO CHANGE

If it can be measured, you can bet that it is 
benchmarked in the automotive industry.

Benchmarking is an excellent method of 
monitoring performance and setting goals 
both for the dealership as a whole and for 
the individuals employed. 

The principal reason why benchmarking 
is so effective is that dealerships have 
common revenue streams, similar 
cost structures and require similar 
infrastructure assets. Benchmarking 
your dealership against peers allows 
management to appraise the dealership's 
performance and highlight areas for 
improvement. Often employees’ key 
performance indicators (KPIs) are linked to 
exceeding benchmark results.

For dealerships required to comply with 
the Corporations Act, however, dealership 
benchmarks as we know them may be set 
to change with the introduction of two new 
accounting standards: AASB 15 – ‘Revenue 
from contracts with customers’ and AASB 
16 – ‘Leases’. 

AASB 15

The new standard’s core principle requires 
entities to recognise revenue with the 
transfer of goods or services to customers 
in amounts that reflect the consideration 
(payment) to which the company expects to 
be entitled in exchange for those goods or 
services.

BDO has undertaken an impact review of 
AASB 15 on the automotive retail sector 
and confirms it will change the recognition 
of profit across a number of revenue 

Matthew Cutt
Associate Director, 
Audit BDO Audit (WA) 
Pty Ltd

streams. The main transactions impacted 
will be:

1. vehicle sales with buy-back 
arrangements

2. vehicle sales with extended warranty

3. fleet sales with service and maintenance 
arrangements, and

4. volume rebates resulting from finance 
and insurance commissions.

The new standard is mandatory for 
accounting periods beginning on or after 1 
January 2018.

AASB 16

AASB 16 does away with the distinction 
between operating and finance leases, 
requiring entities to recognise most leases 
on balance sheet.

Under this scenario rent relating to 
property leases, for example, will have 
a different expense profile under the 
new standard, ultimately impacting a 
dealership’s net profit as a percentage of 
sales benchmark. 

AASB 16 is mandatory for accounting 
periods beginning on or after 1 January 
2019.

Other impacts of the new standards:

1. Where individuals' KPIs are linked to 
profit, employee remuneration packages 
might need to be amended to reflect the 
changes to profit recognition as a result 
of the new standard.

2. Perhaps just as important will be the 
impact AASB 16 could have on banking 
covenants. Earnings before Interest, 
Tax, Depreciation and Amortisation 
(EBITDA) will be higher under the 
new standard because a rental expense 
will be replaced by an interest or 

amortisation charge. Where dealerships 
are subject to profit-related banking 
covenants we recommend that the 
impact on the dealership be understood 
and communicated to your financier as 
soon as possible.

3. The tax laws are not being amended 
to reflect these changes to how your 
financial statements will be presented. 
This will lead to a greater divergence 
between tax and accounting profit. 
Deferred tax calculations will 
become more complex and it will be 
increasingly important to ensure your 
tax advisor understands the impact the 
new standard has had on your financial 
statements.

4. If your financial statements are not 
updated to reflect the changes to 
accounting standards, it could become 
significant if you are looking to exit 
your dealership to a larger group that 
does. An exercise would be required 
to normalise profitability, which 
might delay or cause issues during the 
transaction.

For more information in relation to the 
impact of the new accounting standards, 
please contact your local BDO office.
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MORE CARTEL CONDUCT IN THE 
SHIPPING OF VEHICLES

Criminal charges have been laid 
against global shipping giant 
Kawasaki Kisen Kaisha (K-Line) after 

an investigation by the ACCC found the 
Japanese company’s involvement in cartel 
conduct occurring between July 2009 and 
September 2012. K-line is an international 
company specialising the importation of 
trucks, buses and cars. 

Under section 44ZZRG of the Competition 
and Consumer Act 2010 it is a criminal 
offence for businesses to partake in a cartel. 
A cartel occurs when businesses agree 
to cooperate rather than compete with 
one another, ultimately increasing cartel 
members’ own profits under the guise of 
competition necessary to maintain healthy 
economic growth. 

This isn’t the first of charges laid against 
K-line. In 2014, in the US, K-line pleaded 
guilty to cartel conduct such as price fixing, 
customer allocation and tampering bids, 
which resulted in the company being fined 
$91.5 million (AUD). Its executive was also 
sentenced to 18 months imprisonment. 

Vinesh George
Company Secretary 
and Legal Counsel, 
AADA

As outlined by the ACCC, if K-line is 
found guilty, “The maximum fine for each 
criminal cartel offence is $10 million, or 
three times the total benefits that have been 
obtained and reasonably attributable to 
the commission of the offence; or where 
benefits cannot be determined, 10% of the 
corporation’s annual turnover connected 
with Australia.”

The matter is expected to remain 
before court until 7 February next year, 
meanwhile investigations continue to be 
carried out with the company’s remaining 
vessels.

This case follows on from the first 
successful prosecution of Nippon Yusen 
Kabushiki Kaisha (NYK). In July this 
year NYK pleaded guilty to cartel conduct 
occurring between 2009 and 2012. 

Furthermore, global automotive parts 
supplier, Yazaki, and its Australian 
subsidiary, Australian Arrow Pty Ltd 
(AAPL), engaged in cartel offences of 
trading and agreeing on prices as well as 
allocating sections of the market with its 
competitor in the supply of wire harnesses 
to Toyota Motor Corporation (Toyota). 

The cases and investigations reflect ACCC’S 
enforcement priorities and crackdown on 

cartel conduct. It serves as a reminder to all 
in the automotive industry that any cartel 
conduct will incur severe civil and criminal 
liabilities. 

Forms of cartel conduct include:

• restricting the availability of services 
and goods to consumers

• price fixing: rather than competing, 
individuals and businesses agree on a 
set price

• market sharing: when businesses 
cooperate in the division of market to 
avoid competition, and

• rigging bids.

The ACCC often rely on informants of such 
conduct and have established an immunity 
policy for those who come forward first. 

“Would definitely recommend  

working with Laurie... He dealt 

with care, pride, integrity 

and kindness!”

Contact: Vanessa David 
0411 671 477 
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SMALL BUSINESS CYBER SECURITY IN 
SIGHT ON SAFER INTERNET DAY
The Federal Government has urged 

the millions of Australian small 
businesses to be proactive about their 

cyber security and to take advantage of the 
free resources available.

To coincide with Safer Internet Day, 
Minister Assisting the Prime Minister for 
Cyber Security Dan Tehan and Minister 
for Small Business Michael McCormack 
have written to Australian business 
leaders, including Australian Chamber 
of Commerce and Industry CEO James 
Pearson and Small Business and Family 
Enterprise Ombudsman Kate Carnell, to 
reiterate the importance of online security.

“Around 84 per cent of Australian 
businesses are online and increasingly, 
millions of small businesses are looking 
to online platforms to increase their 
customer base and appeal to the modern 

requirements of Australian consumers,” Mr 
McCormack said.

“Whilst there are great advantages to 
online platforms – including websites, 
social media and EFTPOS facilities – 
statistics indicate cybercrime can cost 
Australians more than $1 billion a year, 
which is why we are heeding caution.”

The Turnbull-Joyce Government has 
released a series of business-specific 
resources to arm small businesses with 
information about cyber security, including 
alert services, tips for protecting businesses 
in less than five minutes and an easy-to-
follow eight step guide for individuals.

Minister Assisting the Prime Minister 
for Cyber Security Dan Tehan said cyber 
security was important for businesses of all 
sizes.

“If your business uses the internet then you 
need to make cyber security a priority,” Mr 
Tehan said.

“Businesses can be the targets of 
ransomware, malicious insiders, business 
email compromise, threats to industrial 
control systems, and adversaries with 
destructive intent.

“Being proactive about your cyber security 
can protect your businesses intellectual 
property and reputation, save money and 
lead to new opportunities.”

Business owners can go to https://www.
staysmartonline.gov.au/ for information 
about cyber threats and how to improve 
cyber security.

SUBARU NOW OFFERING TEST DRIVES AT 
SHOPPING CENTRES
Having followed the likes of Tesla into 

establishing a presence in shopping 
centres, Subaru is now offering test 

drives at three such locations.

The new Impreza is available for test drive 
at Subaru pop-up stores at Highpoint 
in Victoria, Castle Towers in NSW and 
Galleria in Western Australia.

Subaru Australia introduced the unique 
pop-up stores in shopping centres at the 
end of 2015 as part of its new Subaru ‘do’ 
program to increase access to Subaru and 
enrich customers’ experience.

Subaru Australia’s Managing Director, 
Colin Christie, said the company was 
encouraged by the success of the pop-up 
stores. 

“Driven by the positive customer response 
and number of sales – more than 500 
vehicles sold since its introduction – we 
are committed to offering this new kind 
of Subaru buying experience in other 
markets,” he said.

Mr Christie said the aim is to have 

the general public test drive the car 
immediately after seeing the mini-
dealerships in shopping centres. Customers 
can book a test drive instantly and buy 
onsite if they like what they see. 

"These pop-up stores will drive a new 
audience into our showrooms," he said. 

"The stores demonstrate an excellent 
opportunity to put Impreza in the heart of 
where customers spend their time." 

The strategy is designed to eliminate 
the intimidation factor associated with 
dealership showrooms, and with projected 
monthly floor traffic of over 3.6 million at 
large shopping centres, it's something we 
can expect to see more of. 
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John Crennan
Motorsport Contributor

The phenomenally successful Clipsal 
opening race event in Adelaide will 
kick off with lots of changes for teams 

and drivers, but is there enough coming 
from the V8 Series organisers?

The 3-5 March Adelaide excitement will 
again see 26 cars hit the track, with a high 
proportion sporting all new war paint and 
naming rights sponsors.

Let's summarise what’s new in 2017 for all 
of the stakeholders.

In TEAM land those who have announced 
new naming rights include Shell VPower 
Racing Team, Red Bull Holden Racing 
Team, Mobil 1 HSV Racing, Tekno 
Woodstock Racing and Harvey Norman 
Nissan. It is fair to predict, come Adelaide, 
there will be at least another four new 
naming rights sponsors rolled out.

It is interesting to note the renewed interest 
in the Series from the major fuels and 
lubricant companies. Both Shell and Mobil 
will join Caltex this year with naming 
rights, and it appears Castrol will also be 
majoring on the Rick Kelly Nissan entry.

Then in DRIVER land we will see massive 
change. Those who are on the move to new 
Teams are Scott McLaughlin to DJR Team 
Penske, Garth Tander to GRM, Nick Percat 
and Tim Blanchard to BJR, Scott Pye to 
WR, Jason Bright to PRA, Dale Wood to 
Erebus, and one further change still to be 
announced at the LDR team.

There will be two new full season drivers 

PLENTY OF CHANGES FOR THE  
2017 V8 RACING SEASON  
BUT ARE THEY WHAT THE SPORT NEEDS?

on the grid this year, with Swiss import, 
Simona De Silvestro, in a Nissan Altima, 
and Alex Rullo who, at 16 years old, will be 
the youngest ever in main game V8s.

So V8 fans will have to adjust their 'racing 
dashboards' to embrace a 33% change in 
Team names and a 40% rejig of drivers and 
teams.

This is far from ideal, as stability and 
consistency is the cornerstone of growth 
and loyalty in sport. If the Harvard 
Business School were to conduct a study 
on the impact on the V8 fan base of this 
40% jumble-up of the stars, their teams 
and brands, I sense the findings would 
highlight more harm than help to the 
sport. If the AFL or NRL were to see a 40% 
realignment of their athletes and Teams, 
there would be a fan revolt. It’s a shame our 
organisers can't exercise more control over 
the franchised Teams in this crucial driver 
area of our sport.

At V8 ORGANISATION level there are 
basically only two changes one could 

consider strategic and aimed at building 
the sport. The new construction tyre, which 
offers a greater surface area but basically 
the same compounds, where new names 
will be introduced. The Hard tyre will be 
the old Soft tyre and the new Soft tyre will 
now be a new Super soft tyre. Hopefully 
these changes will create a greater chance of 
unpredictability with the results as drivers 
adjust. Secondly, a new event in Newcastle 
as the year end grand final is a huge bonus 
for the sport, replacing Homebush which, 
weirdly, did not generate the patronage and 
passion from the fan base that this new 
regional road race event certainly will in 
late November. V8 Supercars considered 
their big news for the year at the Adelaide 
pre-season launch was announcing Delta 
Goodrem as Supercars 2017 Ambassador. 
What a yawn, and pure marketing spin, as 
the Goodrem brand has no relevance to the 
V8 audience and it’s doubtful it can drive 
any incremental dollar for new fans of the 
series.

Where is the Board and Management’s 

L-R: Alex Premat, Scott McLaughlin, Tony D'Alberto and Fabian Coulthard.                                Credit: Vue Images
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head at when the opportunity seems to 
have again been missed, at our lesser light 
race events to introduce more colour, 
entertainment and variety with our sports 
version of the 'Big Bash'? Surely they can 
see it’s a no-brainer to take the lead from 
other elite sports where short, sharp, 
creative race variants repackaged and 
reformatted to reignite fan-based interests?

Our guest tipsters have a crack at selecting 
their top 10 at championship end 

This time last year I advanced the notion 
that our sport should embrace a tipping 
competition similar to such programs in 
football and other sports. Increase the 
passion factor and each game/event adds 
another layer of fan interest. A fan tipping 
competition is an easy free kick for the 
Series organisers and hopefully they will 
soon lift their marketing game and crack 
on with some refreshing new marketing 
initiatives like this.

The intriguing 2017 battle of the 
Holden heavyweights - Triple Eight vs 
Walkinshaw Racing

From the moment Holden sacked 
Walkinshaw Racing as official factory team 
mid-2016 (to take effect from start-up of 
2017) the fireworks between these two 
proud Teams were inevitable. The match-
up of these two teams this year is 'gold' for 
anyone in Motorsport media who has any 
grunt.

For many reasons there is no love lost 
between the Owners and Management 
of the old HRT and the new HRT. This 
changeover was always going to trigger 
a huge battle to try and win the hearts 
and minds of the three generations of the 
heartland of Holden Motorsport fans.

Holden and the new Red Bull HRT want to 
win over the old HRT fans to their corner, 
while the newly named Mobil 1 HSV 
Racing squad were never going to concede 
an inch with the huge following the old 
HRT garnered during the halcyon success 
days in the 90s and early 2000s. This great 
battle will be fought at three levels:

a) Their respective launch and season 
build-up of new marketing and 
branding platforms for 2017 

b) the sponsorships and budgets needed to 
win, and most important of all,

Mark Fogarty Paul Gover Carrington Ashton John Crennan
1 Whincup Whincup Whincup Whincup
2 Van Gisbergen Van Gisbergen Van Gisbergen McLaughlin
3 Mostert McLaughlin Winterbottom Lowndes
4 McLaughlin Mostert Lowndes Van Gisbergen
5 Lowndes Tander Mostert Winterbottom
6 Winterbottom Winterbottom McLaughlin R Kelly
7 Davison Lowndes Davison Tander
8 R Kelly Percat Courtney Coulthard
9 Tander Courtney Coulthard Mostert

10 Courtney Coulthard Tander Pye

c) who has the final say of on the race 
track.

Both Teams have launched their new logos 
and broader marketing campaigns, and 
without any doubt when assessing a) above, 
the old HRT in Melbourne have played 
the new HRT in Brisbane on a break with 
a TKO win in the 2nd Round. The Mobil 
1 HSV racing campaign has been brilliant 
despite an overload of the big egos in that 
team. 

In terms of b) on Racing Budgets, to 
get the very best of everything the new 
HRT appears to have delivered a first 
round knockout blow, with sponsors and 
business partners sell-out, taking up every 
conceivable location on the team’s assets 
register.  

This, together with the Holden money, 
means the RBHRT financial war chest is 
formidable. 

Finally, turning to c) on track performance. 

Much has been written on Clayton’s 
unacceptable race results over an extended 
period. It’s hard to see how the Triple Eight 
juggernaut will be halted by the Clayton 
group this year. We have not seen or heard 
anything of significance structurally in 
team personnel change, etc that would 
suggest any major Clayton turnaround 
is set for 2017, plus they moved their best 
driver on!! My assessment of this two-team 
battle in 2017 is best summarised by an 
Albert Einstein theory: 

"More the knowledge lesser the ego; lesser 
the knowledge more the ego."

45 years of working closely with Dealers 
teaches you to back the operator who does 
not overpromise and self-promote.

The ‘under promise and over deliver’ 
hallmark of the Roland Dane/Jamie 
Whincup/Triple Eight success era is 
deserving of great recognition and is a fine 
example for our sport.

Fairfax's Motor Sport media personality, 
Mark Fogarty, News Limited Automotive 
journalist Paul Gover, Wildcard Tipster, 
Carrington Ashton, and impartial V8 
fan and also the writer, have had a go at 

providing their thoughts on the Top 10.

All were asked to submit their tips on how 
the championship ladder would look at year 
end, 1st to 10th. 

Our guest tipsters top 10 for 2017
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SALES MANAGERS, DO THIS ONE THING 
AND YOU CAN GUARANTEE MASSIVE 
SALES FOR YOUR TEAM

Dave Benson  
CEO/Sales Expert, 
Train Retail Sell 
System            

As a sales manager, your job is always 
full on. Being pulled this way and 
that, advertising, reports, managing 

stock, meeting customers, hiring new staff 
members, etc.

When I was managing car dealerships a 
few years ago, I remember going home 
some days wondering what on earth I 
actually accomplished. I was busy, but was 
I productive?

There are so many things you can do and 
have to do as a sales manager, but what 
if you could only do ONE THING today, 
what would you choose? 

From my 15 + years in sales, there is 
only ONE THING that matters as a sales 
manager: ROLE PLAY.

Role playing is the most important thing 
you can do with your team every day to 
ensure they are ready for every situation.

Selling is all about the words we use and 
the way we use those words. Therefore if 
we aren’t practicing the RIGHT words, the 
chances are the WRONG words are being 
used by your sales team every day – and 
you don’t even know about it.

The reality is, these WRONG word tracks, 
phrases and questions are costing you sales 
every week.

So why don’t we role play?

There are two problems with role playing.

Firstly, most sales people hate role playing 

playing is something that only trainees 
should do, as they don’t need it anymore.

The second problem is that most managers 
don’t know how to effectively run a role 
playing training session that is fun, non-
humiliating and useful to their team. Many 
managers honestly don’t know the right 
word tracks themselves – and it’s hard to 
teach what you don’t know.

So what are the areas you should role play 
with your team?

You need to role play your entire sales 
process as well as follow up scripts and 
prospecting templates.

The biggest areas however are to focus on 
the following:

• The questions you ask the customer.

• Using emotional connection in your 
presentation.

• Asking for the sale.

• Overcoming objections.

• How often should I be role playing?

I’m a firm believer that you should only 
practice on the days you want to win. In 
other words, you need to be role playing 
with your team every single sales day!

It doesn’t need to take long, but it must 
sharpen each member of your team for the 
day ahead. Additionally, like learning a new 
language, if you don’t repeat the right word 
tracks continually at least 30 times, you 
won’t remember them when you’re in your 
next presentation.

If you have team members who are 
underperforming, if you’re struggling to 
get to target each month, the key ingredient 
you must integrate into your sales team this 
year is ROLE PLAY!

The reality is no-one is a born sales person! 
Rather, selling is learnt phrases, questions, 
techniques and listening skills that can be 
taught and then role played to be perfected 
to get better results.

To help you start your journey to role 
playing with your team I want to give you 
something. It’s a FREE 30-day Role Playing 
Planner that will give you ideas of what to 
role play each day to keep it fresh, engaging 
and effective.

Additionally, contact me today about how 
I can come to your business and set up a 
personalised role playing plan that includes 
the right word tracks and techniques.

Download your free planner by visiting 
davebenson247.com

Great selling!

because they don’t 
want to look silly 
in front of their 
peers or boss. Most 
sales people aren’t 
used to it either, as 
it’s not something 
they have to do that 
often. Additionally, 
experienced sales 
people think role 
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NEW RIVAL EMERGES FOR TESLA

TESLA GIGAFACTORY HITS MILESTONE

Meet the Fisker EMotion electric car, 
slated for release next year. It is 
projected to be cheaper than Tesla's 

affordable Model 3 and the Chevrolet Bolt, 
with greater range than Tesla's flagship 
Model S.

According to Fisker Inc, the EMotion will 
have an all-electric range of 644km and 
a top speed of 259km/h. That is a range 
137km greater than the Model S.

With a body made of carbon fibre and 

Tesla has reached a major milestone 
in its bid to diversify from car maker 
to sustainable energy company as 

well, beginning to mass-produce lithium-
ion battery cells at its $5 billion factory in 
Nevada.

The 2170 cell, designed and produced in 
association with Panasonic, will power 
Tesla's Powerwall 2 and Powerpack – 
batteries for homes to store solar power. 

In the year's second quarter the 'gigafactory' 
will begin producing battery cells for Tesla's 
Model 3 sedan, which is slated to go into 
production mid-year. It will also produce 
the electric motors and gear boxes for the 
Model 3.

aluminium, the EMotion 
will be powered by graphene-
based hybrid supercapacitor 
technology. 

Fisker says the vehicle will 
have fully autonomous driving 
features, with an interior 
emphasising passenger comfort 
and user interface. All seats 
will have access to screens and 
infotainment features. 

Tesla confirmed previously that it was 
installing drive production lines at the 
Gigafactory, supposedly only for building 
battery packs, but had advertised for staff for 
the Nevada plant.

Tesla expects the factory to reduce the per-
kilowatt-hour cost of its lithium-ion battery 
packs by more than 30 per cent by the end of 
2017, the first year of volume production.

That price reduction will allow Tesla to make 
a massmarket electric car 50 per cent cheaper 
than its luxury Model S. It plans to price the 
Model 3 at US$35,000 (AU$46,000).

Tesla claims that by 2018 the factory will 

produce 35 gigawatt-hours a year of 
lithium-ion battery cells, almost as much 
as the rest of the world’s battery production 
combined. 

After announcing the Model 3 last year, 
Tesla received 276,000 pre-orders. Model 3 
production is also currently ongoing in the 
company’s Fremont, California, factory. 

The Model 3 is expected to have Tesla’s 
solar roof technology, which will be made 
possible by sister company SolarCity. Tesla 
has also recently rolled out an updated 
version of its Autopilot technology to 
enable autonomous driving.

ELECTRIC CAR NAMED NORTH AMERICAN 
CAR OF THE YEAR

For the first time ever, a fully-electric 
car has been named North American 
Car of the Year.

The Chevrolet Bolt beat the Volvo S90 and 
Genesis G90, adding the award to other 
honours including the Motor Trend Car of 
the Year, Green Car Journal Green Car of 
the Year and a place in the Car & Driver 10 
Best.

Judges cited the Bolt's 200-plus mile (320-
plus kilometre) range and affordability as 
key factors in their decision.

The Chrysler Pacifica won the Utility 
Vehicle of the Year award, beating the 
Jaguar F-Pace and the Mazda CX-9.
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ALPHABET AUTONOMOUS CAR WELL 
AHEAD IN TESTING
New data on tests of self-driving car 

technology in California suggest that 
Alphabet Inc. remains ahead of its 

rivals in the race to bring to the roads fully 
autonomous vehicles.

Waymo, the Alphabet unit that began as 
Google’s self-driving car project eight years 
ago, logged 635,868 miles (1,023,330km) 
on California roads between 1 December 
2015 and 30 November 2016, according to 
its annual report to the state Department of 
Motor Vehicles, which oversees self-driving 
test vehicles.

The number of times the Waymo system 
deactivated – because the technology 
failed or a human operator took control of 
a vehicle because of concerns – fell to 0.2 
times per 1,000 miles (1,600km) travelled 
from 0.8 times a year earlier. That was far 
better than any of the other 10 companies 
that filed reports with the state.

California requires annual reports on 
autonomous cars issued permits to test on 
public roads. These reports only cover tests 
on its roads, but the information from the 
US’ most populous state is still a highly-
relevant and telling insight into the current 
state of play.

Cruise Automation, the San Francisco 
start-up acquired by General Motors 
(GM) last year, logged the second highest 
number of testing miles in California. GM 
bought the outfit in a bid to accelerate its 
autonomous-vehicle development. Cruise 
had 25 vehicles, mostly Chevrolet Bolt 
electric cars, which covered about 10,000 
miles (16,000km) on California roadways 
in the period.

Nissan Motor Co. increased the number of 
miles it covered to 4,100 (6,600km) from 
about 1,400 (2,250km) during the same 
period a year earlier.

Cruise had a disengagement rate of 18.51 
per 1,000 miles (1,600km) last year, while 
Nissan’s was 6.83.

Dave Sullivan, an analyst for automotive 
consultancy firm AutoPacific, told the 
Wall Street Journal that the overall low 
number of miles tested and the rate of 
disengagements underscored how much 
work was still ahead for fully automated 
driving to become widespread. 

“The technology is still not anywhere close 
to where it’s ready for prime time yet,” he 
said.

Tesla Inc logged 550 miles (880km) of 
public testing of its fully-autonomous 
cars on California roads last year. That 
testing began in October, the month that 
Chief Executive, Elon Musk, promised 
to demonstrate, by the end of 2017, a 
fully-autonomous car that could travel 
from Los Angeles to New York. Its 

“Auto manufacturers like Daimler are 
crucial to our strategy because Uber has 
no experience making cars – and, in 
fact, making cars is really hard,” Travis 
Kalanick, Uber’s Chief Executive, said in a 
statement. 

“We can combine Uber’s global ride-
sharing network with the world-class 
vehicles of companies like Daimler, so that 
Uber riders can have a great experience 
getting around their cities.” 

The relationship will not be exclusive, with 
Daimler free to make autonomous cars for 
Uber's competitors and Uber able to 'open-
source' autonomous vehicles from any 
other manufacturer. Nonetheless the two 
companies expect Daimler’s self-driving 
vehicles to be operating on Uber’s network 
“in the coming years”.

“Daimler aims to be a leader in 
autonomous driving,” Dieter Zetsche, 
Daimler’s Chairman, said in a statement. 
“Together with Uber, we seek to combine 
our strengths.” 

Uber has previously worked with Volvo 
to produce the XC90m a self-driving SUV 
currently undergoing testing near Uber's 
autonomous research facility in Pittsburgh.

It has also modified Ford Fusion vehicles, 
fitting them with cameras and sensors to 
provide self-driving capabilities.

Uber's main competitor, Lyft, has likewise 
partnered with General Motors to produce 
autonomous vehicles, while Google has 
matched with Fiat Chrysler to seek the 
same goal. 

SELF-DRIVING UBERS A STEP CLOSER

Uber, partnering with German auto 
maker Daimler, has moved a step 
closer to its goal of having a self-

driving fleet.

Daimler will build autonomous vehicles 
in-house, without help from Uber, however 
the cars will be built specifically for use on 
the ride-hailing company's network.
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vehicles in California had a total of 182 
disengagements in October and November. 
Tesla told regulators in its report that it’s 
conducting testing in simulations, labs, test 
tracks and in other parts of the world.

Volkswagen AG, which had been one of the 
leaders in testing in 2015, didn’t conduct 
any public tests in California last year, and 

Daimler AG’s Mercedes-Benz decreased the 
number of miles it drove to 673 (1,083km) 
from 1,739 (2,799km) during the same 
period a year earlier.

Uber Technologies Inc baulked last year 
at applying for a testing permit for its 
autonomous car program in a battle that 
pitted it against state regulators, raising 

questions about whether the company 
wanted to avoid disclosing information 
about its efforts. Uber said it objected 
because it didn’t think its technology fell 
under the state regulation requiring a 
permit. It eventually pulled out of the state, 
relocating cars to Arizona. 

NEW RECORD YEAR FOR SALES
For the third time in the past four 

years, in 2016 Australians bought 
a record number of new cars, with 

sales of passenger cars, SUVs and light 
commercials for the year reaching almost 
1.2 million.

The total of 1,178,133 was a two per cent 
increase on the previous record, set in 2015. 
It was the seventh consecutive year of sales 
exceeding one million.

For the first time ever a light commercial 
vehicle, the Toyota Hilux, was the nation's 
best-selling vehicle. 

FCAI Chief Executive Tony Weber said 
the success of the Hilux and the continued 
growth of SUV sales over the past decade 
highlighted a remarkable change in the 
traditional composition of the Australian 
vehicle market.

“It is an intriguing and exciting time for 
industry watchers, as there’s little doubt we 
are observing a significant and dynamic 
transition in consumer preference,” Mr 
Weber said. 

“While buyer demand for traditional 

passenger cars remains healthy, it’s clear 
consumers are gradually transitioning 
into other segments. The growth, as was 
witnessed in 2016 and appears certain 
to continue in 2017, is in SUVs and light 
commercial vehicles, particularly dual cab 
utilities.

“New models with significant performance 
and comfort attributes, combined with the 
existing vehicle mix, continued to make 
Australia one of the most competitive new 
car markets in the world.”

Mr Weber said SUV sales in particular 
continued to grow in 2016, with that vehicle 
type now accounting for 37.4 per cent of the 
market, up from 35.4 per cent in 2015.

Light commercial vehicles held 18.5 per 
cent of the market in 2016, up from 17.2 per 
cent in 2015.

Among the states and territories, those 
that experienced sales growth during 2016 
compared with 2015 were New South Wales 
(+4.4%), Victoria (+3.4%), South Australia 
(+3.9%), ACT (+4.3%), Northern Territory 
(+2%) and Tasmania (+0.3%). The two states 

to decline were Western Australia (-5.6%) 
and Queensland (-1.1%).

Business sales increased by 13 per cent 
compared with 2015, and rental sales rose 6 
per cent. Private sales declined 5.8 per cent 
and Government purchases by 1.4 per cent.

For calendar year 2016, Toyota led the 
market with 17.8 per cent, followed by 
Mazda with 10 per cent, Hyundai (8.6 per 
cent), Holden (8 per cent) and Ford (6.9).

Australia’s top-selling vehicle for 2016 was 
the Toyota Hilux with 42,104 sales. This 
was followed by the Toyota Corolla with 
40,330 sales, the Hyundai i30 (37,772), Ford 
Ranger (36,934) and Mazda3 (36,107).

The December 2016 market saw Toyota 
remain the top-selling brand with 20.2 per 
cent. Mazda was in second place with 9.9 
per cent, Holden (7.8 per cent), Hyundai 
(7.1 per cent) and Mitsubishi (6.8 per cent).

Australia’s best-selling vehicle in December 
was the Toyota Camry with 4,850 sales. 
It was followed by the Toyota Hilux with 
4,086, the Ford Ranger (3,367), Mazda3 
(3,141) and the Toyota Corolla (2,927).

LIGHT COMMERCIAL SALES UP IN UK TOO
As with the Australian market, the UK 

experienced growth in sales of light 
commercial vehicles in 2016, setting 

a new record for sales in the segment.

The new mark of 375,687 sales was a one 
per cent increase on the previous year's 
record. Ford dominated the segment, 
selling 115,554 light commercials or 30.76 

per cent of the market.

Volkswagen and Vauxhall followed with 
over 40,000 units registered and a market 
share of over 11 per cent each. 

Sue Robinson, Director of the National 
Franchised Dealers Association (NFDA) 
which represents franchised car and 
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PUBLIC HOLIDAYS
Paul Murray  
Industrial Relations 
Officer

With a slew of public holidays just 
over the horizon, employers 
should be mindful of the 

requirements of the modern awards and the 
Fair Work Act. 

All employees who would normally work 
on a given day, are paid when a public 
holiday falls on that day. Part timers, 
for example, won’t be paid if the public 
holiday is a day they wouldn’t normally 
work. Casuals who aren’t rostered to work 
a public holiday aren’t paid for that day. 
Casuals who are rostered to work receive 
a loading of 175% instead of the usual 
25%.  Permanent employees are paid at 

double time and a half if they work a public 
holiday and a minimum of four hours must 
be paid.

Rather than pay loadings though, if your 
employees agree, either individually or by 
a majority, you can decide on a substitute 
day instead of that public holiday. This 
arrangement can be useful if for example 
your business is located where a local 
holiday, such as a show holiday, is on a 
different day from the local holiday where 
most of your employees live. 

Recent legislative changes coming into 
effect this year mean that Easter Sunday 
will now be a public holiday. That means 
the whole long weekend from Good Friday 
(14th April) through to Easter Monday 
(17th April) will be composed of public 
holidays. 

Although the Government is currently 
considering changes to the laws, which could 
include simplifying provisions for trading 
hours across the State, rules for who can and 
cannot trade on given public holidays are 
still quite complex. You should be familiar 
with the restrictions on when you can and 
cannot trade. As always, if you have any 
further questions, call or email your local 
MTA. 

ELECTRIC AND HYBRID SALES COLLAPSE
Sales of electric and hybrid cars in 

Australia took a tumble in 2016, 
with sales of electric vehicles falling 

a whopping 69 per cent from the previous 
year.

Hybrid vehicle sales also fell, down four per 
cent on 2015 figures.

VFACTS statistics show that Australians 
bought 220 electric vehicles in 2015, but 
just 65 last year. Hybrid sales were down 
from 2,697 to 2,588. 

Lack of private buyers was the cause of the 
fall, especially in the electric SUV segment 
which saw a 92 per cent decline in sales 
from 2015, down from 92 to seven. Electric 
passenger car private sales fell 30 per cent, 

from 145 to 101. Private hybrid SUV sales 
were down 21 per cent, from 1,152 to 840.

Non-private sales picked up some of 
the slack, with sales of hybrid SUVs and 
passenger cars both increasing from 2015 
to 2016. Non-private hybrid SUV sales were 
up 25 per cent, from 914 to 1,148, while 
non-private hybrid passenger car sales rose 
nine per cent, from 7,375 to 8,049.

However, non-private sales of electric SUVs 
plummeted 93 per cent, from 661 in 2015 to 
just 42 in 2016.

The dramatic fall in sales can be attributed 
to the low cost of oil and the relatively high 
price of electric and hybrid vehicles. It 
has reached the point that Australia's first 

electric car, the Mitsubishi i-MiEV, is no 
longer in showrooms and the Nissan Leaf 
can only be bought via special order.

Hybrid vehicles are faring better than 
electric, in part because of their suitability 
for taxi fleets.

Meanwhile, diesel-powered vehicles 
experienced an 8.6 per cent rise in sales, 
with more than 363,000 purchased in 
Australia in 2016.

Petrol is still king, however, with over 
768,000 sales of petrol-powered vehicles 
last year.

commercial vehicle retailers across the 
UK, said large vans between 2.5-3.5 
tonnes, primarily acquired by businesses 
and corporate fleets, drove the market, 
accounting for 62 per cent of all LCV 
registrations.

“Sales of ‘pickups’ have increased 
significantly (+17.6%) in 2016 and 
December’s figures confirmed this positive 
trend (+52%),” she said.

“These vehicles are often used in the 
building trade by both fleets and self-

employed builders, and these strong figures 
may reflect the growing confidence in the 
UK construction industry.”

The NFDA is hoping for a stable market in 
2017.



ERIC IS A DIFFERENT KIND OF 
INSURANCE COMPANY.

LEARN MORE AT ERICINSURANCE.COM.AU

Making things better.
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.

Proud Principal Sponsor of the AADA Convention 2017. 
Eric Insurance Limited ABN 18 009 129 793 (AFSL 238279)

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

http://www.ericinsurance.com.au
http://www.ericinsurance.com.au
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P E R M A N E N T   |   P E R F O R M A N C E   |   P R O T E C T I O N

In less than 6 minutes the Permagard Antimicrobial Shield can not only sanitise the whole interior of 
any vehicle, but offer up to 12 months protection against pathogens such as bacteria, viruses, fungus 
and parasites. And with our ‘click and close’ application system there is virtually no labour cost at all.

The average car has over 800 types 
of bacteria living inside, 10 times 
more than the average toilet seat.

No Expensive Machines 
Permagard Antimicrobial Shield comes in its 
own easy use dispensary unit

Complete Sanitisation 
Sanitises and protects air conditioning 
system as well as all surfaces

No Man Hours  
With our ‘click and close’ application system 
just click a button and close the door

Multitask  
With no labour required multiple vehicles can 
be treated simultaneously

No More Pathogens  
The Permagard Antimicrobial shield is 
clinically proven to work

Profit  
Increase your income without increasing 
your workload

http://www.permagard.com.au
http://www.permagard.com.au
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