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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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WELCOME       Australian Automotive Dealer Association

At this year’s Convention we mark five 
years since the AADA was formed as a 
separate body to represent franchised 

new car Dealers on matters of policy and 
regulation.

May I recognise those Dealers who have 
served on our Board or on special committees. 
They give of their time and skill on a voluntary 
basis that we may all have some control over 
our futures.

In 2013 we had little appreciation of the 
dimension and frequency of change or 
threatened change that Dealers would face in 
that timeframe.  

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

Five years ago the thought that local 
manufacturing would cease would have been 
fanciful. And yet the last three local assemblers 
are gone and the Australian motoring industry 
today is, in fact, us – the Dealers.

Our investment, culture and commitment to 
the future puts us at the forefront of today’s 
industry. And the lawmakers and regulators 
now know in spades how many people we 
employ, how much we invest and that we pay 
tax in this country on our real profit because 
we are locally domiciled.

Again, five years ago those legislators and 
regulators had less idea of who and what we 
were. The reason they now know is because we 
have made it our business to represent every 
new car Dealer’s interests, in a professional 
manner, to each of them.

There is a saying that if you are not at the table 
you are probably on the menu. We have been 
at the table.

After five years what does the AADA report 
card say?

Have we been successful? Very much so. 
Particularly compared with some of the 
potential outcomes.

Could we have done better? When you 
consider the resources we have had, I would 
claim we – and especially our secretariat – 
deserve a 9+ out of 10.

Finally, what do I think will be our role 
into the future? That’s not easy to define in 
specifics, but in a world of ever-increasing 
disruption I have no doubt our work is far 
from done.

For those members attending our 2018 AADA 
Convention, there is a program I trust will 
assist you and your business to be well versed 
to handle your future with confidence. Enjoy 
it.

FROM THE AADA CEO

David Blackhall
AADA CEO

The AADA Convention has arrived 
– and with one of the best programs 
we have ever had. Delegates can look 

forward to a mix of political and industry 
speakers discussing policy and regulation, 
sales and marketing, technology and new 
developments, and much more. 

The convention theme, ‘Developing Prosperity 
in the Age of Automotive Disruption’, is a 
critical topic as various predictions in the 
media continue to jump too quickly the chasm 
between ‘guesstimate’ and accepted fact.

These ‘experts’ predict severe industry 
disruption from increasing sales of electric 
and hybrid vehicles, online direct sale and 
distribution models, autonomous vehicles, 
ride-sharing and car-sharing. The AADA 
is taking an active role at the forefront of 
discussions with policymakers and legislators 

so that the voice of the franchised new car 
Dealer is heard, and heard clearly.

The AADA appeared before the Parliamentary 
Joint Committee on Corporations and 
Financial Services. We answered questions 
from members of Parliament on many issues 
that exist between franchised new car Dealers 
and Manufacturers. The AADA made the 
point that the Franchising Code has been 
ineffective in protecting new car Dealers and 
that an industry specific Automotive Code of 
Conduct is the best option for protecting local 
businesses and jobs.

The AADA has also lodged a submission into 
the Inquiry into the use and manufacture of 
Electric Vehicles in Australia and is seeking 
to appear before the committee at one of its 
hearings.

Together with James Voortman, our Executive 
Director Communications and Policy, I 
attended both the Labor and National Parties’ 
business forums over the last month and 
met with a number of MPs to discuss the 
main issues for Dealers, including the need 
for an Automotive Industry Code, support 

for traineeships and apprenticeships and the 
removal of tariffs and luxury car tax.

In other political news, the five 'Super 
Saturday' by-elections have passed and there 
is no change to the makeup of the Federal 
Parliament. The opposition retained the 
four seats (Perth, Fremantle, Braddon and 
Longman) it already held, and the Centre 
Alliance held onto the South Australian seat 
of Mayo.

The team plans to update the AADA 
DealerNomics tool to reflect the by-election 
results and members are once again 
encouraged to engage with their local MPs and 
make use of DealerNomics to demonstrate the 
significant contribution our industry makes 
across Australia. Convention delegates will get 
a dedicated tour of the DealerNomics website 
at the AADA booth, which also provides the 
opportunity to ask questions and become 
more familiar with this extremely useful 
website. 

I look forward to seeing you at the AADA 
Convention and hope you enjoy the wonderful 
program of events.



Visit us at AADA. Stand 20.
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It is five years since the new AADA was 
reconstituted with the aim of providing 
a strong, united voice on behalf of retail 

automotive Dealers. 

AADA chairman, Terry Keating; CEO, David 
Blackhall, and former chairman, Ian Field, got 
together to discuss the progress of the last five 
years and the challenges that lie ahead.

Terry Keating: “Very early in that five years 
we built a foundation on the rock, not the 
sand – despite what the cynics thought – and 
today we’ve got a pretty strong association 
with a pretty fair reach and pretty fair 
recognition. I think that’s one of the great 
achievements of the five years: it sets us up to 
go through the next however many five years.”

Ian Field: “I remember when I went to Nick 
Polites before there was a new AADA (and 
said) ‘if we do nothing we’ll get what we have 
now: nothing. Who knows where this is going 
to go? It will go where we take it, but it will be 
us making the decisions about where it goes, 
and that’s different to now’. Nick… gave me a 
hug and supported it.”

There were some sceptics early on who 
wondered how and if the new structure would 
work, but the determination and passion of 
AADA is winning those doubters over. AADA 
wants to work with OEMs in partnership, not 
as a threat to them.

David Blackhall: “I think what we’ve tried 
to show in the last couple of years is there’s 
serious work to be done by people who 

understand what it’s like to be, to own, to run, 
to try and manage a new car franchise in this 
country. 

“It’s not about any secret agenda to go head-
to-head with any OEM; that just isn’t what it’s 
about. Does it mean we agree with them all 
the time? Absolutely not. Does it mean we’re 
going to try and fix things we regard as being 
detrimental to our businesses? Yes we are 
going to fix those things; we’re determined to 
do that. 

“AADA is about the right articulation of the 
correct voice; it’s not about anything else. 
It’s about articulating to policy-makers and 
regulators correctly, clearly, the things that 
need to be done to give this business a fair and 
equitable break. We don’t have any particular 
group in our sights; it’s what’s fair, what’s right, 
what’s transparent, what’s proper.”

The need for a franchise code

TK: “It’s pretty obvious to me. If you’ve got 
a Michael’s Patisserie or a Kentucky Fried 
Chicken or AP Eagers, they’re all essentially 
covered by the same Act of Parliament and it 
just doesn’t work.

“I pointed out to the politicians that we make 
a couple of per cent, the OEMs might make 
three or four or five, we’re not sure, but the 
Government at certain levels of pricing can 
make 30 and 40 per cent. And therefore, if 
they want to make cars more competitive, my 
words were ‘you’ve only got to look inside this 
House’ (Parliament).”

Terry told the story of how Anthony 
Altomonte told then Treasurer, Joe Hockey, 
with whom he went to school, that allowing 
parallel imports would be his ‘pink batts 
moment’ – that  a lot more people would die 
in low quality imported used cars than did in 
the Rudd Government’s disastrous pink batts 
campaign. 

TK: “I think that was the turning point in the 
argument.”

IF: “No-one understands the industry we’re in 
other than the people who are in it. You can’t 
possibly understand what it is to be a motor 
Dealer in this country unless you have been 
one or are involved heavily in dealerships. 

“For the same reason we are arguing that 
we need a unique franchising code for our 
industry. We never had that five years ago. For 
all sorts of reasons we allowed people who 
had never actually even worked in a motor 
dealership to make policy and decide what 
was in our best interests. And we changed 
that. We’ve now got an organisation that 
focuses purely on what it is that a motor 
dealership needs – what a Dealer and 
investors in it need. 

“That is not always compatible with the other 
members of our industry – and they’re all 
entitled to earn a living. I’m not anti anyone 
in our industry, but to say that we can be 
represented, all of us, by the same voice, is 
wrong, and I think in the last five years we’ve 
proven that.”

THE NEW AADA – FIVE YEARS ON

http://www.coderedmarketing.com.au
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DB: “In our submission (to the Federal 
Government) we make a couple of points 
about what distinguishes our need for a 
code from the sorts of businesses Terry just 
mentioned.

“It makes for some really interesting macro 
numbers, and I know these numbers so 
well because I’ve told them to so many 
people. According to the Franchise Council 
of Australia 79,000 Australian franchisees 
generate around $150 billion in annual sales. If 
we compare that with the $70 billion generated 
by the 3,500 (retail automotive) stores it 
is immediately apparent that the average 
business size for a new car franchise is 100 
times larger, just on a revenue basis, than the 
average franchisee in other sectors. That really 
underlines to people who don’t understand the 
business, it underlines in bold black ink, the 
scale issues. 

“The second point is investment. I can get 
into a food franchise for as little as 100 grand, 
according to some business brokers. I can’t 
even open the doors on a modest new car 
franchise for a million dollars. There’s the 
second scale issue – mega investment.

“After scale you move to the nature of the 
relationships. The prominent operators in 
the franchising business in Australia are 
names like Dominos and the RFG (Retail 
Food Group). They are domiciled here but, 
with respect, they are tiddlers compared to 
Ford, General Motors or Toyota. We deal 
with offshore giants who can do pretty much 
whatever they like financially, operationally 
and geographically. That relationship for a 
franchised new car Dealer is dramatically 
different in comparison with being, say, a 
Dominos franchisee. Totally different. The 
resources that come into play, the political 
influence, the regulatory influence – all those 
things – are vastly different than what the 
average non-automotive franchisee faces.”

IF: “Car manufacturers are making around six 
per cent margins; car Dealers less than two per 
cent at the moment. Whereas carsales.com – 
58 per cent! BHP 30-odd per cent. The people 
who dig the crap out of the ground make more 
money than we do and yet we’re the ones the 
regulators come and have a go at all the time, 
because we’re the bad guys. Well, if we’re so 
bad how come we’re not making the margins 
others make?

“They (government) make at least 20 per 
cent on our turnover…and we get two? It’s 
ridiculous that they focus on us all the time – 
reduce the tax!”

The importance of advocacy

DB: “The intense scrutiny our industry attracts 
is for one reason and one reason only, in my 
opinion. It’s because of the high profile nature 
of the product. Everyone wants a new car. If 
you’ve got a new car you’re happy; if you drive 
a 20-year-old car, deep down you’re usually not 
so happy. There’s a reason you’re driving less 
than you deserve to drive. There are obviously 
exceptions but everyone’s aspirational at some 
time in their car-buying life. We never stop 
hearing from regulators “…it’s the second most 
significant purchase people make…” So even 
if the brand desire is not so strong in some 
consumers, the financial motivation is there – 
unquestionably. 

“There’s a lot of focus on us. The examples I 
used in Canberra that really got some people 
thinking were the add-on insurance issue and 
the flex-commission issue. I said to a couple 
of politicians, ‘think about this: who wrote the 
commission schemes on flex? Do you seriously 
think a bunch of Dealers sat around in a room 
and said let’s go and talk Westpac into giving 
us a flex scheme?’ 

“No, the insurance companies and the finance 
companies wrote the schemes, they presented 
them to the Dealers and Dealers were faced 
with this proposition: ‘I can make $5 selling 
that over there or $50 selling this over here – I 
think I’ll sell the $50.’ No rational business 
person would make any other decision.

So why is the focus relentlessly on the retail 

end of the car business? How about you go to 
the root cause when you look at issues? They’re 
starting to take notes on that.”

IF: “I think they are too. I think they’ve shifted 
away from us to where the cause is.”

DB: “I know they have, based on conversations 
I have with ACCC and ASIC at the highest 
levels.

“One of AADA’s long-term objectives is to 
make sure the conversation is around root 
cause and not just the visible end of the 
business, which is the retail end.”

TK: “It would be nice to have policy settings 
on which you can make your investment in the 
belief that the country’s policy settings will still 
be very similar in 10 to 15 years’ time.”

IF: “We don’t care what the rules are, just tell 
us what they are and keep them the same.”

The future

IF: “The world is changing so fast and we’re 
all having to adjust to a new market. Those 
who are prepared to change and adopt new 
ways of doing business are going to succeed. 
Unfortunately there are a lot of people who are 
past their use by date, who will not change and 
will get out of the industry.

“We want a level playing field and that’s what 
we should be aiming for. Not to protect under-
performers. Some of them want you to hold 
their hand and protect them from themselves, 
and you can’t. 

“I believe the debate that has to take place over 
the next few years is about competition. There’s 
a naïve belief that the more people in the 



industry competing with each other, the better 
it is for consumers, and I would argue that is 
not the case. 

“There is a limit to how much competition 
you can put in a marketplace, because what 
happens is the weakest ones with an internet-
based retail system set the price for everybody. 
And every good operator in the country then 
has to justify why (that price is unrealistic). 
You’ve got to have this longwinded 
conversation with the customer who couldn’t 
care less. (They argue) ‘If somebody’s 
advertising it at that (price), you should be able 
to sell it at that’.

 “We have to argue our case articulately and 
with proper research, and we can’t use emotive 
language. And we’ve got to be logical. That’s 
why you have associations. That’s why the 
biggest companies in the country have an 
association to represent their interests. Because 
they don’t want to be necessarily leading the 
charge for change. If the Government’s got 
some idea (that the big companies disagree 
with), they don’t want to be seen to be resisting 

government, they want a semi-autonomous 
body – the Business Council of Australia – 
they want them to charge forward with the 
banner flying. 

“And that’s why we need advocacy; we need a 
body that can talk on our behalf so that none 
of us get put in the spotlight. 

DB: “That is a legitimate argument, among 
many, for building an effective industry 
association. One of our next key steps is 
the creation of the Dealer Electoral Action 
Committee, already approved and funded 
by the AADA Board. The DEAC will deploy 
funding against precise, specific political 
objectives. DEAC will, in a sense, fly air 
cover for any Dealer in Australia who wants 
to participate and contribute financially to a 
specific party or politician.

Contributions will be aggregated in a single 
entity – the DEAC – registered under the 
appropriate legislation, and will only show 
one payment. It doesn’t say anything about 
individual contributions, and that’s important 

– in fact it’s best practice, widely used by 
industry associations. The North American 
Dealer Association has operated a DEAC for 
many years, to great effect.”

“In a sense, the creation of DEAC is a signal 
that AADA is continuing its maturation into a 
fully effective advocacy organisation.

The three leaders agreed that creating the 
right conversation around policy is important, 
and that the work done and success around 
parallel used car imports was one of the great 
achievements of the new AADA. It was also 
a great demonstration of how to work with 
the most effective and favourably disposed 
politicians. It showed how much AADA 
learned and how AADA’s influence has grown 
in the last half decade.

The people representing franchised Dealers 
now have more influence on the industry – 
and this is indeed a very good thing for every 
Dealer in Australia. 

Here’s to the next five years!

http://www.corghi.com.au
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The inaugural Chairman of the 
Australian Motor Dealer Council, Doug 
Dickson, has decided to retire from his 

position after three very successful years. 

In that time Doug, previously Managing 
Director of Mazda Australia, has successfully 
brought together the chairs of the franchise 
Dealer councils to listen to their issues from 
the coalface and develop strategies to address 
them. 

Working closely with the AADA Board 
and Secretariat, Doug dealt with a range 
of important and complex Dealer issues, 
such as Dealer Agreements, pre-reporting 
and margin compression, calling upon his 
extensive experience and skills as one of 
the top auto executives in Australia. Under 
Doug's guidance, the AMDC has also served 
an important role in promoting a productive 
working relationship between the OEMs and 
their franchised Dealer networks.    

AADA Chairman, Terry Keating, praised 
Doug’s contribution to the success of both the 
AMDC and the new AADA.

“The establishment of AADA and then, shortly 
after, the AMDC, was an ambitious and 
courageous move at the time” Mr Keating said.

“To be successful it required the appointment 
of an executive of the highest pedigree and 
ability. AADA and the AMDC were fortunate 
to secure the services of Doug Dickson 
to serve in this important role. Without 
his guidance and standing in the Dealer 
community our association would never have 
made it.”

Through this work Doug has provided 
outstanding leadership and service to the 
AMDC and has contributed immeasurably 
to the AADA advocacy agenda. The AADA 
Board and Secretariat thank Doug for his work 
as Independent Chair. 

The road to forming the AMDC was 
extensive, with major discussions first 
taking place at the 2014 AADA National 
Dealer Convention. During the Convention 
a number of Dealer Council chairmen 
met and unanimously agreed that brands 
should be represented through a national 
motor dealer council. From there a number 
of consultations and planning sessions 
were conducted ahead of another major 
foundation-setting meeting in December 
2014, while the final structure and 
constitution were settled in March 2015.

The AADA Board invited Doug to take on 
the role because of his reputation for industry 
astuteness and his unique OEM-perspective, 
and he more than lived up to his side of the 
bargain.

Thanks, Doug, and all the best in your 
retirement.

DOUG DICKSON RETIRES AS 
AMDC CHAIRMAN

http://www.auto-tub.com
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In March this year, the Senate referred 
the Franchising Code of Conduct (Code) 
to the Parliamentary Joint Committee 

on Corporations and Financial Services 
for inquiry. The Inquiry is one of the most 
significant reviews into franchising laws as 
they affect new motor vehicle Dealers since 
the introduction of the Code in 2010.  

The Inquiry is being conducted in consultation 
with key franchising sector stakeholders and 
will call witnesses and review submissions. It 
represents a major opportunity for Dealers to 
highlight actual issues caused by the imbalance 
of power between Dealers and Manufacturers 
that the Code was designed to address, but has 
failed to prevent.   

The Terms of Reference of the Senate Inquiry 
are wide-ranging and include the following: 

1. The operation and effectiveness of the Code 
in ensuring full disclosure to potential 
Dealers of all information necessary to 
make a fully informed decision when 

assessing whether to enter a franchise 
agreement, including information on: 

(a) likely financial performance of a 
franchise and worst case scenarios; 

(b) the contractual rights and obligations of 
all parties, including termination rights 
and geographical exclusivity; 

(c) expected running costs, including cost 
of goods required to be purchased 
through prescribed suppliers. 

2. The effectiveness of dispute resolution 
under the Code; 

3. The impact of the Australian Consumer 
Law unfair contract provisions on 
new, renewed and terminated Dealer 
Agreements entered into since 12 
November 2016, including whether they 
have resulted in changes to standard Dealer 
Agreements; 

4. Whether the provisions of other mandatory 
industry codes of conduct, such as the Oil 
Code, contain advantages or disadvantages 
relevant to franchising relationships in 
comparison with terms of the Code; 

5. The adequacy and operation of termination 
provisions in the Code; 

6. The imposition of restraint of trade on 
former Dealers following the termination 
of a Dealer Agreement, and

7. The enforcement of the Code and other 
applicable laws, such as the Competition 
and Consumer Act 2010.

The AADA has made a submission to the 
Parliamentary Joint Committee that highlights 
a range of particular instances in which the 
current Code does not adequately protect 
Dealers in practical terms. These include:

1. Existing provisions in relation to legitimate 
warranty claim audits and clawbacks;

2. Unfair contract terms;

3. Non-renewals of Dealer Agreements by 
Manufacturers in circumstances where 
dealership businesses are profitable and not 
in breach;

4. Concerted practices by Manufacturers 
of exerting unfair pressure on Dealers to 
relocate or refurbish dealership premises, 
and

5. Potentially misleading directives from 
Manufacturers to Dealers in respect of 
communications to customers about their 
Australian Consumer Law rights.

SENATE INQUIRY INTO FRANCHISING CODE 
A MAJOR OPPORTUNITY FOR DEALERS
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Independent of the Senate Inquiry, AADA has 
also made several submissions to the ACCC 
and relevant Government Departments in 
connection with the Terms of Reference of the 
Inquiry, in particular: 

1. The power imbalance between motor 
vehicle Manufacturers and franchised new 
motor vehicle Dealers, and 

2. The need for an industry-specific Code of 
Conduct for the new motor vehicle retail 
industry (Dealer Code).

In considering the contents of a Dealer-specific 
Industry Code, the provisions advocated by 
the AADA include:

3. A minimum tenure of five years and one 
renewal period of five years; 

4. Codifying that any right of renewal may 
only be exercisable by a Dealer (and not the 
Manufacturer) so long as the Dealer is not 
in breach of the Dealer Agreement; 

5. Alternatively, a prohibition on 
Manufacturers issuing non-renewal notices 

to Dealers without a Manufacturer first 
issuing a written statement setting out why 
the Manufacturer has decided not to renew 
that Dealer, what steps the Dealer could 
take to address those reasons and what 
rights the Dealer has to challenge those 
reasons if the Dealer disagrees; 

6. A prohibition on Manufacturers 
imposing undisclosed capital expenditure 
during the term of a Dealer Agreement 
beyond a threshold amount (under any 
circumstances) – or otherwise a guarantee 
of a minimum extension of tenure in the 
event of significant capital expenditure 
being incurred within the term of a Dealer 
Agreement; 

7. A prohibition on Manufacturers disclosing 
significant capital expenditure in a 
disclosure document in the form of a range 
that is not reasonably precise or confined; 

8. Mandatory end of term 'buy-back' 
arrangements; 

9. A prohibition on Manufacturers engaging 
in unjust conduct or entering into unfair 

contract terms as is the case in the Motor 
Dealers & Repairers Act 2013 (NSW);

10. A prohibition on Manufacturers 
prescribing how a Dealer must respond 
to consumer requests, complaints, claims 
or legal proceedings in circumstances 
where Dealers have independent statutory 
obligations to consumers under, for 
example, the Australian Consumer Law, 
and 

11. More effective statutory indemnity 
provisions in favour of Dealers. In 
particular, the right to indemnity under 
section 274 of the Australian Consumer 
Law should not be restricted to only where 
there is a 'finding of liability'. 

The Parliamentary Joint Committee's report 
following the Inquiry is due by 30 September 
2018. 

This article was written by Evan Stents - Lead 
Partner, and Christian Teese - Senior Associate, 
Automotive Industry Group | HWL Ebsworth 
Lawyers
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AADA is seeking to appear before a 
Senate Select Committee on Electric 
Vehicles prior to the committee 

reporting its findings on October 17.

AADA has also lodged a submission to the 
inquiry into the use and manufacture of 
electric vehicles in Australia. The committee 
held hearings throughout August. 

The AADA submission acknowledged some of 
the benefits these vehicles bring to consumers 
and explained the reasons why consumer 
demand remains soft. The high up-front cost 
of the vehicles is the greatest barrier to wider 
uptake and we urged the Government to make 
these vehicles more affordable by scrapping the 
vehicle tariff and the luxury car tax.

There are some impressive EVs on the market 
and franchised new car Dealers acknowledge 
the environmental and fuel economy benefits 
these vehicles bring to consumers; however, 
there are practical reasons why consumer 
demand for these vehicles is currently soft. 

EV uptake in Australia is being hampered 
by high up-front cost, range anxiety, long 
recharging times and lack of consumer 
choice. The AADA has been supportive of 
government and private sector initiatives 
to address these challenges, but ultimately 
Dealers can only be successful by offering 
consumers cars they want to buy. 

Dealers are technology neutral. They have 
a history of selling petrol, diesel, electric, 
LPG and hybrid vehicles, and have no 
preconceptions about how those cars are 
powered. Electricity, hydrogen or conventional 
fuel – all are acceptable if wide consumer 
demand is there. Right now it isn’t.

Franchised new car Dealers will play an 
important role both in supplying EVs to the 
market and maintaining these highly advanced 
machines. The key consideration for new 
car Dealers is consumer demand and our 
members are constantly trying to respond to 
the market. 

Why demand is low

The main factor constraining EV demand in 
Australia is the high up-front cost of purchase. 
The unintended consequence of the Federal 
Government’s legacy taxes – the passenger 
vehicle tariff and luxury car tax – is that EVs 
are more expensive.

According to data from VFACTS and the 
EVC, Australians bought 1,076 plug-in hybrid 
electric vehicles (PHEV) and 1,208 battery 
EVs in 2017. 

While this is the best year on record for EV 
sales it still only constitutes 0.2 per cent of 
total sales. There are a number of reasons why 
EV sales have remained somewhat stagnant, 
including cost, range anxiety, long recharging 
times and lack of consumer choice.

Without doubt the biggest factor constraining 
EV demand in Australia is the high up-front 
cost of purchase. Despite the significant 
savings in running costs and the relief from 
taxation, many motorists are put off by the fact 
that EVs are nowhere near price parity with 
internal combustion engine (ICE) vehicles. 
For example, the Renault Zoe is Australia’s 
most affordable EV at $47,490 (before on-road 
costs). A similar ICE vehicle would be the 
Renault Clio which can start from as little as 
$16,990 (before on-road costs). 

The reason for the price disparity is the 
high cost of the lithium-ion battery, which 
is expected to decline over time. In the 
meantime, some countries have sought 
to bring down the cost of EVs by offering 
financial incentives. The question of incentives 
will no doubt be the subject of much debate 
in this inquiry, but this distracts from the real 
factors distorting the price of EVs – namely 
the Federal Government’s taxes on new cars, 
which fall disproportionately on EVs. 

Thirteen of the 18 EVs currently available 
for purchase in Australia, as identified by 
the EVC, are subject to the LCT, as they 
cost more than $75,526. EVs are more likely 
to be manufactured in Europe and more 
likely to be priced above the LCT threshold 
and as such are more likely to be subject to 
additional Federal Government taxation. 
While the policy intent of these taxes is not to 
target low emissions vehicles, the unintended 

AADA SEEKS TO ADDRESS EV INQUIRY

Request a demo for access to our 
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consequence of these legacy taxes is that EVs 
are more expensive than they should be. 
Before even considering incentives, the tariff 
on imported cars and the luxury car tax should 
be abolished. 

Range anxiety 

Another factor limiting EV uptake is their 
lack of range. Motorists are sceptical about 
purchasing battery electric vehicles (BEVs) 
due to the limited range these vehicles offer in 
comparison to ICE vehicles. 

The ICE-powered Renault Clio has an average 
range of 938km, which is broadly three times 
as much as the EV Zoe.

The range claimed by manufacturers often 
does not align with motorists’ real world 
experience. As is the case with ICE vehicles, 
fuel consumption and hence range is tested 
in a laboratory setting and is often found to 
be less in real world driving conditions. The 
same is true of BEVs, which will have their 
range affected by such real world factors as 

use of accessories, weather, speed, traffic and 
personal driving style. 

The Government should develop a joint 
strategy for the rollout of low emissions 
charging infrastructure with state 
governments, vehicle manufacturers, 
electricity retailers and other private sector 
participants. 

Another issue motorists take into account is 
that as batteries age the charge they can hold 
tends to decline, meaning that range declines. 
While the range of some of the premium 
BEVs is steadily increasing they are still far 
lower than ICE vehicles. On the positive side 
manufacturers are developing some PHEV 
that can achieve a range of over 1,000km. 
A recent study by CitiBank found that the 
average range for a BEV is 332km; for a 
PHEV it is 964km, and for an ICE vehicle it is 
1,212km.

Potential buyers will need to evaluate their 
individual circumstances. For example, 
a person using their vehicle primarily to 

commute to and from work is unlikely to 
exceed the range offered by a BEV. This will 
not be the case for a taxi driver, an Uber driver 
or an inner-city courier, but as range improves 
over time and charging becomes more rapid, 
these classes of motorists will also move to 
EVs. 

There is a natural link between range anxiety 
and charging infrastructure. While charging 
stations are becoming more prevalent, more 
work needs to be done to make potential 
buyers comfortable with the coverage on offer. 
It’s expected that most EV owners will have 
a charger at their home that will enable them 
to slow charge their vehicle overnight. Similar 
chargers may be available in the workplace 
where vehicles can charge while owners are 
engaged in work. The costs of these are likely 
to be borne by EV owners and employers, but 
it is the cost of public fast-charging stations 
that is the subject of debate. The Queensland 
Government recently invested $3 million to 
build 18 fast-charging EVs stations at locations 
from the Gold Coast right up to Cairns. This is 
an average of $166,666 per station.

Contact Phil Ward on 0414 991 419
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Long recharging times 

EVs take a long time to recharge. Charging 
times for BEV undertaking a standard charge 
vary from five to 11 hours. Charging the EV 
at home or at work when the vehicle is not 
required is good in theory, but in practice 
people needing to use their vehicle may be 
stranded with an uncharged vehicle that may 
take some time to even partially charge. It 
is true that superfast chargers will become 
more prevalent, but even these can be time-
consuming. 

A CitiBank report has found that the average 
BEV takes 43 minutes on a rapid charge. 
While this is a fraction of the six hours it takes 
on average for a BEV to achieve a standard 
charge, it is a lot longer than the 3.6 minutes it 
takes for an ICE vehicle to refuel. 

Australia has a well-established network 
of service stations. One service station can 
refuel thousands of cars a day. Currently EV 
drivers undertaking a long-haul journey 
will need to meticulously plan their trip and 
map out their intended charging point. Even 
with the best-planned trip, once you arrive at 
the fast-charging station it may be occupied 
or you may have to join a queue. These 
inconveniences will recede as the change in 
culture takes effect and fast-charging stations 
become both more prevalent and faster, but in 
the meantime these are factors that weigh on 
the minds of potential buyers.

Consumer choice 

One of the biggest factors constraining the 
uptake in EVs in Australia is the lack of choice, 
particularly among the vehicle segments that 
Australians prefer. A casual glance at the list of 
EVs currently supplied in Australia reveals that 
they are mostly premium SUVs and sedans 
which, due to their high price, are out of reach 
for most consumers. The list of EVs bears little 
resemblance to the list of top-selling vehicles 
in Australia, and a close inspection of the 20 
best-selling vehicles reveals that Australians 
have unique vehicle preferences. 

The two top-selling vehicles in 2017 were the 
Toyota Hilux and the Ford Ranger, both utes. 
Another three utes (Mitsubishi Triton, Holden 
Colorado and Isuzu D-Max) are in the top 20. 
Yet there is no electric ute for sale in Australia. 

Australians have also been buying many 
SUVs in recent years, but the top sellers in this 

segment are all under the $40,000 mark. Of the 
EVs on offer only the Mitsubishi Outlander 
PHEV comes close to this price. 

Buyers of utes and SUVs often value the ability 
to travel long distances and to carry or tow 
heavy loads. Most BEVs are not designed to 
carry loads or tow, as doing so would lead to a 
significant reduction in their range. 

Among the top sellers in the small car 
segment, the Toyota Corolla, Mazda 3 and 
Hyundai i30 start from just over the $20,000 
mark. The comparable Renault Zoe and Audi 
A3 e-Tron are significantly more expensive. 
As the price of EVs comes down it is expected 
that there will be more choice in the small car 
and SUV segments, but it may be some time 
before we see electric versions of mass sellers 
like the Hilux and the Ranger.

The role of Dealers

The emergence of EVs will bring a range of 
future economic, environmental and social 
benefits, and as EVs and other low emissions 
passenger vehicles become more prevalent, 
new car Dealers will play an important role in 
supplying these vehicles to the market. 

A range of projections show that sales of EVs 
are set to dramatically increase in coming 
years. One figure often cited is that by 2030 
there will be more than one million EVs on 
our roads. If this level of uptake eventuates 
new car Dealers are well placed to respond to 
the logistical challenge of supplying and safely 
servicing these vehicles. 

In what is a lively global debate new car 
Dealers have been accused in some instances 
of not promoting EVs. The reasons provided 
by conspiracy theorists are lower profit 
margins on the cars and, because EVs 
require less servicing and maintenance, 
their emergence will erode profits in Dealer 
servicing departments. This is a fundamental 
misunderstanding of the nature of new car 
Dealers and the very competitive Australian 
new car market. 

The automotive retail sector in Australia is one 
of the most competitive in the world. Around 
72 brands compete and offer more than 400 
models for sale in a relatively small market 
of about 1.2 million units annually (less than 
1.5 per cent of global demand). Car Dealers 
work closely with their Manufacturer partners 
in developing inventory that reflects market 

preferences, but our members can only sell 
what is on the showroom floor.

New car Dealers are primarily concerned with 
selling products and services to consumers 
and are technology agnostic in terms of how 
new cars are powered. The suggestion that 
Dealers would be discouraging consumers 
from purchasing an EV due to concerns over 
profit margins makes no sense. 

We have a history of selling a range of vehicles 
powered by a various fuel sources, including 
petrol, diesel, electricity, LPG and hybrids. 
The key consideration for new car Dealers 
is consumer demand and our members are 
constantly trying to respond to the market. 

New car Dealers will also play an important 
role in educating customers who are 
considering the purchase of a new EV. Over 
the coming years the overwhelming majority 
of EV buyers will be purchasing their first EV 
and will have a host of questions in relation 
to such issues as charging, range, battery life, 
servicing and life-cycle costs. New car Dealers 
in partnership with their OEM partners will be 
on hand to answer all such queries.

AADA believes the Ministerial Forum on 
Vehicle Emissions should implement a vehicle 
emissions policy that does not come as too 
much of a shock to the industry.

The effect on service departments and staff 
training

There is no doubt that EVs require less 
servicing and maintenance as they have fewer 
moving parts than internal combustion engine 
(ICE) vehicles; however, they will still require 
trained technicians to do battery checks, 
monitor brakes, check tyres, replace fluids, 
change cabin air filters and more. 

Furthermore EVs, like traditional vehicles, 
are subject to safety recalls and, similar to 
traditional vehicles, they have been subject 
to mass safety recalls in recent times for 
issues such as faulty steering components and 
defective parking brakes. One need only look 
at the current Takata airbag recall to appreciate 
the importance of the new car Dealer network 
in Australia. 

It is also important to note that when these 
vehicles do need repairs they will require 
appropriately trained technicians, as EVs pose 
an increased risk of electrocution and fire. In 
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fact, the emergence of EVs will necessitate 
significant changes in skills and training 
requirements that will be needed to service 
and maintain an increasingly electrified fleet. 

This is particularly concerning when you 
consider that the licensing/accreditation 
requirement for mechanics is not consistent 
across states and territories. Only two 
states, NSW and WA, require mechanics 
to be qualified. This means 57 per cent 
of registered mechanics are operating in 
jurisdictions that do not require licences or 
trade qualifications. 

New car Dealers are contractually obliged 
to have appropriately trained workshop staff 
working on state-of-the-art vehicles. They 
commit significant investment to training 
of their staff and are a major employer of 
apprentices. 

Costs and benefits

A range of benefits is expected to materialise 
as EVs penetrate Australia’s vehicle fleet. 
The Terms of Reference for this committee 
includes investigating the potential economic, 
environmental and social benefits of 
widespread EV uptake in Australia. 

In an economic sense, consumers and 
businesses with major fleets will be the major 
beneficiaries from the wider uptake of EVs 
through lower energy costs. According to the 
Electric Vehicle Council, EV drivers pay only 
33 cents per elitre as opposed to ICE drivers, 
who pay an average of $1.19 per litre in fuel. 
EVs also have lower maintenance costs, with 
$380 per annum compared to $750 per annum 
on ICE vehicles. 

EV owners enjoy significant taxation relief as 
they do not pay fuel excise and, depending on 
the jurisdiction their vehicle is registered in, 
they may qualify for a reduction in stamp duty 
or registration. Furthermore, the Clean Energy 
Finance Corporation (CEFC) has partnered 
with the private sector to provide discounted 
finance for EVs. 

The economy will also benefit from investment 
in charging facilities, with businesses 
involved in the installation, manufacture and 
maintenance of charging stations benefiting, as 
would energy companies selling electricity to 
motorists. 

There is a perception that the widespread 
uptake of EVs can bring significant 
environmental benefits. The lack of tailpipe 
emissions from BEVs will provide clear 
benefits over ICE vehicles in terms of noxious 
emissions reductions, which have a direct 
health consequence for residents of congested 
cities. 

In terms of CO2 emissions, the benefits at 
present seem to be marginal as EVs will 
largely still be charged by coal-fired power 
in most of Australia. Significant reductions 
will likely only be achieved as Australia starts 
to decarbonise its electricity sector. Analysis 
by Climate Works found that the weighted 
average of EVs sold in 2016 emitted an average 
of 178 g CO2/km, which was only slightly 
lower than the average for all new vehicles, 
which was 182 g CO2/km.

Measures addressing up-front cost of the 
vehicle 

The committee will no doubt hear from many 
participants in this consultation that direct 
financial incentives have been used in other 
countries and will lead an increased uptake 
in EVs. AADA believes that the provision of 
direct financial incentives is politically difficult, 
due to: 

• perception that they are a handout to 
wealthy premium car buyers 

• belief that balancing the budget should 
take precedence, and 

• questions over whether the current 
environmental benefits are too 
marginal to warrant financial 
subsidies. 

Before even considering these incentives 
AADA believes the Federal and state 
governments should use their taxation levers 
to address the high up-front cost of EVs. A 
number of state and territory governments 
already incentivise the uptake of EVs 
and should be commended for doing so; 
however, there are still instances where state 
governments punish potential EV buyers. The 
Queensland Government’s recent state luxury 
car tax is a case in point.

The Federal Government has the potential to 
improve affordability by removing the tariff on 
imported vehicles. This can be done through a 

simple regulatory change, by removing motor 
vehicles from the Excluded Goods Schedule of 
the Tariff Concession System. 

The passenger vehicle tariff is a relic of the 
past, which suited a time when Australia had 
a vehicle manufacturing capability. Abolishing 
the so-called luxury car tax will also make EVs 
more affordable, and given its lack of purpose 
and the angst this non-tariff trade barrier 
causes with European trading partners, it 
should be scrapped.

Measures addressing consumer choice 

Measures to improve consumer choice are 
a hot topic. AADA argues that the products 
currently in new car Dealer showrooms are 
based on comprehensive market research and 
closely reflect what Australian consumers 
want. 

The Federal Government’s Ministerial 
Forum on Vehicle Emissions is considering 
developing fuel efficiency standards for new 
light vehicles. The theory is that compelling 
manufacturers to meet a standard averaged 
across their fleet will result in them making 
lower EVs available for sale; however, if such a 
policy is introduced with too strict a standard, 
it could have the opposite effect of reducing 
choice, as manufacturers might withdraw 
certain vehicles from the market in order to 
improve their fleet average. 

As the mechanism for ensuring compliance 
is a financial penalty, this could result in 
fines being passed onto car buyers with a 
detrimental outcome for affordability. A policy 
that makes new cars more expensive may in 
fact restrict new car sales, which could mean 
that older vehicles are not retired from the 
national fleet and fewer new, safer, cleaner 
and more efficient cars will be purchased. The 
AADA urges the Government to implement a 
vehicle emissions policy that does not come as 
too much of a shock to the industry. 

Other measures 

Other measures that might improve the uptake 
of EVs include government fleet purchasing 
policies, dedicated parking, use of transit lanes, 
toll road discounts and parking discounts.

AADA keenly awaits the committee’s findings 
and will keep Dealers updated on any and all 
developments.
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THE FUTURE OF THE FRANCHISED 
DEALER: A GLOBAL PERSPECTIVE

Attendees at the AADA National Dealer 
Convention & Expo 2018 will be 
treated to an in-depth discussion of the 

issues, opportunities and challenges facing 
franchised Dealers the world over, by a panel 
of some of the retail automotive world’s most 
powerful leaders.

AADA CEO, David Blackhall, will be joined 
by NADA chairman, Wes Lutz, CADA 
(China’s Dealer association) chairman, Shen 
Jinjun, and Glenn Mercer, one of the USA’s 
leading retail automotive consultants, on a 
panel moderated by Charlie Vogelheim – “The 
Car Guy” – from San Francisco.

Deloitte Motor Industry Services partner, 
Dale McCauley, and ANCAP CEO, James 
Goodwin, complete the line-up.

The 90-minute presentation titled “A Global 
Perspective on the Future of the Franchised 
Auto Dealer” is the feature session of the ‘Pre-
Convention Day’ on Monday, 3 September.

Dealers will see significant change over the 
next few years, partly driven by regulatory 
intervention, margin compression and global 

disintermediation trends.  Franchised Dealers 
all over the world make enormous investments 
in the current franchise system. This model is 
potentially under threat. Dealers invest in the 
brand and invest significantly in vehicle service 
and sales facilities. The panel will discuss 
the risks unquestionably posed as the future 
automotive world arrives.

Cost of entry, running costs and the capital 
expenditure required for Australian Dealers 
to be profitable under the traditional network 
model are all issues of increasing significance. 

Australia has around 1,500 new car Dealers 
operating about 3,500 sites. The industry 
contributes almost $15 billion to the 
Australian economy, employing around 70,000 
Australians directly and almost 150,000 in the 
value chain. New car Dealers generate over 
$6 billion in wages and over $4 billion in tax 
revenue.

NADA has 16,500 members and there are 
roughly 18,000 Dealers in the US. Investment 
includes property, plant, equipment and 
60 days of inventory. US investment, if you 
include inventory, buildings, real estate, 
infrastructure, etc, is pushing towards a third 

of a trillion dollars (US$330 billion). 

There are around 28,000 dealerships in China.

The service department

The increasing electric vehicle sales will 
see fundamental changes to a Dealer’s 
fixed operations and, ultimately, attendant 
challenges to profit performance. How Dealers 
respond to these changes in years to come is a 
matter at which the panel will look in detail.

Fixed operations are crucial to Dealer 
profitability and the service and parts market 
is highly competitive. As technology improves 
we see that we are servicing cars less frequently 
than we did five and 10 years ago. Fewer 
moving parts mean less profit, and it could be 
difficult in such a competitive environment for 
a Dealer who is making 1-1.5 percent profit on 
turnover to sustain investment in their service 
department.

Some worry that electric vehicles will further 
erode service department revenue, already 
under pressure as car quality has improved. 
For some, the answer may lie in improved 
customer service. It’s a debate worth having. 

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION
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The challenge for Dealers will be to go after 
older cars. The ABS tells us that we have 
about 14 million light passenger vehicles 
on Australian roads, with an average age 
just over 10 years. The American fleet is 
even older than Australia’s. Dealers in both 
markets have traditionally left servicing older 
cars to the aftermarket repairers. That might 
have to change. The panel will address the 
consequences.

Data on electric vehicles and their impact 
on the market indicates that in Australia it is 
not ‘one size fits all’. Some of the production 
targets from OEMs for electric vehicles means 
that supply will affect the Australian market, 
but the percentage will vary depending on 
location. Inner city dealerships will likely have 
a higher electric vehicle component of their 
market share in the not-too-distant future, 
whereas in provincial and rural areas it might 
only make up a very small percentage of sales. 

Even if electric vehicles reach the ambitious 
sales levels predicted by some by 2025, it will 
take a long time to filter through to the existing 
fleet on the roads and therefore significantly 
impact service bays. Nissan has recently 
released some interesting information on this 
issue, revealing that the Nissan Leaf has 40 per 
cent lower service revenue than the Ultima. 

Although electric motors have fewer moving 
parts there are still many wear and tear items 
in an EV, such as suspension, brakes and tyres, 
all of which  require regular servicing. Dealers 
have to prepare a maintenance and repair 
strategy that lets them claw back volume from 
the independents and gets them ready to deal 
with EVs. EV repair is the Dealers’ business 
to lose.

Future revenues 

Dealership profits don’t just come from vehicle 
sales; areas such as F&I, aftermarket products 
and fixed operations underpin profitability. 
Our experts will debate whether every market 
is different for franchised auto Dealers; if these 
revenues will continue in one form or another, 
and the extent to which franchised Dealer 
profit mix is directly influenced by the OEMs.

Data which Deloitte has collected from 
1,000 Australian Dealers clearly shows 
that the current business model, due to 
the current underlying market forces, has 
many challenges, particularly for smaller 
Dealers. Larger Dealers can survive thanks to 
economies of scale and the acquisition of more 
businesses to get greater throughput through 
the existing cost base, but even their levels of 
profitability are declining. 

The costs of selling a car are increasing and 
margins are falling due to competitive forces 
and some OEM strategies on variable margin 
programs. As a result, we are seeing Dealer 
groups and OEMs talking about different sales 
strategies to retain higher levels of profitability 
or improve the customer experience. 

Some of these include the subscription model 
and the agency model. Deloitte says Dealers 
are overstocked and there is an oversupply 
of vehicles in the current marketplace. With 
the agency model OEMs might potentially 
mitigate this by saying, “We’ll cover the cost of 
holding that stock”. 

The current levels of performance are the 
outcome of the evolution of the current 
strategy

Average network profitability for lower-tier 
Dealers is between 1-2.5 percent and has 
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declined in each of the last three years. About 
25 percent of Dealers responding to Deloitte 
are losing money year-on-year. 

There are a number of market challenges, 
Dealer profitability being the main one for the 
individual, privately-owned Dealer. They need 
to find ways to bring down the cost of selling a 
car or to improve the gross margin. Our panel 
will examine both aspects of this challenge.

We are seeing winners and losers every year. 
In a market that is stable at about 1.2 million 
units per year - tiny by global standards - 
brands continue pushing hard for market 
share growth. This cascades into higher 
inventory levels carried which, in turn, is a key 
factor contributing to downwards pressure 
on pricing, and gross margins are therefore 
declining. 

Toyota New Zealand implemented an agency 
model in an attempt to eliminate a couple 
of the pressure points for Dealers: the cost 
of holding stock and intense intra-brand 
competition. The jury is out as to how effective 
this model will be. The panel will be sure to 
have differing opinions.

Australia is one of the most competitive 
retail automotive markets in the world, with 
72 brands available for sale every day – not 
counting trucks and commercial vehicles. But 
75 per cent of our volume is sold in the top 10 
brands. That leaves 62 brands fighting for 25 
percent of the market. By comparison, the US 
has around 36 brands available for sale in a 
new car market of 16-17 million annual sales 
(Australia’s is around 1.2 million). 

This important point of difference will be 
explored, as will the trends in the world’s 
biggest new car market – China. 

www.Couplertec.com.au
Free Call 1800 NO RUST

Come and Say Hi at Booth 28 at the AADA Convention

http://www.couplertec.com.au


Electric vehicles vs legacy ICE technology 
vehicles

Our experts will discuss how both worlds will 
exist in parallel. There is definitely a need and 
desire for change but most of it is coming from 
customers saying, “if there were an easier, 
better way to do it, I’d try it”, and secondly 
from Dealers and owners saying, “if I keep 
doing business the same way I have for the 
past 20-30 years, I can see where I’m heading. 
I can see the trending and the charts are telling 
me I’m going to end up losing more money 
year-on-year”.

Deloitte sees two streams. The existing 
distribution model will continue for years to 
come, but in parallel we will see a (small) take-
up of electric and other alternative vehicles. 
The message to Dealers is they can choose one 
or the other, or both. If they continue with 
the current model they might lose a small 
percentage to electric vehicles, or they can 
diversify into new formats and models.

Spread your income base: add a body shop, 
sell tyres

In the US most Dealers have a body shop 
facility and sell tyres, while in Australia only a 
very low percentage operates collision shops. 
Likewise, only one in 20 Australian Dealers 
retail tyres. 

Delegates will hear why they need to get into 
this area - and fast - because it pulls in so much 
other business. In 1995, US Dealers had less 
than 2 percent of the new tyre market, but that 
would be approaching 10 percent now. 

The standard knock is that tyres have too low a 
margin and body shops are ‘too hard’, but they 
can be important profit centres.

The collision repair business hit record sales 
in the US in 2017. The bright shiny future of 
autonomous cars ‘talking to’ each other and 
avoiding collisions has some questioning the 
worth of such businesses, but in reality, we 
are a long way from that scenario coming to 
fruition. 

The US has enjoyed five consecutive years of 
record revenue in collision repair. Repairing 
vehicles with infrared sensors and radar 
is expensive. If Australian Dealers are not 
looking at doing collision repairs and selling 
tyres, that is a potential weak spot for the 
future. 

In China most of the large groups have a 
body shop centre for the region they are in. In 
Beijing there will be a body shop centre for all 
the dealerships in a group, while in some areas 
different groups will share a repair centre. This 
could be the model for Australia.

Body shops require a certain level of scale 
so don’t always make sense for single-point 
Dealers. 

Is Used Cars still the Dealer’s business? 

The panel will investigate whether the used 
cars opportunity is still lucrative, if we can 
improve it, and how we interact with the 
online environment. Factors such as safety and 
fuel economy are important to consumers – do 
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we as Dealers need to change our marketing 
tack to factor in those things?

Used cars is traditionally the Dealer’s business. 
In this market, with the strong emphasis 
on new cars by the OEMs, we are in the age 
of the ‘disposable car’. The Australian car 
park age is around 10.4 years, and we have a 
young fleet compared to most countries. New 
Zealand imports used cars and their fleet has 
an average age of 14.7 years. In the US the car 
park is just under 12 years old. 

According to Deloitte the real opportunity 
is in used cars. The used car market can 
be lucrative. The internet is the driver – in 
Australia 85-90 percent of used car enquiries 
are driven through the internet. 

On websites you see a lot of other factors 
displayed, like ANCAP (safety) rating of 
vehicles, aimed at influencing the customer’s 
decision of what to buy. 

Wes Lutz shared a common saying in the US: 
“A new car franchise legitimises your used car 
sales”. He sells 2-to-1 used to new and his gross 
is twice as much on used cars. 

The smart Dealers are gravitating towards 
increasing their used car business. Auto 
Nation is coming out with a whole series of 
new dealerships dedicated to used vehicles. It’s 
a potential growth area for auto Dealers. Add 
to that the F&I and service opportunities and 
all the variable income sources that bounce off 
increased used volume. 

However, in Australia over the last five to 
seven years our used car volume through 
the franchised networks has shrunk mainly 
due to peer-to-peer transactions facilitated 
by Carsales.com.au and Gumtree. That’s 
disruption at its most pronounced. 

The ageing car park is telling us that more and 
more of the public are buying used cars instead 
of new, and keeping their cars longer. For a 
Dealer not to be in the used business is a bit 
like saying that you want to be in the real estate 
business but you will only consider selling new 
homes. 

The panel will discuss whether Dealers have 
fallen into the trap of chasing OEM-driven 
incentives for artificially high targets and 
getting rewarded for reporting cars sold 
that actually aren’t sold (called cyber-cars in 
Australia). 

This target-bonus nexus will be challenged in 
the discussion.

Consumers

How do we interact with customers? Safety 
has long been a consumer focus in vehicle 
purchasing. The panel will look at whether 
new technologies and bodies such as ANCAP 
will result in vehicle safety becoming an even 
more important driver of consumer choice, 
and how franchisees meet these challenges in 
an online environment.

Advocacy

Our leaders will talk about how important 
strong advocacy by Dealer associations and 
related groups is to the short, medium and 
long-term future of the franchised Dealer.

In the US it is so valuable for Dealers at grass 
roots level to be able to communicate with 
members of Congress on so many issues. 
Often issues are handled by OEMs, but Dealer 
input is required, reinforcing the need for the 
whole chain to work in harmony. 
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In Australia advocacy keeps all the 
components together. It’s not just about Dealer 
metrics, it’s about the products they purchase 
(F&I, etc), services they buy, the entire 
community around the retail automotive 
industry.

The AADA CEO, David Blackhall, will have 
a bit to say about the success of the advocacy 
program in the last three years. 

This promises to be a fascinating and valuable 
session. Any Dealer serious about arming 
themselves to best deal with a changing future 
simply cannot afford to miss out on this crucial 
discussion.

The clever alternative to sell your vehicles 
Unlocking Value for over 25 years
• Monthly national car auction calendar including dealer only auctions

• Multi-sales channels to a national marketplace

• 1.1M+ monthly visits to our auto sale pages

• 4000+ vehicles sold every month

• Secure car yards nationally

• High clearance rates

Come visit us at stand 6 at the AADA 
Convention to find out how we can 
tailor a solution for you or contact  

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

www.graysonline.com

http://www.graysonline.com/automotive-trucks-and-marine/motor-vehiclesmotor-cycles?tab=items


We’re at AADA! Come and visit us at the Marque Group stand #65-66

Find out more: getgenuine.com.au

GetGenuine fosters trade customer loyalty through incentivising the 
purchase of genuine trade parts. 

GetGenuine helps your business:

Get paid on time:
Trade customers are incentivised to pay 

their accounts within 30 days.

Retain trade customers:
A GetGenuine partnership provides your 

business with an edge, maximising retention.

Attract new trade customers:
Join GetGenuine and become a 

preferred supplier to our 8,000 strong 
membership base.

Grow your overall business:
Through influencing and rewarding 

behaviour, more customers will buy more 
from you - more often.

1 2

3 4

We’re at AADA! Come and visit us at the Marque Group stand #65-66

http://www.getgenuine.com.au/ 
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SO MUCH TO SEE AND LEARN AT 
SOLD-OUT AADA EXPO
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The AADA Expo is a highlight of the 
AADA National Dealer Convention, 
and this year’s sold-out Expo shapes as 

the best yet.

AADA is excited to welcome, for the first 
time, new exhibitors including Cirrus Aircraft, 
American Express, Leads247 and SpinCar, 
among more than 80 exhibitors.

What’s an aircraft manufacturer doing at a 
retail automotive convention? You’ll have to 
visit their stand at the Expo to find out!

American Express is, of course, one of 
the world’s leading credit providers, while 
Leads247 and SpinCar are two new tools to 
help Dealers attract and communicate with 
customers.

Leads247 provides effective after-hours 
engagement, meaning customers can access 
information at any time about any of the cars 
on your lot. 

Why do Dealers have a million dollars’ worth 
of cars sitting on their apron every day? 
Because that display presents an opportunity 
– it attracts potential buyers – yet 65% of 
the time there is no-one physically at the 
dealership to talk to someone who might be 
walking past at 7pm on a weeknight or on a 
Saturday afternoon and see a car they like. 
With Leads247 all they have to do is SMS 
the vehicle licence plate number and they 
receive the current price and all the specs. The 
Dealer gets the added bonus of now having 
that prospective customer’s contact details to 

follow up on. It effectively gets your inventory 
working for you even when the dealership is 
closed.

In this day and age, when consumers often 
prefer to go online with their research, this 
is a valuable new tool. Visit the Leads247 
stand and talk to their knowledgeable staff 
about how they can help you connect with 
prospective customers at any time. 

SpinCar is a brilliant retail automotive 
marketing photography innovation. SpinCar’s 
Mobile Capture App has proven to be two-to-
three times more efficient than a traditional 
photo process, ensures greater consistency of 
photos and enables higher inventory coverage. 

Within 15 minutes of use the app uploads onto 
the websites of car Dealers up to 200 photos, 
a live video with human voiceover and a 
seamless SpinCar 360° WalkAround.

An integral component of any AADA 
National Dealer Convention, the AADA Expo 
showcases new products and services designed 
to improve Dealers’ bottom lines. 

AADA prides itself on delivering an Expo 
every year that gives Dealers access to the latest 
and greatest products and services designed to 
provide them with the cutting edge.

It’s a one-stop-shop you can stroll through 
at your leisure, either for a short break 
between sessions or for a few hours to fully 
immerse yourself and upload a wealth of new 
knowledge and ideas.

Whether it is after-market product and 
services, insurance, finance, marketing, digital 
marketing, lubricants, software, customer 
retention, or any other aspect of dealership 
operations, our friendly exhibitors are ready, 
willing and able to help you find solutions for 
every department.

The Trade Expo Village is always a popular 
destination for delegates to gather and connect 
with friends and colleagues between sessions, 
while learning about new business tools. 

The Expo is designed for ease of navigation, 
with an open layout making it a breeze to 
walk amongst the various exhibitor stands and 
check out the cornucopia of ground-breaking 
products and services on display. 

There are always a few treats to eat, interesting 
people to talk to, important innovations to 
hear of and a car racing game for the kid in all 
of us to play!

The Expo Village plays host to some of the 
Convention’s key events, including the AADA 
Pentana Solutions Expo Luncheon and the 
Fuchs Networking Events, which this year will 
be on both Tuesday and Wednesday nights for 
the first time ever.

The AADA Expo will be open throughout the 
duration of the convention program. Make 
sure you set aside time to explore the vast 
array of innovative products, services and new 
technologies AADA has put together.



TUESDAY TEAM EVENTS WILL PAY FOR 
THEMSELVES

AADA is always looking for ways to 
add value for our members. Our 
Tuesday Team Events at the AADA 

National Dealer Convention & Expo 
2018 represent unbelievable value – an 
opportunity for your sales and service 
staff to learn from two of the world’s 
greatest trainers in their fields – for a small 
investment that will pay for itself within a 
month if your staff take home and apply the 
lessons learned.

For just $99 per staff member, you can give 
them access to the minds and experience 
of David Kain, one of the world’s foremost 
digital sales and marketing experts, and 
Scott Stein, an expert in service and a 
leadership guru who has worked across 
countless industries but for the past two 
decades has focused on the automotive 
industry.

Sales

In his workshop titled “7 Digital Tools That 
Sales People Must Use & How To Use Them”, 
David Kain will present a compelling session 
designed to help your sales and marketing 
teams understand and utilise the digital 
tools at their disposal.

David will dive into the “Whys and Hows” 
of using Search Engines and Social Media 
Platforms to drive your Digital Sales Growth 
with an eye on reducing operational costs. 

He will explain the difference between 
search engine optimisation and search 
engine marketing, also known as the 
difference between free search and paid 
search.

David will present real-life case studies 
where US Dealers have effectively used 
Search and Social Strategies to grow their 
businesses and explain how this can work 
in your dealership. He will lay out the 
investment of time and staff to make it work, 
with very clear answers on the commitment 
and elements necessary to replicate success 
in your market, and present solutions to 
balance and solve dilemmas Dealers face.

David will outline the importance 
of YouTube and present case studies 
highlighting how to effectively use this 
powerful marketing tool. Google gives 
YouTube videos a favoured position in 
search results so if you are not using it you 
are missing out.

Attendees will be provided with Key 
Performance Indicators (KPIs) along with 
guided success paths showcasing how 
these platforms can increase sales, profits 
and market growth. You’ll want to arrive 
early and stay after to engage 1:1 with these 
automotive professionals with a keen desire 
to improve your results.

David has a unique background that 
includes Automotive Retail, OEM Internet 

Leadership and Digital Sales Training and 
Consulting. During his 20 years in retail 
working in his family’s Dealer Group, he 
served in various positions in sales and 
service, including Dealer Partner at Jack 
Kain Ford where he remains a partner today. 
His internet experience includes developing 
his own dealership internet operation and 
being a co-founder of FordDirect.com, the 
Dealer/factory-owned joint venture that 
is the internet lead provider to Ford and 
Lincoln Dealers, where he served as the 
Chief Operating Officer until he developed 
KainAutomotive.com. KainAutomotive.com 
was ranked as the Dealer’s Choice #1 
Internet Sales Training Company every year 
from 2008-2013 in Auto Dealer Monthly.

Service

In “Hacking Your Service Department: 
Leadership & Customer Strategies”, Scott 
Stein, CEO of The Learning Difference, will 
ask your representatives to examine whether 
your Service Department is up to speed 
and being led in a way that is maximising 
the opportunity – or is it operating like the 
1990s? 

We all know that the majority of a dealership’s 
absorption is generated in fixed operations; 
however, many service operations are lacking. 
This session is designed to allow you to 
start identifying what areas you, as a leader, 
may need to ‘hack’ to change the culture, 

AUSTRALIA’S LEADING ADVISORS TO THE AUTOMOTIVE INDUSTRY
Despite what many law firms say, it can be difficult to differentiate one firm from another. Our key automotive industry 
relationships and extensive dealer client base shows that in our case, the differences are real. Let us demonstrate how you 
can benefit from those differences. Visit www.hwlebsworth.com.au

FINAL - AADA magazine advertisement - August 2017.indd   1 21/08/2017   12:03:01 PM
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operations and customer experience in your 
service department. 

At the end of this 60-minute presentation 
the attendees will be able to: 

• Identify if their service operations 
are stuck in the 1990s or if they are 
innovative, cutting edge and ready for 
the future

• Understand the shift in customer 
expectations and whether their service 
department has kept up with these new 
trends – and what to do about it 

• Analyse their current leadership 
approach including areas of focus and 
ability to delegate and get the best out of 
their staff 

• Implement a range of service strategies 
that can improve the customer 
experience – including a number of 
leading approaches from overseas.

This highly interactive session will look at a 
range of research items and customer trend 
data that shows the disruption occurring 
in the current marketplace. It will also 
provide practical insights from Scott’s book: 
“Leadership Hacks: Clever Strategies to 
Boost Your Impact & Results”. 

Scott Stein has worked with thousands 
of leaders from across the world, helping 
them become better leaders by fast-tracking 
their thinking and their approach with 
their people. He has a Masters Degree 
in Communication and wrote his thesis 
on Teams. He is also an internationally-
recognised Certified Speaking Professional 
(CSP). 

Although he has worked in numerous 
industries, he has focused on the automotive 
industry for the past 20 years and been 
involved in International Automotive 
Manufacturer rollouts and Dealer Group 
activities, as well as working directly with 
DPs and their management teams. 

To date he has been in over 500 dealerships 
across Australia, Asia Pacific and the United 
States and uses these insights to share 
practical strategies that leaders can take to 
get more done in a smarter way. He is the 
author of five books.

These two sessions will run concurrently, 
7pm to 8.30pm, on Tuesday 4 September 
in the Level 1 Meeting Rooms of the Gold 
Coast Convention & Exhibition Centre.

If your staff sell just one more car per 
month or book just one more service, their 
attendance at these brilliant sessions will 
immediately be paid for, with nothing but 
gravy for every month to follow. 

You might not be willing or able to spring 
for full convention passes for all your staff, 
but if your dealership is in or around the 
Gold Coast/Brisbane areas you would be 
mad not to take advantage of this stunning 
opportunity to put your staff through world-
class, best practice training.
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THE AADA NATIONAL DEALER CONVENTION & EXPO 2018 PROGRAM
MONDAY 3RD SEPTEMBER: 

PRE-CONVENTION DAY
TUESDAY 4TH SEPTEMBER: 

CONVENTION DAY 1
TUESDAY 4TH SEPTEMBER: 

CONVENTION DAY 1

The AADA Pre-Convention 
Presentation: 
"A Global Perspective on 
the Future of the Franchised 
Auto Dealer"
Charlie Vogelheim, The Car 
Guy, San Francisco, USA
Wes Lutz, 2018 Chairman, 
NADA
Shen Jinjun, Executive 
Chairman, CADA
Dale McCauley, Partner, 
Deliotte Motor Industry Services
James Goodwin, CEO, ANCAP
David Blackhall, CEO, AADA
Glenn Mercer, Automotive 
Advisory, Cleveland, Ohio, USA
Charles Mills, Director, 
ROAR
AADA Central

The AADA Auto-IT Opening 
Breakfast: "Mobility Is & Always 
Will Be the Dealer's Business"
Charles Mills, Director, ROAR
AADA Central

The AADA Macquarie 
General Session: "Developing  
Prosperity", "The Dealership 
of Tomorrow" & AGM
Anjali Rao, AADA Convention 
Host
The Hon. Dr. Andrew Leigh 
MP, Shadow Assistant Treasurer
Evan Tsirogiannis, Vice 
President, Franchise Development 
& Regional Operations TMCA
Terry Keating, Chairman, 
AADA
David Blackhall, CEO, AADA
Glenn Mercer, Automotive 
Advisory, Cleveland, Ohio, USA
Annual General Meeting
Vinesh George, Secretary, 
AADA
AADA Central

The AADA Pentana Solutions 
Expo Luncheon
AADA Expo Lounge

AADA Workshop Program - 
Track 1: "Operational 
Disruption"
"Drive Sustainable F&I Growth 
in a Regulated Market" Russell 
Bryant, National Manager 
Strategy and Transformation, 
Macquarie Leasing
"Your People, Your Profit" 
Randall Bryson & Matthew 
Cutt, Partners, BDO
"Fraud In and Outside Your 
Dealership" Grant Cameron, 
Director, Deloitte Motor Industry 
Services
Level 1 Meeting Rooms

6.00AM TO 11.00AM 7.00AM TO 8.30AM 2.30PM TO 3.30PM

1.30PM TO 2.30PM

4.00PM TO 5.30PM

5.30PM TO 6.30PM

7.00PM TO 8.30PM

7.00AM TO 1.00PM

3.30PM TO 5.00PM

9.00AM TO 12.00PM

12.00PM TO 12.30PM

12.30PM TO 1.30PM

The AADA SpinCar Deep Sea 
Fishing Adventure
Mariners Cove Marina, 
Gold Coast, QLD

AADA Workshop Program - 
Track 2: "Business Disruption"
"Turning Disruption into 
Opportunity" Craig Rowney & 
Ian McLean, Performance 
Consulting Manager & General 
Manager, Op2ma Pty. Ltd.
"Transforming Automotive 
Retail - The Future is Now" 
Karen Spear, Director, Deloitte 
Motor Industry Services
"Navigating Traps & Tricks of 
Warranty Reimbursement" 
Alan Bergman, CEO, Star 
Automotive
Level 1 Meeting Rooms

The AADA Cox Automotive 
Keynote Address: "Advocacy & 
Prosperity"
"Franchise Advocacy" 
Wes Lutz, 2018 Chairman, NADA
"Developing Prosperity" 
The Hon. Michael McCormack 
MP, Deputy Prime Minister of 
Australia
AADA Central

The AADA FUCHS Lubricants 
Networking Event
AADA Expo Lounge

Tuesday Team Events: "7 
Digital Tools That Sales People 
Must Use & How to Use Them"
David Kain, Director, Kain 
Automotive
Level 1 Meeting Rooms
Tuesday Team Events: "Hacking 
Your Service Department"
Scott Stein, CEO, The Learning 
Difference
Level 1 Meeting Rooms

The AADA SpinCar Golf Day
The Glades, Gold Coast QLD

Program Subject to change. Updates at aadaconvention.com.au
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leaders in international recruitment
skilled technicians
placement guarantee

www.inworkinternational.com p: 0411 500 147
SEE US AT BOOTH 4

THE AADA NATIONAL DEALER CONVENTION & EXPO 2018 PROGRAM
WEDNESDAY 5TH SEPTEMBER: 

CONVENTION DAY 2
WEDNESDAY 5TH SEPTEMBER: 

CONVENTION DAY 2
WEDNESDAY 5TH SEPTEMBER: 

CONVENTION DAY 2

AADA Workshop Program - 
Track 3: "Managing Prosperity"
"Listening is the Key to True 
Connection" 
Lisa Fogarty, Founder & Director, 
Performance Circle
"How Your Dealership CFO 
Can Reduce Your HR Costs" 
Sharon Pask, Director, RemiPeople
"How Do I Make My Used 
Car Department My Most 
Profitable" 
Ian Parker, CEO, IPMG
Level 1 Meeting Rooms

AADA Workshop Program - 
Track 4: "Marketing Prosperity"
"The Autonomous Customer" 
Alex Heat, Industry Manager 
Automotive, Google
"The Modern Consumer: 
Informed and Impatient" 
Kane Hocking, General Manager 
Commercial, carsales
"Winning Your PMA on 
Mobile. Learn How to Drive 
Dealership Success Using 
Facebook, Instagram & 
Messenger" 
Joe Perkins & Gemma Faye-
Hernandez, Facebook
"Shifting gears: How to grow 
and adapt your dealership in the 
age of disruption" 
Michael Cirillo, On behalf of 
Gumtree
Level 1 Meeting Rooms

The AADA carsales Luncheon: 
"Talking Prosperity with 
Kochie"
David Koch, Host, Sunrise
AADA Central

7.00AM TO 8.30AM 10.30AM TO 11.30AM

12.00PM TO 1.30PM

9.00AM TO 10.00AM

2.00PM TO 3.00PM

3.30PM TO 4.50PM

5.00PM TO 6.00PM

The AADA MotorOne 
Business Breakfast: 
"Determination"
Anna Meares, 
Australian Olympic Champion
AADA Central

The AADA J.D. Power 
Feature Session: "Automotive 
Disruption, Implications for 
Auto Dealers"
Darren Slind, Vice President 
South East Asia, ASEAN & 
Oceania, J.D. Power
Bruce Chellingworth, Director 
& Country Manager, Australia, 
J.D. Power
Level 1 Meeting Rooms

AADA Special Presentation - 
Real Life Case Studies: "Take the 
Proven Path to Sales & Profit. 
A How to Workshop in Digital"
David Kain, Director, Kain 
Automotive
Karthik Lakshminarayanan, 
Director Product Management, 
Google
Paul Balbo, Client Partner, 
Facebook
AADA Central

The AADA FUCHS Lubricants 
Networking Event
AADA Expo Lounge

Program Subject to change. Updates at aadaconvention.com.au
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ELECTRONICS

Enquiries

1300 277 623

Take your auto
electronics to the NEXT level...
Nextek Electronics provides aftermarket electronics including parking sensors, cameras, 
sat-nav, entertainment, cruise controls, unique integrations and installations directly to 
dealerships. 

Our range is supported by a wealth of knowledge and experience with an abundance of 
hands on experience within management, sales and installations. Nextek Electronics is a 
family owned and operated business with a dedicated focus on customer service.

Learn more about our extensive range today, phone 1300 277 623.

AP-Advert0818-255x180.indd   2 3/8/18   3:34 pm

http://www.advancedprotection.com.au
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SURVEY: 58% WILL SHARE DATA UNDER THE 
RIGHT CIRCUMSTANCES

Most US consumers are ‘data 
pragmatists’ who, under the right 
circumstances, will trade personal 

information for incentives or benefits, a 
survey has found. 

Millennials are even more likely than other 
groups to share their data.

This is not exactly news, with the findings of 
the Axiom/DMA survey producing similar 
results to others done in the past; however, 
following data-breaching revelations, such 
as Cambridge Analytica, it is instructive that 
more people than not are still willing to share 
their personal data in exchange for benefits.

The survey found that more than three-
quarters of Americans were either 
“unconcerned” (18 per cent) or “pragmatists” 
(58 per cent) regarding the use of their 
personal data. Just 24 percent were 
“fundamentalists,” defined as those “unwilling 
to provide personal information even in return 
for service enhancement”.

The report’s authors defined “pragmatists” as 
those consumers who “will make trade-offs on 
a case-by-case basis as to whether the service 
or enhancement of service offered is worth the 
information requested”. For example, sharing 
their location in exchange for map directions. 

Other examples include those people willing 
to provide their email address in exchange for 
a discount coupon or early access to retail sales 
information.

One new finding of the study was that 
respondents were more aware of their data 
being collected than previously, and they 
appeared to be open to “data sharing”.

Other findings:

62% believe sharing data and personal 
information online is part of the modern 
economy.

Around 40% believe sharing data is essential 
for the smooth running of society.

More than 50% are happy with the amount of 
personal data they provide to companies.

These figures are all higher for millennials.

Three-quarters of respondents said they 
believed data sharing benefited businesses 
more than it did consumers (11%). A vast 
majority (84%) said they would prefer greater 
control over the information captured and 
used by enterprises. 

The pragmatists, those who decide on a case-
by-case basis whether or not to share their 
data, rate trust as the most important factor in 
determining if they will give up their personal 
information. Transparency, clarity and control 
are major factors in earning that trust.

The survey did not address the matter of 
data-sharing with third parties, which previous 
studies have found consumers are far less 
willing to do.



Study
Tours

BRIDGE YOUR INDUSTRY
KNOWLEDGE GAP

AADA NADA
Study Tour 2019

The 2019 AADA NADA Study Tour promises an unforgettable convention 
experience combining the auto industry’s best speakers and business 
centric workshops in one of the ‘hippest’ cites in the USA – San Francisco.

In addition, the tour puts you right in the middle of 500-plus exhibitors 
showcasing the most innovative products and services for auto dealerships 
in the NADA Show.

Other highlights include a visit to Google’s amazing HQ and campus in 
Mountain View, and a tour to one of California’s leading dealerships.

If you’re looking for solid growth in 2019, AADA NADA Convention and Show 
is a ‘must attend’ event.

PROUDLY PARTNERED WITH         PROUDLY SPONSORED BY         

Or Register Your Interest With:
CORPORATE BLUE TRAVEL MANAGEMENT

Linda Millard, Events Manager
+613 9578 6555  linda@corporateblue.com.au

www.corporateblue.com.au

$3,950 PER PERSON TWIN SHARE INCLUDES:
• 4 nights twin share accommodation at

the Westin St. Francis, San Francisco

• NADA Welcome Reception hosted by J. D. Power
at the Marriott Marquis

• Google HQ and campus tour 

• All applicable taxes and gratuities

• NADA Dealer registration

• Breakfast at the Daily Grill 

• International Industry Relations Dinner
at Morton’s The Steak House, Union Square

• World’s biggest auto industry trade expo

• Dealership tour

• Exclusive Aussie Party at the Golden Gate Tap Room

• Lunch at BJ’s Restaurant and Brewery 

• Excellent networking and business building opportunities

• Time to enjoy San Francisco’s many tourist hotspots

• Exclusive access to the NADA Convention International Lounge

ADDITIONAL NIGHTS: $470 PER ROOM PER NIGHT
SINGLE ROOM SUPPLEMENT: $935 PER PERSON

REGISTER ONLINE NOW AT:
WWW.AADA.ASN.AU

NADA
January 23-27

http://https://corporateblue.eventsair.com/aada-nada-study-tour-2019/2019nada
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MISLEADING REPRESENTATIONS REGARDING 
TARGETS – WHAT CAN BE DONE?

Does your brand set an annual sales 
target of, say, 50,000 units then divide 
that brand target between its Dealer 

network and link significant bonus payments 
to meeting that target?

What happens if the brand falls significantly 
short of its annual sales target? Where does the 
fault lie – the brand, the product or the Dealer?

If the annual sales target is unrealistic and 
not based on sound reasoning, there may be 
significant commercial and legal ramifications 
for both the distributor and the Dealer.

Targets

The majority of Dealer Agreements contain 
clauses that allow distributors to set sales 
targets. Dealers may receive large financial 
bonuses for meeting these targets. Such 
bonuses are often critical to the profitability of 
the business.  

A failure to meet these targets may result 
in the business not being profitable during 
that financial year. It may also have further 
significant consequences for Dealers 
including the non-renewal of the franchise, 
or termination of the franchise agreement, if 
Dealers persistently fail to achieve the targets 
set for them.  

Given the importance of such targets, it is 
prudent that they are accurate reflections of 
what brands are able to sell.  

Many brand issues are beyond the control of 
the Dealer. Why then, does the Dealer suffer 
when it fails to meet an unrealistic brand 
target?  

Unfortunately, not all distributors apply 
sound reasoning and fact-based evidence 

when setting targets for Dealers. Too many 
distributors simply set targets instituted by 
global headquarters or, alternatively, set an 
aspirational target in order to outdo a rival. 
An inappropriate target, not based on sound 
evidence and that cannot reached, can have 
severe financial impacts on Dealers. Given the 
importance to profitability and, in some cases, 
viability, it is only fair that targets are based on 
sound reasons and fact-based evidence that is 
achievable. 

Misleading Representations

So what can Dealers do in the face of these 
issues?  

Section 4 of the ACL states that a 
representation with respect to future matters 
is misleading if the party (in this case, the 
distributor) does not have reasonable grounds 
for making their representation (that is, the 
annual sales target).  

An annual sales target set by the distributor 
and authorised by the terms of the Dealer 
Agreement may be regarded as a prediction 
or projection about a future matter, especially 
given the significant financial implications that 
flow from the prediction or projection. 

A distributor is taken to not have reasonable 
grounds unless evidence is adduced to the 
contrary. Importantly, the onus is on the 
distributor to prove that the targets were based 
on reasonable grounds. It is worth noting that 
the intention of distributors to mislead Dealers 
is irrelevant.  

The ‘reasonable grounds’ test can involve 
consideration of many factors, which will be 
dependent upon the circumstances of each 
individual case. For the target-setting process, 
some factors may include: whether leading 
professionals in the field were consulted to 
help make accurate assessments; whether 
all available data and information, such as 
location and demographic factors, were 
taken into account; whether the brand has a 
particularly ‘hot’ product; whether the brand 

intends to invest significantly in marketing; 
whether the Dealer or Dealer council was 
consulted and agreed the target, and whether 
business and legal advice was obtained as 
required.  

If distributors set annual sales targets without 
reasonable grounds, evidence and sound 
reasoning, they may be guilty of making 
misleading representations (that is, breaching 
section 4 of the ACL). 

Remedies: What can be done?

Parties in a commercial partnership are not 
seeking to litigate. It is my experience, in acting 
for Dealers over many years, that litigation 
with its commercial partner is the last resort. 

Despite any breach of law, distributors can 
retrospectively amend targets to ensure that 
the severe financial consequences that may 
flow from a misleading representation about 
targets does not occur. This is a practical 
commercial resolution.

The alternative to a practical commercial 
resolution is unfortunately litigation. Section 
4 of the ACL works closely with Section 18 
of the ACL which relates to misleading and 
deceptive conduct. To succeed, a Dealer will 
also have to prove it relied on the misleading 
representation, in which case it may be able 
to establish a claim for breaches of section 4 
and 18 of the ACL. The types of orders a court 
could impose include: varying or amending 
the Dealer Agreement or target, declaring all 
or part of the Dealer Agreement void and or 
ordering compensation to be paid.

There are other similar legal claims such as 
unconscionable conduct that may apply but 
which are beyond the scope of this article 
to discuss. Such claims may also require 
consideration but would, of course, be 
dependent upon the particular circumstances 
of a case. 

For further information, contact Vinesh George 
on 0404 077 078 or email vinesh@vsgeorge.com.au

Vinesh George
Company Secretary 
and Legal Counsel, 
AADA | Principal, 
VS George Lawyers
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WE ARE CAR PEOPLE.
WE KNOW TECHNOLOGY.
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SMART EXPENSE MANAGEMENT

FEATURES       Australian Automotive Dealer Association 

In the second of our series, thanks to 
legendary fixed operations trainer and 
consultant, Lloyd Schiller of LloydSchiller.

com, and Brooke Samples of Profit 
Blueprints, Brooke looks at five practices you 
can implement to keep on top of expenses at 
your dealership.

"High Margins cover a lot of 'sins' and make 
it impossible to be efficient because you don't 
need to be." Jeff Bezos, Founder of Amazon.

Probably before Mr. Bezos was born, auto 
Dealers figured out high Gross Profits cover a 
multitude of sins. Instilling processes that will 
keep your expenses in shape when business 
is good and when business is not so good is a 
best practice that will yield great results.

This isn’t about taking the cheapest way out 
– just look what that did for Takata. Smart 
Expense Management weighs your time 
against the expense and the value you receive 
for your dollars.

Most of your expenses show up on your 
financial statement, but there are hidden 
expenses that could cost you thousands of 
dollars every week, plus ones we don’t even 
think about. This article covers five ways to be 
smart about your expenses and ensure you get 
the best value for your hard-earned money. 
I’ve narrowed the types of expenses to four 
categories: Avoidable, Inefficient, Wasteful and 
Necessary.

Avoidable expenses usually show up in the 
policy expense account but could also be 
shortages in the parts inventory. Examine 
these expenses carefully with the purpose of 

“how can we prevent this in the future?” versus 
who is to blame. 

If you are plagued with lot damage, solutions 
can range from adding speed limit signs, speed 
bumps and convex mirrors (under $200) at 
blind corners to changing the lot layout to 
angle parking, including one-way lanes the 
way shopping malls are laid out. 

If you have loaner vehicles or demos and find 
with every vehicle the wheels run into a curb 
or two, consider rim protection. Once the 
vehicle is ready to be sold, just transfer the rim 
protectors to the next vehicle. Your customers 
might just want to buy the rim protectors to 
protect their investment as an alternative to 
tyre and wheel coverage.

Inefficient expenses won’t show up as an entry 
on your financial statement, but could be 
hidden as not utilising your staff to their best 
abilities and their skill set. A tech waiting for 
parts at the Parts Counter is a prime example 
of inefficient use of your staff.

An A-skilled tech generates at least $100 in 
Labour and Parts Gross Profit for a flagged 
hour. By pre-pulling parts, having parts 
delivered to the techs or, in large shops, having 
a ‘parts counter’ in the centre or at both ends 
of the shop could increase the amount of time 
a tech has to spend working on vehicles. 

One Parts Manager in Texas found he could 
pay for an additional counter person when he 
added a counter person to the truck shop. The 
techs are much happier and more efficient now.

Wasteful expenses show up when we spend 
money and there is no benefit to the customer 
or the dealership. Think about paper floor 
mats placed in service customers’ vehicles. 
We should pull them out when we deliver the 
vehicles to the customers, therefore we don’t 
need to buy paper floor mats with our name 
on them. Do as a Ford Dealership in Houston 
doe: a roll of heavy brown paper torn to the 
appropriate length gets the job done for less 
money.

There are necessary expenses – but are we 
the most efficient with them? Electricity is 
an expense  we can’t do without, but are we 
spending those electrical dollars wisely? I 

was surprised to read that only 20 per cent 
of Dealerships have LED lights for their lots. 
The cost for this upgrade is recouped in a 
few years, plus improved lighting showcases 
your vehicles and provides better night-time 
security.

Five ways to be smart about your expenses

1) Watch Your Expenses

Before expenses show up on the financial 
statement as being out of line, a Manager’s 
daily routine should include taking few 
minutes to review and pay close attention to 
expenses. If an account shows a large entry – 
investigate it now; don’t wait until the end of 
the month to find the profits aren’t where we 
thought they were going to be.

2) Bill review party

Even if you pay your bills online through your 
bank or via a company credit card, the bills still 
need to be reviewed. A bill review meeting will 
not cover all of your expenses (bank fees or 
policy expenses won’t show up as an invoice) 
but reviewing the bills is a good start.

Sort the statements and attached invoices 
into categories – necessary expenses, parts 
purchases and services where there could be 
better options. Look for duplicate services – 
can we reduce the number of vendors? Review 
the invoices, check for fuel surcharges; these 
will fluctuate as the price of fuel does, but the 
surcharges shouldn’t be as high as a year ago. 

Question everything…Why are we spending 
this much in overnight delivery fees for finance 
contracts – is there a better way we should be 
processing our deals for funding?

Examine each invoice for the appropriate 
purchase order amount and authorised 
signature. Are the purchase orders issued with 
a dollar amount or are they left blank? A Body 
Shop Manager in Michigan was surprised to 
find a vendor had over-billed him (an extra 
zero to the quantity purchased) when I asked 
him to look at every invoice for a month. The 
invoices went right to the Parts Department 
and Parts shipped it to the corporate 
accounting office – without the manager’s 
signature!!! 

Lloyd Schiller
Fixed Operations 
Consultant

Brooke Samples
President, 
Profit Blueprints, 
LLC
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Best practice: Issue and completely fill out 
purchase orders for all purchases from 
advertising to supplies. If Accounting has to 
contact a vendor for a missing invoice, the 
department manager still has to sign that 
invoice before it is paid. 

I was partial to cutting the cheques from the 
accounts payable schedule before posting 
invoices for the current month. This allowed 
me to see if there were any lone invoices we 
needed to evaluate before they were hidden by 
posting more invoices.

3) Empower your employees

When you empower your employees they feel 
valued. This then improves the employee’s 
level of effort and commitment to ensure the 
department’s and dealership’s success. The 
employees make better day-to-day decisions 
and feel more connected to your vision. This 
also frees a Manager’s time to contribute to 
the department’s success in other areas. Big 
bonus – you can groom future leaders for your 
Dealership!

Train the Accounts Payable person to examine 
the invoices, not just post them. If he/she sees 
duplicate vendors for the same services, have 
him/her speak with the managers to see if we 
can select just one for that service. If there are 
invoices from a new vendor – bring it to the 
controller’s/office manager’s attention. 

Best Practice: Have a limited number of 
vendors and vet each one as carefully as you 

would a wholesale account.

Teams are a great way to build camaraderie 
with employees, besides controlling expenses. 
One or two people from several departments 
will meet as needed and serve on a team for up 
to a year. Those Teams who find savings could 
be rewarded for their efforts. Some possible 
Teams for your dealership:

Go Green Team: Focus on reducing waste and 
operating expenses such as utilities.

Safety Team: These extra sets of eyes can 
help keep your employees safe. When you 
make sure techs are wearing eye and hand 
protection, and the detailers are wearing 
waterproof/slip resistant foot gear you can 
stop your workers’ comp insurance rates from 
creeping up.

Charity Team: With guidance, have the team 
evaluate the charities and decide which will get 
how much.

Benefits Team: This is tricky because there 
are so many federal rules, but a small team 
can disseminate the reasons for the Dealer’s 
decisions on the health care benefits. This 
Team could spearhead a wellness program 
to help keep the healthcare expenses from 
jumping up.

4) Use sub-accounts and schedules

There are several ways to quickly evaluate 
expenses habits. While your financial 

statement limits the number of expense 
accounts (200-300), your DMS can have 
unlimited accounts. Sub-accounts will show 
as one line on the financial statement, but will 
allow you to quickly analyse your spending 
habits. 

One example would be to have different sub-
accounts for advertising: Newspaper, Direct 
Mail, Third Party Leads, Website, Internet, 
Radio, etc. When you want to compare your 
advertising expenses or examine where you 
spent your advertising dollars year-over-year, 
you have the data without a lot of effort. 

Sub-accounts work for accounts when entries 
can come for a variety of sources and you want 
to monitor them. Even sales commissions 
could be broken down to spiffs, bonuses and 
commissions. 

My preference is to expense the commission 
(offset on to salesperson payable schedule) 
when billing the deal and adjust the 
commission expense at the end of the month 
– this helps keep the DOC accurate. Your 
sub-accounts should also be on schedules for 
easy review.

If you don’t want to create sub-accounts, 
schedules sorted by specific control numbers 
can help. (You can have more than one 
schedule for an account.) For Advertising you 
could sort the expenses by vendor number or 
assign a number for the different contributors.
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Invest in the area of your business that makes you money:
> Engage more, sell more
> Retain clients
> Increase your work bay efficiency
> Attract and retain talent

To see how we do it contact our workshop fitout experts today.

p. 1300 577 541www.levanta.com.au

Turnkey workshop fitouts
improve your ROI 

Complete solutions: 
Design, Planning, Project Management

https://levanta.com.au/


5) Use technology

There are a myriad of options to be more 
efficient and save money when it comes to 
technology. Just because making a choice 
could be daunting, don’t let that stop you – if a 
purchase doesn’t meet your needs or a vendor 
is a bad match, learn from that and move on. 

Your Go Green Facility Team could look into 
ways to reduce electric expense: LED lights, 
motion sensor switches, programmable 
thermostats, high-speed service doors and big 
shop fans. 

Improve your employees’ efficiencies by having 
enough bandwidth so they can do their work 
quickly. For a cleaner look and for less money, 
upgrade factory posters or other signage with 
large flat screen monitors.

Third party vendors save you money and time 
when they help your staff be more efficient. 
For every step someone takes in a Dealership, 

there is probably someone selling a solution to 
expedite the task. For example: stocking parts 
and vehicle inventory audits become faster 
when you switch to barcoding. Time is saved 
when you convert a time-consuming manual 
task to a technology-based task.

Miscellaneous best practices:

Have an executive hand out pay cheques/
stubs— ensure all employees are actual 
employees and to say thank you.

If sales spiffs get quickly out of hand, use an 
‘Envelope System’. Set a budget and that is it 
-- here’s your $2,000 for the month, spend it 
wisely.

Have a process to approve purchases. Example: 
Fletcher Jones of Fletcher Jones Mercedes-
Benz knew the dealership could easily afford 
a $500 printer for the finance office, but after 
much discussion they found they could take 
from the accounting office a printer that was 

barely used. Your approval process should 
quantify the cost benefit, the need and if there 
are other solutions.

Plan for major purchases. This allows you 
to budget accordingly and have time to 
make the best decision. Create a calendar for 
reminders to shop for replacement equipment 
(computers every five years) or all insurances.

When you sign a new contract with a 
vendor – like for uniforms – add a date a 
few months before the contract expiration 
date to your reminder calendar to review 
the contract and options. One option is to 
use a Google calendar with an email address 
of (dealername)purchases@gmail.com to 
schedule reminders years in the future. (You 
can forward the email reminders to your main 
email address.)

Regardless of whether business is great this 
year, remains steady or drops down some, 
smart expenses management will always pay 
off in a healthy bottom line.
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THE LINK BETWEEN EMPLOYEE 
ENGAGEMENT AND SUCCESS

On a national level vehicle sales continue 
to rise; however, BDO have noted that 
dealership profits appear to have peaked 

in 2015/2016. Dealers are feeling the impact 
of margin pressures, regulatory changes and 
an increasing cost environment. Couple this 
with the need to adapt to the changing buying 
behaviours of consumers and ‘digitalise’ the 
dealership and it’s a challenging industry to 
make a satisfactory return on investment.

From a workforce perspective BDO is seeing a 
rising employment market across many roles, 
driven by mining and metals, construction, and 
pockets of manufacturing and other industry 
demand across Australia and beyond. Within 
Australia there has been an unusual convergence 
of skills demand in several industries at once, 
increasing the degree of difficulty in the search 
for and retention of talent across several labour 
markets. The mining sector’s inability to pace 
itself, with announcements of major coinciding 
projects, will, in our view, lead to further pressure 
to engage and retain capability going forward.

At Dealer level, maximising key performance 
indicator (KPI) money paid by the Original 
Equipment Manufacturers (OEM) has become 
critical to achieving profitable returns. The 
achievement of this money is increasingly 
linked to ensuring the customer service 

delivery model meets the demands of the 
OEMs and in fact consumer expectations. 
With this in mind, a focus on people within 
the dealership has never been more important. 
Whilst most Dealers assume this purely relates 
to optimising the remuneration structures 
there is, in fact, so much more to ensuring 
success. The focus also needs to consider the 
organisational culture of the business and 
ultimately how you retain talent through 
employee engagement.

What is employee engagement?

Workplace engagement is more than having 
happy employees and goes beyond job 
satisfaction. An engaged employee has an 
emotional commitment to the dealership 
and its goals and gives a greater amount of 
discretionary effort to their work. Many studies 
suggest there are transformative effects of 
high workplace engagement. Implementing 
certain strategies that ensure that your staff feel 
connected, involved and engaged is one of the 
keys to optimising productivity and ensuring 
that the workforce is collectively working 
towards the dealership’s goals.

Employee engagement has become a top 
priority for businesses that want to grow and 
survive in this competitive environment, and 
the automotive industry should be no different. 
Accepting the traditional high staff turnover 
rates within the dealership has to be a thing 
of the past and dealerships need to prioritise 
employee engagement especially for talented 
individuals who could become future leaders 
of the organisation. Dealerships that don’t 
focus on engagement run the risk of high staff 

turnover which has a financial impact, both 
directly and indirectly. Examples include:

Cost of turnover - Direct costs:

• Loss of employee productivity following 
resignation

• Exit administration costs
• Lost productivity resulting from vacant 

position
• Overtime payments or temporary 

staffing costs
• Recruitment and selection costs (e.g. 

advertising, shortlisting, interviewing, 
reference checks)

• New hire administration costs (e.g. IT 
and payroll set-up)

• Onboarding costs
• Training costs (formal and on-the-job, 

including trainer time)
• Disruption to peers and manager (diverts 

skills from revenue generating activities)

Cost of turnover -  Indirect costs:

• Negative impact on staff morale
• Disruption to team (reforming)
• Negative impact on customers
• Damage to the dealerships external 

reputation
• Lost intellectual property and 

institutional knowledge
• Short-term stress on remaining staff who 

absorb workload
• Cost of ‘ramp-up’ time (inconsistency, 

reduced efficiency, reduced quality)

Matthew Cutt
Partner, 
BDO Automotive
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How do you measure employee engagement?

Question: How do you know if you have an 
engaged workforce? Answer: Measure it.

The best example I have seen on measuring 
employee engagement is given by Gallup, a 
global management consulting division. They 
have suggested that there are12 core elements 
that highlight how engaged an employee is, 
and link this back to workgroup performance. 
These 12 questions are:

1. Do you know what is expected of you at 
work?

2. Do you have the materials and equipment 
to do your work right?

3. At work, do you have the opportunity to do 
what you do best every day?

4. In the last seven days, have you received 
recognition or praise for doing good work?

5. Does your supervisor, or someone at work, 
seem to care about you as a person?

6. Is there someone at work who encourages 
your development?

7. At work, do your opinions seem to count?

8. Does the mission/purpose of your company 
make you feel your job is important?

9. Are your associates (fellow employees) 
committed to doing quality work?

10. Do you have a best friend at work?

11. In the last six months, has someone at work 
talked to you about your progress?

12. In the last year, have you had opportunities 
to learn and grow?

Employee engagement needs to be assessed 
so that action plans can be created to help 

improve engagement. BDO’s observation is that 
Dealer groups have been slower to recognise 
the link between employee engagement and 
productivity and can improve in this area, but 
with profits under threat maybe now is the 
time to refocus on the dealership’s largest cost 
– its people.

In conclusion, those who invest in sustainable 
employment practices, training and 
development, building capability and an 
employment brand beyond paying at market, 
may be better placed for what will be a wild 
ride. Factors like work/life balance, corporate 
purpose, internal leadership and operations, 
friendship at work and opportunity to progress 
and develop as an individual in a functional 
team will all play a part with each demography 
of the employee population.

If you feel this article has been useful and you 
would like to discuss further, please feel free to 
get in touch.

http://www.nodifi.com.au


Time for the Series Bosses to be brave 
and think outside the square 

For too long at the elite end of Australian 
motor sport there has been too much 
predictability with race results and, 
correspondingly, for too long the structure of 
the Supercars Board has accepted an agenda 
where the minority strong have dominated 
and the majority weaker teams just continue to 
make up the numbers and seldom advance up 
the performance scale.

In the past decade the Supercars Premiership 
Cup has gone to one team, Triple Eight 
Racing, on 8 of these 10 occasions. In turn, this 
means that over this time cycle this team has 
dominated most of the 250-plus races, thereby 
capturing massive television exposure and the 
flow-on benefits of significant attraction of 
major sponsorship dollars. 

There can be no better way to kill interest in a 
sport than if race after race, the fans and TV 
audiences constantly see the same faces/same 
results.

By stark contrast, over the identical decade, in 
Australia's premium sporting code, the AFL, 
we have seen six different AFL Premiership 
teams on the top step versus three in our 
Series.

There is a reason why our sport has such 
significant constant top-heavy success 
outcomes, and the best way to illustrate this is 
a reality check against the best in the country, 
the AFL model. The AFL, whilst having 
excellent working relationships with their 18 
teams, never leave anyone in doubt as to who 
is running the League with their decisive and 
non-negotiable management style when it 
comes to administering what is best for the 
sport, its fans and an even competition.

This, coupled with independent Board 
members (not team representatives), a salary 

John Crennan
Motorsport Contributor

cap process and a brilliant player talent 'draft' 
system, ensures a much improved even spread 
of team success both during the season and 
with Finals and Premiership opportunities.

With the tail wagging the dog in the Supercars 
Board structure and with the sport not large 
enough to generate enough income from 
media rights and broader series sponsorships 
to enable a major distribution of dividends 
to all teams, our huge variations in the 
teams’ track performances surely demand 
intervention from the Series. 

As an illustration of 'too few winning too 
much' we see a situation at the time of writing: 
with 10 races out of 16 complete, there are 
only two drivers/cars/teams (or 7.5 per cent of 
the field) with any real chance of winning the 
Championship. 

By contrast, with only three games remaining 
in the AFL competition, the fans of 12 clubs, or 
65 per cent of the participating teams, still have 
a competitive chance to play off in the finals.

So how does Supercars change this situation 
of a very uneven field where, so far out from 
season’s end, we basically have a two-horse 
race? At this time of the season there should 
be at least six drivers in the mix for the 
championship.

Getting an independent Board structure 
seems impossible. Getting more Roger 
Penskes involved in our sport to turn around 
struggling teams also seems impossible, as 
does introducing a salary cap in our sport. 

All my experience over 25 years in this 
industry heightens my strongly-held belief as 
to why there are such huge differences in team’ 
performances. It gets down to the team owner/
franchise holder. Show me a top class, high 
calibre experienced motor sport team owner 
and I will show you someone with the rare 
talent in our industry to lead a sports team 
with a canny ability to identify, attract and 
grow outstanding technical, engineering and 
commercial staff. In addition, they have the 
smarts to single-handedly attract outstanding 
sponsors and drivers. 

The enormous disparity we have with results, 
I would suggest, starts with how sagacious or 
otherwise is the team owner in Pit Lane.

After the importance of the team owner/
franchise holder, the next most crucial success 
component in this sport is the driver. The 
best-operated teams not only attract the cream 
as primary drivers but also recruit and pay 
accordingly for the best available Enduro 
drivers.

The Pirtek Endurance Cup with the three 
consecutive big races at Sandown, Bathurst 
and Gold Coast in September and October, 
in Supercars is akin to the AFL Finals Series. 
Here is an idea for the Supercars bosses to 
step up and show the teams they are running 
the sport and are serious about a change that 
will even out the competition as well as add 
more intrigue, more entertainment, more fan 
interest and heaps more television content:

The Pirtek Enduro Driver Draft

1. Remove authority from the teams for the 
selection of the co drivers for the Pirtek 
Endurance Cup and overnight inject 
uncertainty about the chequered flag in 
these highest profile races of the season.

2. Transfer responsibility to the Series for 
both the selection of the 26 Pirtek Enduro 
drivers (plus any wild card entries) and 
have a reverse driver rating ballot of these 
drivers matched to the primary drivers and 
their teams and cars.

3. Any local or overseas driver can apply 
to Supercars to be 'drafted' into the final 
26 co drivers, with entries closing a week 
prior to the first race in Adelaide. The full 
list of applicants would be announced 
live in a special television segment during 
the Adelaide telecast. There would be a 
published set of demanding criteria for all 
applicant drivers to ensure only the highest 
standard of Enduro drivers would apply.

4. Supercars would appoint an expert Driver 
Draft Selection panel. This could be a 
three-person panel of excellent judges who 
know what it takes to compete in these 
three races. Mark Skaife, Tim Schenken 
and Jim Richards spring to mind as ideal 
appointments. The Selection Panel would 
determine the final 26 draftees plus four 
emergencies over the six-week period 
March 1 - April 15.

SUPERCARS MUST EVEN OUT 
TEAM / DRIVER RACE RESULTS
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5. Each of the final drafted 26 drivers and 
emergencies will be required to participate 
in a practice day during May, driving a 
Supercars nominated race car under the 
direction of the selection panel. This test 
would represent the final element in the 
selectors’ process in deciding on their final 
seeding of all co drivers from 1st to 26th, 
plus the emergencies.

6. The final seedings would be announced at a 
special mid-June Foxtel in-studio program. 
The championship order at the midway 
point in the season would see the main 
drivers placed 1-8 in the championship 
being assigned by a ballot with those 
Enduro drivers ranked 26-19.

Those main drivers positioned 9-18 would 
be balloted with Enduro drivers seeded 
18-9, while main drivers 19-26 would be 
assigned the top end ranked 8-1 Enduro 
drivers. The ballot process, live on TV, 
would take on the Melbourne Cup barrier 
draw theme and show the moment live as 
the drafted driver is introduced to his main 
game driver.

7. Each team in the Series would be required 
to make a set financial contribution (as 
they currently do) to ensure a healthy 
Endurance driver fee pool is in place. The 
total pool would be split to ensure those 
drafted drivers seeded 1-8 would be the 
most attractively remunerated down to the 
last eight drivers, who would divide up, say, 
10% share of the pool.

It's easy to think of 10 reasons why it would be 
difficult to make this work but equally there 
are another 20 reasons why it can be done and 
transform our Cup Series. The attached table 
is an example of just how this Enduro Draft 
would revolutionise the Pirtek Cup and also 
potentially add a new dimension to the overall 
Championship results. 

The respective columns in the chart are as 
follows:

Column 1 lists the current primary drivers and 
their position on the Championship Table after 
10 rounds this year.

Column 2 is my rating of the performance/
talent factor of the primary drivers over past 
two years.

Column 3 is the driver each team has selected 
this year to co-drive with their main driver.

Column 4 is my rating of the suitability/talent 
factor of each Enduro driver this year.

Column 5 is the concept example of the Series 
taking this year’s Enduro drivers and ballot 
them per the process noted in No 6 above.

Column 6 is the combination of the rating of 
both the primary and co-driver, and the total 
success potential.

Column 7 is the combination of the ratings 
and success potential if the authority was given 
to the Selection Panel to ballot the Enduro 
drivers with the lowest rating going to the 
highest primary rating.

The difference in the Win potential between 
these two statistical models is profound. 
Clearly in column 6 only seven driver 
combinations this year have a chance of 
winning the Cup (those with a combined 
performance rating of 15-18). If the draft ballot 
idea were to apply and using this year’s drivers 
to make the point, it opens it up to every car 
in the field, where every driver combination 
is tightly clustered around a performance 
potential between 11 and13.

Let's hope the Series can start thinking outside 
the square and inject some much-needed 
tighter competition across the 26 cars in the 
field.

1. Current 
Driver 
Placing

2. JAC 
Driver 
Rating

3. Selected 
Enduro 
Driver

4. JAC 
Enduro 
Rating

5. Draft 
Ballot

6. Current 
Win 

Potential

7. Ballot 
Win 

Protential

McLaughlin 10 Premat 8 Fullwood 18 13

Van Gisbergen 10 Bamber 7 Wood 17 13

Whincup 10 Dumbrell 8 Muscat 18 13

Lowndes 8 Richards 7 Brown 15 11

Reynolds 8 Youlden 7 A Russell 15 12

Coulthard 8 D'Alberto 7 A Davison 15 12

Mosert 9 Moffat 7 Perkins 16 13

Kelly 8 Jacobson 6 D Russell 14 13

Slade 7 Walsh 6 Fiore 13 12

Pye 7 Luff 6 Jones 13 12

Percat 7 Jones 5 Owen 12 13

Tander 7 Pither 6 Rullo 13 13

Winterbottom 7 Canto 6 Webb 13 13

Courtney 6 Perkins 4 Canto 10 12

W Davison 6 A Davison 4 Pither 10 12

Caruso 6 Fiore 5 Luff 11 12

Waters 5 D Russell 5 Walsh 10 11

Le Brocq 5 Webb 6 Jacobson 11 11

Heimgartner 5 A Russell 4 Bright 9 12

Du Pasquale 5 Brown 3 Moffat 8 12

Holdsworth 5 Bright 7 D'Alberto 12 12

De Silverstro 4 Rullo 6 Youlden 10 11

Golding 4 Muscat 3 Richards 7 11

Stanaway 5 Owen 6 Bamber 11 12

Blanchard 3 Wood 3 Dumbrell 6 11

Hazelwood 4 Fullwood 3 Premat 7 11



Real Life Case Study: 37 Leads In One Month

How Many Leads Did You Miss Last Month?

Using the Leads247 system a leading medium sized metropolitan dealer captured 37 vehicle 
enquiries from 19 potential customers in one month - all while the dealership was closed!

What’s more, each potential customer that the system captured cost the dealership less than 
$14.50, and each vehicle enquiry cost the dealership less than $7.50!

Turn your dealership 
into a lead magnet

Leads247 delivers a
steady stream of sales 

leads... even when your 
dealership is closed!

Your Dealership’s 24/7 Lead Magnet

1300 880 057
E info@s21media.com.au W leads247.com.au

Get on board today. Call for a no-obligation demo:
Vanessa Cause, Sales Director

P: (+61) 0499 881 596
E: vanessa@s21media.com.au

Sean Tessier, Business Development Manager
P: (+61) 0401 847 420

E: sean@s21media.com.au

Engage Customer1. Capture Lead3.

Deliver Leads247 Vehicle Summary2.

3
SIMPLE

STEPS TO AN
‘IN-MARKET’ 

LEAD

http://www.leads247.com.au
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MOTOR VEHICLE SALES FALL IN JULY

The Australian motor vehicle industry 
experienced a 7.8 per cent decline in 
sales during July 2018 compared with 

July 2017, according to the latest data released 
by the motor industry’s statistical service 
VFACTS. 

Only four light vehicle sales segments 
produced gains during the lean July in which 
the industry recorded total sales of 85,551, 
down from 92,754 for the same month in 
2017. Passenger car sales fell by 20.2 per cent 
and Sports Utility Vehicles (SUV) by 1.0 per 
cent, although the light commercial segment 
produced an incremental gain of 0.1 per cent 
in comparison with the same month last year. 

Two light commercial vehicles again led the 
market for the month, the Toyota Hilux, 
posting sales of 3,747, and the second-placed 
Ford Ranger with 2,950 sales. 

Going against the general market trend in July 
were sales in the micro car segment (+31.8%), 
small SUVs (+3.4%), 4X4 pick-ups (+6.4%) 
and upper large SUVs (+4.1%). Hardest hit 
by the July decline was the large car segment 
(-56.3%), together with medium passenger 
cars (-31.3%), sports cars (-38.2%) and upper 
large category passenger cars (-46.1%). 

The July fall has seen the total market slip 
below record-setting pace for the first time this 
year. Total sales for the first seven months of 
2018 reached 691,073, which is 0.2 per cent 
below the same year-to-date result for 2017. 

All states and territories, bar Tasmania, felt the 
July decline. New South Wales slipped 9.6 per 
cent, Victoria by 6.3 per cent and Queensland 
dropped 5.8 per cent. The remaining States 
were as follows: Western Australia (-8.1%), 
South Australia (-11.3%), the ACT (-12.2%) 
and the NT (-18.8%). Tasmania’s sales grew by 
5.9 per cent.

Sales to business declined by 9.1 per cent 
during July compared with the same month 
last year, while private sales also fell by 9.0 per 
cent. Rental fleet sales dropped 4.8 per cent but 
sales to government went against this trend 
and lifted 0.3 per cent. 

Toyota was the market leader in July with a 
dominant 19.8 per cent share, followed by 
Mazda (10.4%), Hyundai (8.3%), Mitsubishi 
(6.9%) and Ford (6.4%). The Toyota Hilux 
continued its market leadership and even 
improved its sales on July last year. The Hilux 
led July with 3,747 sales, followed by the 
Ford Ranger (2,950), Toyota Corolla (2,594), 
Mazda3 (2,443) and Mazda CX-5 (2,233).

Key points: 

• The July 2018 market of 85,551 new 
vehicle sales is a decrease of 7,203 
vehicle sales or -7.8% on July 2017 
(92,754) vehicle sales. July 2018 (26) had 
the same number of selling days as July 
2017 and this resulted in a decrease of 
277 vehicle sales per day. 

• The Passenger Vehicle Market is down 
by 7,425 vehicle sales (-20.6%) over the 
same month last year; the Sports Utility 
Market is down by 354 vehicle sales 
(1.0%); the Light Commercial Market 
is up by 19 vehicle sales (0.1%); and the 
Heavy Commercial Vehicle Market is up 
by 377 vehicle sales (12.7%) versus July 
2017. 

• Toyota was market leader in July, 
followed by Mazda and Hyundai. Toyota 
led Mazda with a margin of 7,995 vehicle 
sales and 9.4 market share points.

Watch a demo at booth # 9
or call Mark on 0412 847 172.

organiseit
Find every document every time.

There’s a much better way to
store & search documents.

Discover how at the AADA Convention.
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WHAT IS INDUSTRY SPECIALIST MENTORING 
FOR AUSTRALIAN APPRENTICES?

FEATURES       Australian Automotive Dealer Association 

The Australian Government has 
recognised a decline in apprenticeships 
and has committed to a mentoring 

program designed to deliver support to 
Australian apprentices. This program is 
available to eligible apprentices and provides 
additional support throughout the first two 
years of their apprenticeship, with the goal of 
assisting in retention and completion. 

Mentors are employed into the program as 
automotive industry professionals and can 
support Australian apprentices through 
expert advice on career options, pathways 
and skill development requirements within 
the automotive industry. They aim to provide 
specialised technical advice with regards to 
career, pathway advice relevant to the changing 
nature of work within the industry and 
personal areas of interest. 

Mentors also give support with technical 
skills training and referral to other forms of 

support where the eligible apprentice is facing 
personal issues that are causing or likely to 
cause barriers to retention and completion of 
training.

How will the ISMAA program help me 
retain my apprentice?

This program aims to identify apprentices 
who are at risk of discontinuing their 
apprenticeship so that tailored support can 
be provided. An Individual Mentoring Plan 
is created for each apprentice. This contains a 
time and goal-oriented approach to assisting 
apprentices address the barriers they may be 
facing to completing their apprenticeship. 

We have specifically tailored this program to 
improve the retention of apprentices within 
the automotive industry throughout the 
first two years of their apprenticeship. This 
improves the likelihood that each apprentice 
will complete their apprenticeship in a manner 
that complements their in-training support.

Our apprentices are constantly facing 
challenges. This program provides a measured 
approach to advice on career pathways, 
motivation, confidence, technical skill 
development, workplace support, how to 
ask for support from family/partner/friends, 

periods of personal or financial difficulty and 
workplace issues.

An industry in decline, but change is coming

Apprenticeships Are Us is a Not for Profit 
Organisation and registered Group Training 
Organisation specialising in the automotive 
industry. For over a decade we have operated 
in the industry for the industry. We are 
committed to seeing this industry flourish and 
applaud the Australian Government’s efforts 
to provide Industry Specialist Mentoring 
for Australian apprentices in the automotive 
industry.

Michael Wentworth
Chief Executive Officer at 
Apprenticeships Are Us

http://www.permagard.com.au/divisions/automotive.html 
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FASTER QUOTES TAKES PARTS SALES TO THE 
NEXT LEVEL

Faster Quotes is used by Penfold 
Motors Melbourne, who are extremely 
impressed by its fast and efficient 

method of preparing accurate parts 
quotations, which has helped push the Parts 
side of their business up to the next level.

Parts Dealers – listen up! Some spare parts 
departments have let us in on a nifty little 
secret that has been instrumental to their Parts 
departments being some of the most efficiently 
run in Australia – utilising Faster Quotes.’

The new Faster Quotes system allows you to 
prepare accurate parts quotations, track the 
quantity and value of quotes, and see which 
quotes are then converted into sales.

The most important function of the Faster 
Quotes system is the reporting element. A 
quick search of monthly parts sales in your 
franchise will show you what products sell the 
most and how often, which is invaluable for 
managing stock effectively.

Dealerships that give their customers access 
to produce their own quote free up the phone 
lines. Not as many spare parts personnel 
are required to man the phones, and Parts 
departments have more time to efficiently run 
the Parts side of the business.

The Faster Quotes system also allows you 
to upload documents, such as PDF files 
or images, and attach them to specific 
part numbers, providing you with tailored 
information and key points when quoting.

Plus the system’s flexibility is also a great 
benefit, with the ability to control who has 
access to your Faster Quotes account and 
users. It allows you to invite your loyal 
customer base to access your Faster Quotes 
system even after hours, when customers have 
more free time to create and submit estimates 
for their work providers.

On top of all that there’s no head-scratching 
required, as it is a straight-to-the-point 

and simple-to-use parts quotation system, 
designed as a professional tool for new OEM 
parts management to provide parts personnel 
fast quotations for ‘request for parts’ enquiries.

Faster Quotes is an Australian-owned and, 
more importantly, created for Australian OEM 
new spare parts operations, addressing the 
requirements of the Spare Parts divisions of 
Australian dealerships.

Faster quotes helps improve dealership 
productivity, profitability and customer 
satisfaction.

For further information contact Chris Lockhart 
at info@motex.com.au or on 0417 112 429.

Become the top-rated 
dealership in your area

LEARN MORE AT PODIUM.COM

Messaging, insights, and reviews that integrate with your DMS. 

http://www.podium.com
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AUTONOMOUS LUXURY SEGMENT TO GROW

The autonomous vehicle market for the 
luxury segment will grow significantly 
in the next decade, and exponentially 

after that, according to a report.

The Markets And Markets report titled 
"Autonomous Vehicle Market for Luxury 
Segment by Body Type (Sedan/Hatchback 
& SUV), End User (Personal Mobility & 
Car Sharing), Fuel Type (BEV, Hybrid, ICE, 
& FCEV), Component (Radar, LiDAR, & 
Biometric Sensors) and Region - Global 
Forecast to 2030", projects the global luxury 
autonomous vehicle market to reach 27,906 
Units in 2025, and 126,774 Units by 2030.

“The market is principally driven by the need 
for a safe, productive, and efficient driving 

experience and growth of connected vehicle 
technology,” the report summary says.

The increasing demand for luxurious features 
in vehicles such as luxury interior, lounge, 
and visual and acoustic signals for greater 
safety would also drive the growth of the 
autonomous vehicle market for luxury 
segment.

Sedan/Hatchback segment to hold the 
largest share of the autonomous vehicle 
market for luxury segment, by body type

The increasing demand for luxury vehicles and 
ongoing testing of autonomous vehicles using 
sedan/hatchback cars will contribute to the 
growth of the autonomous vehicle market for 

luxury sedan/hatchback segment. Car sharing 
is expected to have a bigger market than 
personal mobility.

The sedan or hatchback cars would be 
preferred for car sharing as they have greater 
fuel efficiency than SUVs. Hatchback cars are 
relatively cheaper than other cars and have 
therefore witnessed the maximum demand in 
developing countries.

Battery Electric Vehicle (BEV) to acquire the 
largest market share in fuel type

BEV is estimated to hold the largest share 
of the autonomous vehicle market for 
luxury segment, by fuel type. Stringent 
emission norms, environment safety, vehicle 
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electrification, and government regulations 
are expected to boost the market for BEV 
autonomous luxury vehicles.

The market for BEV autonomous luxury 
vehicle would also get a substantial boost 
with the development of a dependent and 
innovative battery technology.

North America: The largest market for 
the autonomous vehicle market for luxury 
segment

North America is estimated to account for 
the largest share, in terms of volume, of 
the autonomous vehicle market for luxury 
segment. The region comprises developed 
economies including the US and Canada.

“Developed economies have seen an increase 
in vehicle production volumes over the years, 
with OEMs catering not only to the domestic 
demand but overseas demand as well,” the 
report says. 

“Sustainable government regulations, demand 
for luxury vehicles, rising purchasing power, 
and concerns about increasing number of road 
accidents are the key factors that will drive 
the autonomous vehicle market for luxury 
segment in the region.”

The report analyses all major OEMs and tier 
I suppliers in the autonomous vehicle market 
for luxury segment. Daimler (Germany), 
BMW (Germany), Tesla (US), and Audi 
(Germany) are some of the leading OEMs in 
the autonomous luxury vehicle market.

The report also discusses the tier 1 suppliers 
such as Robert Bosch (Germany), Continental 
(Germany), Denso (Japan), and Delphi (UK).

The autonomous vehicle market for luxury 
segment, in terms of volume, is projected 
to grow at a compound annual growth rate 
(CAGR) of 35.35% from 2025 to 2030. 

“The rising concerns about vehicle safety and 
security have accentuated the need for the 
development of autonomous vehicles,” the 
report says.  

“Factors such as an increase in disposable 
income, the rise in purchasing power and 
changing buyer preferences have fuelled the 
market for luxury and premium cars, which 
are in turn expected to drive the autonomous 
vehicle market for luxury segment.”

SUV is projected to be the fastest-growing 
segment of the autonomous vehicle market for 
luxury segment, by body type. Continuously 
increasing sales of luxury SUVs will drive 
the market growth of this segment. Also, the 
continuous increase in the preference for SUVs 
and off-road driving practices is expected to 
contribute to the growth of the autonomous 
SUV vehicle market for luxury segment.

The autonomous vehicle market for luxury 
segment has been segmented by fuel type into 
battery electric vehicle (BEV), hybrid (HEV 
and PHEV), internal combustion engine 
(ICE), and fuel cell electric vehicle (FCEV). 
BEV is estimated to be the fastest-growing 
segment of the autonomous vehicle market 
for luxury segment, by fuel type. Research and 
development for an innovative battery source, 
OEM initiatives, favourable government 
regulations and zero emission advantage 
would drive the growth of BEV autonomous 
luxury vehicles.

North America is projected to dominate 
the autonomous vehicle market for luxury 
segment, by volume, in 2025. The large 
customer base and high disposable income 
of end-users in the region have fuelled the 
demand for high-end vehicles, which has in 
turn resulted in increasing R&D innovations 
by local and international automotive 
OEMs. Sustainable government regulations, 
increasing demand for luxury vehicles, rising 
purchasing power and concerns of increasing 
number of road accidents are the key factors 
that will drive the autonomous vehicle market 
for luxury segment in this region.

The lack of infrastructure is the key restraint for 
the growth of autonomous luxury vehicles. The 
autonomous vehicle market for luxury segment 
requires basic infrastructure, such as well-
organized roads, lane marking and availability 
of GPS, for effective functioning. The lack of 
infrastructure in developing countries could 
make it difficult to achieve a common platform 
for autonomous luxury vehicles.

BMW (Germany) is a leading manufacturer 
of luxury cars. The group comprises brands 
such as BMW (Germany), MINI (UK), and 
Rolls-Royce (UK). The company’s strategy 
has shifted from manufacturing premium 
automobiles to providing premium mobility 
and mobility services. Along with its partners, 
BMW is working on standards, platforms 
and a back end for the future of automated 
driving. BMW has collaborated with Intel 
(US) and Mobileye (Israel) to develop a new 
series of fully automated prototype vehicles. 
The company has developed products such 
as DriveNow, ReachNow, ParkNow and 
ChargeNow for mobility services that would 
be used for autonomous vehicle segments.

For Industry Expertise You Can Trust!

•In-House Dealership Consulting
•Dealership Buying/Selling

•Business Valuations

CONTACT US TODAY FOR YOUR FREE INITIAL CONSULTATION!
John Mihelakis - p: 0431 110 774  e: john@citywideconsulting.com.au  w: citywideconsulting.com.au

Our professional advice will help you negotiate 
your business purchase or sale with confidence.

http://www.citywideconsulting.com.au
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MORE THAN A MILLION HAVE USED NEW 
AIRBAG SAFETY WEBSITE

More than one million Australians have 
taken advantage of the new website 
designed to let them know whether 

their vehicle’s airbag inflator is affected by the 
Takata recall.

The www.IsMyAirbagSafe.com.au website, 
launched on 29 July, was developed as a simple 
tool for the Federal Chamber of Automotive 

Industries (FCAI) and its member companies. 
Visitors to the site enter their state and 
registration number to check if their vehicle is 
affected.

In the largest advertising campaign the FCAI 
has conducted on the industry’s behalf, 
the custom-built product was supported 
by a national advertising campaign across 

newspapers, television, radio and digital 
media. 

In the first week of the site going ‘live’, 769,841 
discrete visitors to the website performed more 
than 1.23 million registration checks. More 
than half the visitors used mobile devices.

Of those who visited the site and checked 
on the status of their vehicle’s airbag inflator, 

New Innovations, New Opportunities!

Identify & sell more repair work Turn conversations into sales Sell more wholesale parts

 

Let me find the part

No problem

I have it here for $9.24

Is there anything else you 
need for the repair?

Yes, I also need the hose 
gasket 8255

IFTCR10UXTPA78180
Ford Motor Company

   Contact us today: 1800 810 103                                www.infomedia.com.au

See us a
t  

AADA Booth
 #
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around one in nine were found to be affected 
by the Takata recall and went on to receive 
advice about their next steps directly from 
their vehicle brand.

More than 5,000 people also used the text-
based service, which allows users without 
access to the internet to text the word 
TAKATA to 0487 247 224 and receive advice.

FCAI Chief Executive, Tony Weber, said the 
strong response was pleasing and, anecdotally, 
there was strong awareness around the 
advertising campaign with its simple, 
provocative, “Don’t Die Wondering” tagline 
and its haunting theme music.

“We’re pleased how the public has responded 
to this important safety message and it is 
interesting to note that a large proportion of 
the website visitors are checking more than 
one vehicle,” Mr Weber said. 

“The campaign was designed specifically to 
both raise public awareness of this issue and to 
motivate vehicle owners to use our web tool to 
deliver a quick and easy answer.

“There are just over 3 million vehicles across 
Australia affected by the Takata recall and the 
industry is now about halfway through that 
task. There’s a lot of airbag inflator replacement 
work going on in dealerships right around the 
country.”

The Takata airbag recall awareness campaign 
began on radio in late August, going out into 
regional areas around the country. 

“The key message is the same: check your 
vehicle,” Mr Weber said, “And if you are 
contacted by your brand about the recall, it’s 
vital that you act promptly on that advice.”

The Takata airbag recall is a seemingly never-
ending saga, affecting more than two million 
cars in Australia and around 100 million 
vehicles worldwide. 

The airbags, which have a defective inflation 
device – meaning they are liable to shoot out 
metal fragments when the airbag deploys – 
have been implicated in 23 deaths across the 

globe, as well as hundreds of injuries. 

A 21-year-old woman became the first 
Australian victim in April last year, when 
she was seriously injured after her defective 
airbag malfunctioned when it deployed in an 
accident in Darwin, projecting a fragment of 
metal into her head.

Throughout this recall campaign the industry 
has acted with the utmost concern for the 
safety of vehicle owners and will continue to 
do so.

Solid service that delivers.

Here’s how we deliver for you:
• Modern fleet operated by experienced drivers.
•  We are reliable, efficient and committed to safely transporting motor vehicles.
•   Conveniently located depots in NSW, VIC, ACT, QLD and SA.

At Carways, we stand behind our dedication to  
delivering the best car transport solutions in Australia.

Contact us on 1300 227 929  
or visit carways.com.au

http://www.carways.com.au


YOUR ONLINE BUSINESS BOOSTER

SPREAD
THE

WORD

SNAP21 WORKS!

Act now - call Vanessa Cause on +61 (0) 499 881 596

...AND BOOST
YOUR ONLINE
REPUTATION

Did you know that your online 
reputation is your dealership’s 
biggest asset?

Before buying a car most customers are 
now referring to social media and Google 
before making an important decision.

Without a positive online reputation you 
could be missing out on hundreds of new 
car sales and lost service opportunities.

Snap21 creates a constant fl ow of 
reviews and shares across multiple social 
platforms from your satisfi ed customers.

“Phillippe and Lachlan who we spent most time with 
were both exceptional representatives of your business 
and treated us very well. We were even greeted by the 
owner of the business too. The whole experience made 
us feel very important and valued, even though we only 
bought a bottom of the range Mazda2...”

Actual Snap21 Review by Grand Prix Mazda Aspley Customer.

OF CUSTOMERS 
LEAVE AN ONLINE 
REVIEW ACROSS 
MULTIPLE PLATFORMS53

OF CUSTOMERS 
SHARE THEIR 
REVIEWS ON THEIR 
SOCIAL MEDIA SITES32
OF THOSE 
CUSTOMERS CLICK 
THROUGH TO 
GOOGLE REVIEWS27

Prospective customers will read 
your reviews across 7 platforms 

including social media! Your 
Website

www

Twitter

www

Branded 
Microsite

www

Pinterest

www

Facebook

www

Google 
Plus

www

Google 
Reviews

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

http://www.snap21.com.au
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A MASSIVE 'THANK YOU' TO OUR CONVENTION 
SPONSORS FOR THEIR ONGOING SUPPORT!

National Dealer 
Convention & 
Expo 2018

SUPPORTING ASSOCIATIONS

Motor Trades Association 
Western Australia

Motor Trades Association  
New South Wales

Motor Trades Association 
Queensland

Motor Trades Association 
South Australia

Tasmanian Automobile 
Chamber of Commerce

Victorian Automobile  
Chamber of Commerce

Motor Trades Association  
Northern Territory

Federal Chamber of 
Automotive Industries

GOLD SPONSORS:

PRINCIPAL SPONSORS:

PLATINUM SPONSORS:

Reviews  •  Social Media  •  Reputation Intelligent After Hours Engagement

SUPPORTING 
INTERNATIONAL 
ASSOCIATIONS

China Automobile 
 Dealers Association

Brazil Automobile 
 Dealers Association

Automotive Dealer Day 
Conference, Verona, Italy

National Automobile 
 Dealers Association

DealerCell



GET A SNEAK PREVIEW OF AUTOTRADER AT 
CONVENTION
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Many Australian Dealers would be 
very familiar with the Autotrader 
name. Autotrader has been the 

cornerstone of car buying and selling in the 
US for over 20 years. Leading the way in 
online car shopping, the brand has decades 
of experience helping consumers decide 

which car to buy and where from, driving 
continuous retail activity for dealerships.

The good news for Australian Dealers is that, 
in October, Cox Automotive Australia will be 
launching Autotrader into our market.  

The brand new local Autotrader site has been 
built from the ground up and developed in 
consultation with Australian Dealers. One of 
the site’s key principles is a commitment to 
bringing increased transparency to the car 
buying process for consumers. Autotrader’s 
goal is to create an automotive marketplace 
where both Dealers and consumers win. It will 
do this with innovative new features designed 
to create more informed buyers and sellers, 
aimed at removing as much friction as possible 
from the sales process.

Autotrader will be using the AADA National 
Dealer Convention to give Dealers a first taste 
of what’s to come with this all new platform. 
Their presence at the event will be within the 
broader Cox Automotive stand. They’ll also be 
hosting, on the second night of the convention, 
a one-hour event that will include a ‘teaser/
update’ presentation regarding the local launch 
of Autotrader.

For those Dealers who can’t make the AADA 
National Dealer Convention & Expo 2018, 
don’t worry. The Autotrader Dealer sales team 
will be in contact in the weeks leading up to 
the launch. More information will be supplied 
about the site launch and how Autotrader will 
work hand-in-hand with CarsGuide to provide 
increased value for Dealers.

http://www.autotrader.com.au


Visit Manheim on the Cox Automotive  
stand at the AADA Convention

LET US HELP YOU  
MANAGE YOUR USED 
VEHICLE OPERATIONS

For more information call  
Shane Taylor on 0418 343 499

Our experienced team members can discuss how we can help you:
 •  Buy the right stock profile for your dealership, in our lanes  

or online via our Simulcast app
 •  Value your stock and quickly and easily move on surplus 

vehicles to auction
 •  Use our ‘RealVal’ valuation tool to value trade-ins  

and do more deals

MANHEIM IS THE ANSWER FOR MANAGING 
YOUR USED VEHICLE INVENTORY
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Acquiring stock or moving on wholesales 
can be done quickly and easily through 
Manheim

Manheim’s business has been built to 
meet the remarketing needs of the 
automotive industry, and dealerships 

in particular. Having partnered with large 
Dealer groups and independently owned 
operators alike, Manheim’s end-to-end 
disposal and purchase processes deliver proven 
results.

Manheim can help Dealers:
• quickly and easily acquire the right 

stock profile for your dealership
• bring independence and transparency 

to your wholesale transactions
• develop a consistent and independent 

valuation 
• maximise wholesale resale values and 

receive rapid payments
• save valuable storage space 

Source the right stock

With more than 80 in-lane and online auctions 
each week, at Manheim you can easily find the 
right cars for your used vehicle department. 
Using the ‘Simulcast’ app you can make your 
purchases on your phone, saving you time by 
not having to attend a physical auction.

Manage wholesales

Manheim can manage the disposal of 
unwanted vehicles and take care of every aspect 
of the sales process. They can arrange transport, 
repairs and detailing, and manage the sale of 
your vehicles according to your needs.

Manheim’s online system provides a totally 
transparent and fully auditable wholesaling 
solution. Dealers set the reserve prices for 
their cars and can track sales results from the 
comfort of their office. 

With weekly auction cycles around the country, 
Dealers can move on unwanted vehicles simply 

and conveniently. With payments made within 
48 hours of the receipt of funds from the 
purchaser, Dealers can quickly turn unwanted 
stock into cash.

RealVal

By partnering with Manheim, Dealers 
also receive exclusive access to their online 
valuation tool, RealVal. RealVal is a fast and 
simple valuation tool which can be used on a 
PC, laptop or mobile device.

RealVal provides individual auction valuations 
based on a specific vehicle, taking into account 
its condition and specifications. A paperless 
valuation solution, it also includes a fully 
automated ‘push to auction’ facility. When a 
Dealer selects this option, including transport 
requirements, Manheim takes over and 
manages the process. 

For more information, call Shane Taylor on 
0418 343 499.

http://www.manheim.com.au


DEALER SOLUTIONS - POWERING AUTOMOTIVE 
PARTNERS TO CONNECT WITH CUSTOMERS
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With a renewed core focus of powering 
their automotive partners to connect 
with their customers, Dealer 

Solutions is continuing to grow as a key player 
in the local industry. 

Dealer Solutions was established over two 
decades ago and is now part of Cox Automotive, 
one of the world’s largest providers of automotive 
solutions and services, with operations, clients 
and consumer markets all over the world. 
With expanded resources and new leadership, 
Dealer Solutions has been strategically releasing 
a stream of intelligent products that enable 
manufacturers and dealerships of all sizes to 
increase their bottom line. 

Their recent launch of Australia’s most 
advanced dealership website platform 

and LUXE, their new photography digital 
backgrounds, are tangible examples of the 
more innovative and customer-focused 
approach Dealer Solutions has adopted.

The proof is in the pudding and customer 
feedback has been highly complimentary.  
Helaena Vourazelis, Customer Relations 
Manager at Eagers Mazda, said, “I cannot 
express how much I love the support Dealer 
Solutions offer their clients. From answering 
trivial questions to teaching you how to create 
website pages yourself within their dashboard, 
I have never found another website provider 
to be so accommodating and prompt. The 
dashboard setup is very user-friendly and if 
you are unfamiliar with the way website pages 
work, their team are also happy for you to 
submit a request or even give them a quick call 

– and nothing is ever too hard! Just wonderful! 
Not to mention the amazing pricing they have 
on offer!” 

From inventory management, the latest 
on websites, a fully functional Dealer 
management system, professional 
photography to digital advertising that 
automatically connects inventory to your 
vehicle buyers, Dealer Solutions has all 
dealerships’ needs covered, regardless of their 
size, to make intelligent choices and take 
control of their business.

Visit the Dealer Solutions team at the Cox 
Automotive stand at the AADA National 
Dealer Convention & Expo 2018to find out 
more about their expertise and how they can 
help you to connect with your customers.

http://www.dealersolutions.com.au


KBB.COM.AU

See Xtime on the Cox Automotive 
stand at the AADA Convention to 
find out more

Call: 1800 098 463 
Email: sales.australia@xtime.com

Book more appointments 
Drive higher retention

Xtime creates  
the ultimate service  
experience in  
automotive dealerships

DON’T BE LEFT BEHIND IN THE BATTLE FOR 
POST-SALE LOYALTY
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Xtime helps Dealers book more appointments 
and drive higher retention

In Australia and right around the world, 
digital-driven Dealers are winning the battle 
for post-sale loyalty. Savvy Dealers understand 

that connecting with customers on their terms 
can help them improve service retention and 
boost revenue. With increasing pressure on 
new and used vehicle margins, it has never 
been more important to learn how to maximise 
profitability from your service department.

Xtime, a Cox Automotive company, has been 
working with OEMs and Dealers in Australia 
and worldwide, to help them win this battle. 
Xtime transforms the way car owners experience 
service in franchise dealerships. The company 
is the exclusive or preferred provider for 29 
major global automotive manufacturers in the 

United States, Canada, Europe and Australia, and 
services over 8,000 dealerships. 

Consumers around the world now have more 
choices than at any other time in history, and 
their choices in automotive are no different. 
Xtime helps Dealers offer a leading consumer 
retail experience, working with service 
departments to increase revenue through 
increased loyalty. Workshop participants can 
learn why the service experience matters so 
much and how your service teams can reshape 
the customer experience to meet, if not exceed, 
rising consumer expectations.

Research released by Xtime in the US 
reinforces the importance of why the service 
customer experience matters and how a service 
department can use digital technologies and 
process improvements to reshape it. The 

company has found that 23 per cent of customers 
book their service visits online, outside of a 
dealership’s business hours. Xtime’s analysis 
found the connection between online scheduling 
and customer loyalty compelling. 

“Consumers today are accustomed to an always-
on environment, and dealerships need to adapt 
to meet those demands if they hope to deliver 
superior customer service,” said Jim Roche, 
Vice President, Marketing & Managed Services, 
Xtime. “Online scheduling and technology-
enabled driveway processes are highly effective 
ways to meet customers on their terms.”

To find out more, visit xtime.net.au or come and 
see Xtime on the Cox Automotive stand at the 
AADA National Dealer Convention & Expo 
2018. Xtime will be exhibiting with fellow Cox 
Automotive brands Autotrader, Dealer Solutions 
and Manheim.

http://www.xtime.net.au
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VISIT COX AUTOMOTIVE  
AT THE AADA CONVENTION 

Speak with team members from Cox Automotive at the 
AADA Convention, to find out how we can provide integrated 
solutions via our brands, throughout the retail and wholesale 
life cycle of a vehicle.

Cox Automotive is committed to helping Australian dealers 
sell more new cars, sell more used cars, retain and grow 
service customers and improve their overall trading.

For more information email pr@coxautomotive.com.au

KBB.COM.AU

INVENTORY

SALES

MARKETING

SERVICE

http://www.coxautoinc.com.au


It’s time to turn up 
the Power...

Personalised check-in

Time & cost savings

Image capture feature

Minimise data entry

Increase aftersales profits

Enhance customer experience

1300 007 925
pentanasolutions.com

info@pentanasolutions.com

“

of our 
customers 

would 
recommend 

eraPower.

94%

     Based on 
our Customer 

Satisfaction 
Survey, 

“

INTRODUCING SERVICE CONCIERGE

Visit us at the AADA Convention 
for an interactive 

eraPower Apps Demonstration

BOOTH 
51,52
55,56

http://www.pentanasolutions.com/modules/view/erapower-apps-service-concierge


automotivedealer.com.au  |  SEPTEMBER 2018  |  59

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

CONVENTION SPONSOR FEATURE       Australian Automotive Dealer Association 

SUSTAINED GROWTH IN DMS SOLUTIONS 
WITH PENTANA SOLUTIONS
eraPower DMS

Pentana Solutions’ core Dealer 
Management Software (DMS), 
eraPower, continues to transform 

dealerships. eraPower was designed and 
developed to be intuitive and flexible while 
offering reimagined functionality that 
increases dealerships’ profitability, reduces 
costs and improves efficiency across their 
business.

eraPower is a powerful DMS and is currently 
live in 196 dealerships, with another 145 
dealerships scheduled for implementation. 
In their recent customer satisfaction survey 
94% of eraPower users stated that they would 
recommend Pentana Solutions. 

Jamie McKnight, Dealer Principal of West End 
Mazda said, “eraPower has become an integral 
part of our business, arming my staff with 
valuable facts when in front of our customers 
and delivering a better customer experience. 
In the showroom, an easy process to follow 
and an easier system to learn for new staff has 
delivered benefits. The ability to use mobile 
devices, such as tablets, across the business, as 
well as photos, are great enhancements.”

“West End Mazda look forward to continuing 
to work closely with Pentana Solutions as 
business partners with future developments 
and enjoying the benefits we expect they will 
continue to deliver to our business.”

Introducing eraPower Apps

Pentana Solutions’ investment in 
Research and Development result in 
their first new release of eraPower 

Apps, Service Concierge. These eraPower 
apps seamlessly integrate with their eraPower 
DMS, eliminating the need for double 
handling and lengthy processes. 

Service Concierge, an interactive mobile 
application will revolutionise your dealership 
and customer engagement by providing speed, 
accuracy and consistency across your Service 
Department.

CD Motor Group Dealer Principal, Cameron 
Doidge, said the customer experience has 
significantly improved with customers greeted 
and their services explained at the service 
driveway, thus providing them with better 
visibility and transparency. 

“Service Advisors at ground level were 
impressed with how easily customers, vehicles 
and appointments data were accessible via 
their tablet, and the speed with which the app 
changed between screens, resulting in minimal 
wait time for customers,” he added.

Other eraPower apps that will be released later 
this year include: Loan Car and Test Drive. 

The future with Pentana Solutions

Pentana Solutions’ focus on providing 
DMS solutions in one place is clear. 
They have also partnered with 

numerous Australian and international 
industry suppliers on an open integrator 
platform to bring to their customers the 
highest level of innovation.

With a global footprint spanning more than 
50,000 users, Pentana Solutions is committed 
to sustained growth through the provision 
of leading edge solutions to the automotive 
industry. 

Through these partnerships and Pentana 
Solutions’ strong connections with OEMs, 
there is no doubt that Pentana Solutions’ 
approach to technology and product 
development benefits their broad dealership 
network. 

In the age of automotive disruption, traditional 
business models and practices are under 
threat, which means automotive OEMs 
and dealerships need to be ready to adapt. 
Pentana Solutions is therefore committed 
to continuously be at the forefront of DMS 
solutions in supporting their customers to 
remain relevant in this fast-paced world. 

Pentana Solutions’ CEO, Steve Kloss, said, 
“Our ongoing commitment to drive success 
through innovation means we will continue 
to provide our customers with the latest 
cutting edge software and technology needed 
to operate their businesses in profitable and 
efficient ways.”

For more information about Pentana 
Solutions’ new eraPower Apps and how you 
can transform your business with the most 
powerful DMS, contact Pentana Solutions: 
info@pentanasolutions.com or visit Pentana 
Solutions stand at the AADA Convention. 



Pop by the carsales booth to learn more about today’s empowered car buyer.
Let us help ensure you are there in the moments that matter.

Sound familiar?

 Empowered.
  Curious.
      Impatient.
  On-the-go.

Australia’s no.1 for cars
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WHY UNDERSTANDING YOUR BUYER IS THE 
BEST POINT OF DIFFERENCE

We all know how competitive the 
automotive landscape in Australia is. 
There are over 50 brands represented 

in this market, all clamouring for a point 
of difference over the others. while Dealers 
are simply trying to make conversions at the 
other end of the sales funnel, despite having 
to deal with less than ideal margins.

Are you driving the market or being driven 
by it?

More and more, the businesses that have a 
deep understanding of the Australian car 
buyers are the ones rising above the pack. 
There are boundless amounts of intel and 
information available to Dealers, but making 
sense of it and putting it into an action plan is 
something else entirely.

Four distinct stages of the path to purchase

Last year, carsales released a groundbreaking 
new research piece titled “The Journey 
to Vehicle Ownership”, the result of close 
collaboration with leading research firm 
IPSOS.

Designed as the most comprehensive mapping 
of the Australian consumer’s path to auto 
purchase to date, “The Journey to Vehicle 
Ownership” will play a crucial role in helping 
Australian Dealers and OEMs better navigate 
the increasingly technology-driven landscape 
and better meet the needs of a generation of 
digital-native Australian consumers.

The research uncovered that consumers 
experience four distinct stages on their path 
to purchasing a new vehicle – one fewer than 
when similar research was undertaken in 2013 
– and that digital media plays a crucial role 
throughout their journey to vehicle ownership.

Digital sources are used to research and 
cross-reference information as well as to gain 
a broad understanding of the market. To boot, 
the dealership experience plays a role as a key 
resource for consumers earlier in the purchase 
journey than it did in 2013.

Behavioural targeting 

Coupled with this, carsales undertook an 
internal research piece about the specific 
groups of people who undertake the journey 
to vehicle ownership. After making 160 
million behavioural observations of 1 million 
carsales.com.au users, they were merged with 
ABS data from 8.3 million Aussie households 
to create the carsales Communities. The final 
Communities are 10 groups of 22 segments 
spanning the four stages of the auto purchase 
journey, offering hundreds of ways of targeting 
the right person with the right message at the 
right time.

These are just two examples of how Australia's 
number one auto classifieds site can empower 

you to ensure your brand is at the forefront of 
a buyer’s consideration when they are making 
key decisions on the path to purchasing their 
next vehicle. Your carsales Performance 
Manager is just one example of someone 
who can help you put together a holistic 
plan to suit, based on the sell process at your 
dealership.

Using insight such as the ones outlined above 
in conjunction with other data sources, such 
as market intelligence and pricing tools, 
other consumer insight data and a selection 
of different channels, you can stay ahead of 
the curve. The trick then is to line up that 
experience with your dealership’s process to 
ensure you are relevant at every key stage.
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THE PERFECT COMBINATION OF PERMANENT SUPER GLOSS  
AND EXTREME DURABILITY.

BEAUTY 
MEETS 
BEAST.

VEHICLE PROTECTION BRILLIANCE AT ITS BEST. UNMATCHED.

COME AND SAY HI TO US AT THE AADA EXHIBITORS PRECINCT.

motorone.com

http://www.motorone.com/about-us/info-centre/protektiv-hydro-surface-coatings


automotivedealer.com.au  |  SEPTEMBER 2018  |  63

EXPERIENCE, RELIABILITY AND TRUST

Last year this article was positioned 
around the importance placed on 
MotorOne’s most important asset: our 

customers. Suffice to say that in this regard 
nothing has changed. The changes that have 
occurred around the MotorOne business, 
however, are changes we’re continually 
making to the value we bring to our 
dealership customers and the quality of the 
products we market. 

But before we get into the nitty gritty, we’d 
like to take this opportunity to say again how 
proud we are to be a Platinum Sponsor and 
a long-term supporter of AADA. We trust 
you’ll come and visit us on our stand and enjoy 
our hospitality at the MotorOne Breakfast 
where the amazing Anna Meares, Olympic 
Champion, will be our guest speaker.  

The three key pillars MotorOne strives to both 
offer and hang our hats on are Experience, 
Reliability and Trust. 

46 years of industry experience enables us 
to clearly demonstrate decades of market 
leadership as aftermarket specialists. We 
always aim to be first-to-market with a car 
care range that offers real value and relevancy 
to a today’s car buyer, and an ongoing durable 
profit potential for dealership customers. 

When it comes to reliability there are no 
boundaries. MotorOne not only operates an 
extensive national footprint to best support 
a broad customer base, but also an extensive 
range of value-add services. So reliability is 
unquestionably a key focus when it comes to 
dealership customer support.

And, finally, in our key pillars we consider 
trust to be of equal (if not the greatest) 
importance. In all the 46 years MotorOne has 
been in business, we’ve proven beyond doubt 
that we are the trusted partner when it comes 
to supporting the industry and delivering on 
promises.

A final word on product: Our experience 
over time has encouraged us to continually 
search for world’s best practice products that 
don’t let our customers down, deliver tangible 
performance standards head and shoulders 
above the pack, and are both independently 
tested for durability and offer great value to 
customers. 

In more recent times, we’ve undertaken 
considerable research around compatibility 
with our surface coatings and manufacturers’ 
exterior paint. Our findings are quite revealing, 
so watch this space and see how we bring this 
information into the public domain. 

Back in the 1930s lead-based paint protection 
was compatible with vehicles of that era. In 
1972 we obtained the rights to Ming, which 
at that time was a revolutionary glazing 
product that only saw change in the recipe 
in the 80s when non-stick properties were 
added in line with technology at the time. 
In the mid 2000s, with the evolution of and 
appetite for eco-friendly non-organic vehicle 
protection products, we again met the market 
needs. Fast forward to the last three years, 
when MotorOne’s Protektiv surface coatings 
revolutionised our offering….now in 2018, 
one year after the launch of Protektiv Hydro, 
we’re well and truly still ahead of the game. 

The bottom line: We’re far from a one trick 
pony, ensuring that every piece of the ‘product 
jigsaw’ offers deliverables around innovation, 
quality and longevity.

Please come and chat to us on our stand at 
AADA National Dealer Convention & Expo 
2018. We’ll be continuously demonstrating the 
core properties that make this product a clear 
winner. We invite you to put us to the test!
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Australia’s most respected DMS company auto-it.com/aada | sales@auto-it.com.au

As the industry evolves, trust Auto-IT.
Solutions & people to help you adapt & thrive.

Today’s automotive market is evolving at a rate not 
seen since the birth of the industrial revolution.

Consumers are more connected, informed and 
opinionated than ever. Social media, direct-to-consumer 
sales models, research sites and fresh-thinking start-ups 
have escalated their expectations to new levels; shifting 
the landscape faster than many dealers can adapt.

Car buyers simply expect more. They want to be served 
where and when it suits them, and on the platform they 
prefer. They expect you to understand their preferences 
and to customise your offerings accordingly.

Most of all, they expect you to listen, understand and 
respond to their wishes in a way that shows you know 
what they want, what to offer and, most of all, what 
you’re talking about.

As a dealer management system provider for almost 40 
years, we’ve seen many changes in the car industry. We 
know that on their own, systems and processes are not 
enough to meet the market’s needs. That’s because the 
market is made up of people, not numbers.

We understand the people we serve and the unique 
challenges they face. Our company culture is one that 
advocates helping dealers in ways that go beyond the 
typical vendor/client relationship.

As such, our approach remains unchanged - we don’t 
sell to people; we partner with them. Our highly scalable 
DMS, mobile apps and industry-leading BI solutions are 
just the icing on the cake. 

Talk to us today, and see why so many dealers have 
switched to Auto-IT.

Meet some of our team at booths 45 & 48
(opposite the catering lounge & FUCHS). 

 https://www.auto-it.com/aada
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WHAT IS YOUR COMPETITIVE ADVANTAGE?
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For decades businesses have relied on a 
mix of technological innovation and 
marketing platitudes to deliver their 

unique selling proposition. But today’s market 
is evolving so rapidly; the rate of change 
is up there with the birth of the industrial 
revolution.

Consumers are more connected, more 
informed and more opinionated than at any 
time in living memory. Social media – and, 
with it, social proof – along with research 
and review sites, fresh-thinking start-ups 
and escalating expectations of the modern 
consumer, all conspire to alter the landscape 
faster than many players can adapt.

Where once it was unique to have a website, a 
mobile app (or ten) and remote interactivity, 
these are now baseline expectations. 
Consumers expect more. They expect to be 
served where and when it suits them and on 
the platform they prefer. They expect you to 
understand their preferences and to customise 
your offering accordingly.

Most of all, they expect you to listen, 
understand and respond to their wishes in a 
way that shows you know what they want, you 
know what to offer and, most of all, know what 
you’re talking about.

Consumers aren’t so easily fooled these days.

As a dealer management solution provider with 
over 30 years in the game, Auto-IT has seen 
a lot of changes in the car industry. Likewise, 
they have witnessed many businesses on 
both sides of the fence cling to old and tired 
methods of doing business.

Chief among them are practices that serve 
the business first and the client second. Every 
business needs processes and Auto-IT are big 
proponents of those that are efficient and well 
conceived. But many of those employed today 
place unnecessary obstacles in front of clients 
and customers; they run counter to the needs 
and wishes of those from whom we derive our 
profits.

As a rapidly growing business in an industry 
that’s witnessing seismic upheaval, Auto-IT has 
long understood that systems, processes and 
technology – on their own – are never enough 
to meet the market’s needs. Because the market 
is made up of people - not numbers.

People have challenges and problems that 
require solutions. They have wishes with 
price tags attached to them and they have 
opportunities they'd love to explore. And 
everyone views these issues in their own 
unique way; they cannot be pigeonholed and 
they don’t like to be categorised. 

And therein lies the opportunity. In the 

end it all comes back to this. The paradox 
of our rapidly changing industry is that, 
despite (or because of) technology and the 
democratisation of knowledge, the one 
competitive advantage every business can 
employ is to understand the person on the 
other side of the transaction and to deliver 
something especially for them.

The right technology and the right advice can 
make this a lot easier. But, like electricity, it 
must be understood and delivered in the right 
way by people who know what they’re doing. 
Otherwise, like electricity, it can harm just as 
easily as it helps.

Auto-IT has some amazing customer-focused 
technology, from its dealer management 
systems that scale from medium to very large 
businesses, to its suite of clever mobile apps, 
right through to the best BI solution in the 
industry.

But the company's true competitive advantage 
is its understanding of the people it serves 
and the challenges they face, and its deeply 
entrenched culture of wanting to help them 
in ways that go far beyond the typical vendor/
client relationship. 

In Auto-IT's 30 years of business, one strategy 
remains unchanged: they don’t sell to people; 
they partner with them.



ALLIANZ MOTOR  
DEALER INSURANCE
DRIVING PARTNERSHIPS INTO THE FUTURE.

At Allianz, we understand the automotive industry is changing and we remain 
committed to supporting you and your customers through this rapid change. 
With over 25 years of experience in providing insurance solutions to the automotive 
market as well as more than three million Australians, it’s not surprising that Allianz 
Australia was named the Large General Insurance Company of the Year in 2017*. 

Our team of dedicated specialists will continue to support your business both now 
and into the future. 

Allianz has for many years been a valued supporter of AADA. As a part of our long term 
industry support, Allianz is again proud to sponsor AADA and its 2018 Convention. 

To find out how Allianz can work with you to build your business for the future, 
speak to your Allianz representative today.

*Australian Insurance Industry Awards 2017. 
Allianz Australia Insurance Limited (ABN 15 000 122 850) AFSL 234708.

ALMP047_Dealer_AADA_FPC_v4.indd   1 9/08/2018   10:17:13 AM

http://www.allianzdealerinsurance.com.au


FUCHS BACKS AUSTRALIAN MARKET WITH 
AUSTRALIAN MANUFACTURING
FUCHS Lubricants Australasia has 

recently opened the doors of its brand 
new purpose-built plant – a 25,000 square 

metre world-class facility that will support 
business growth and customer service.
FUCHS has operated from a pre-existing site in 
Wickham, Newcastle, since 1979 and has been 
a major supplier of oil and lubricant products to 
customers in the mining, commercial transport 
and agricultural sectors in the local area. 
Wayne Hoiles, Managing Director of FUCHS 
Lubricants (Australasia), said that many of 
FUCHS’ competitors are moving overseas and 
operating under an import model, but that’s not 
their strategy. 
“We need to have local infrastructure that can 
handle the requirements of Australia and New 
Zealand, so we are investing in infrastructure to 

provide a better service to our customers,” Mr 
Hoiles said.
FUCHS is the only major lubricants company to 
still manufacture products in Australia, and while 
that means the company is perfectly positioned 
to respond to the immediate needs of its 
customers, particularly in emergency situations, 
it also means jobs for Australians.
Leading the operation of the new Beresfield 
facility is Stewart Knight, long-time employee 
and Deputy Managing Director of FUCHS 
Lubricants Australasia.
“We spent around seven years planning the 
design of the new building and conducting 
significant consultations with our global 
counterparts; then it took 18 months to complete 
the construction,” he said. 
Keeping in line with their core values, FUCHS’ 
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LUBRICANTS.
TECHNOLOGY.

PEOPLE.

Manufacturing in  
Australia for Australia.
FUCHS Lubricants Australasia has opened the doors of its brand new purpose-built plant in Beresfield, 
near Newcastle (NSW). A 25,000 square metre world-class facility that will support business growth and 
customer service.

With a global strategy focussed on customers, FUCHS are investing in new plants around the world as part 
of the our commitment to be closer to our customers. 

German Technology - Australian Commitment.

PH 1800 1800 13      www.fuchs.com.au

new Beresfield plant features a host of 
environmental and sustainable features. The 
plant has also been built using high-quality 
materials and cutting-edge technology.
Beresfield features:
• 155-kilowatt solar panels which are expected 

to produce more than 30 per cent of the 
plant’s power requirements

• Full bunding, so the site can contain any 
spillage

• Foam sprinkler system to fully protect the site
• 1.3 million litres of fire water stored onsite
• Purpose designed traffic flow system 
• More than nine kilometres of stainless steel 

tubing designed to food-grade standards to 
move lubricants around the site

• 300 square metre laboratory where more 
than 500 products will be blended and 
produced.

http://www.fuchs.com.au


MTAA SUPER TO TARGET SUICIDE PREVENTION 
IN NEW PARTNERSHIP WITH R U OK?
MTAA Super has joined forces with 

suicide prevention charity R U OK? as 
a major partner, with a focus on the 

automotive industry.

R U OK?’s mission is to inspire and empower 
everyone to connect with the people around 
them and support those who are struggling 
with life.

R U OK? and MTAA Super will collaborate 
on a new campaign that will focus on 
connecting people in the automotive industry, 
by encouraging them to look out for the signs 
that a colleague or friend might be doing it 
tough. In doing so, MTAA Super will support 
and encourage its members to have regular, 
meaningful conversations with those around 
them when faced with life’s challenges.

Recent analysis of insurance death claims by 
MTAA Super members over a six-year period 
found that claims relating to suicide made up 
13.5 per cent of the total.

“Given the demanding nature and rapid pace 
of change within the motor trades, work 
pressure and stress are heightened, negatively 
affecting individuals and those around them if 
left unchecked,” MTAA Super CEO Leeanne 
Turner said.

R U OK? CEO Brendan Maher said, R U 
OK?’s new partnership with MTAA Super 
would better equip their members with 
the skills to support someone who might 
be struggling with life, whether it be in the 
workplace or in their personal life.
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“We know that stronger relationships can 
create a safe environment for people to open 
up to each other and access appropriate 
support, long before they reach a crisis point,” 
he said.

What is R U OK?
• A national charity that aims to inspire 

and empower everyone to meaningfully 
connect with people around them and 
support anyone struggling with life.

• Its vision is a world where everyone is 
connected and is protected from suicide.

• Conversation tips and crisis numbers can 
be found at ruok.org.au

• R U OK? Day is Thursday 13 September 
2018 – a national day of action and a 
reminder to regularly check in with 
family, friends and workmates.

I’ve always loved working with 
cars. When I retire, I want to 
continue to share this passion with 
others, spend time with my family, 
and travel. 

With MTAA Super, I know I’m in 
good hands. 

Steven Tong, Mechanic 
Member since 2002

This document is issued by Motor Trades Association of Australia Superannuation Fund Pty. Limited (ABN 14 008 650 628, AFSL 238 718) of Level 3, 39 Brisbane Avenue Barton ACT 2600, Trustee of the MTAA Superannuation Fund (ABN 74 
559 365 913). Motor Trades Association of Australia Superannuation Fund Pty. Limited has ownership interests in Industry Super Holdings Pty Ltd and Members Equity Bank Limited. The information provided is of a general nature and does 
not take into account your specific needs or personal situation. You should consider the MTAA Super Product Disclosure Statement in making a decision (mtaasuper.com.au/handbooks).

1300 362 415
mtaasuper.com.au

It’s my 
choice.

Make it 
yours.

07/18

https://mtaasuper.com.au/super-for-you/super-with-us/choose-mtaa-super?utm_medium=aada_20180731&utm_source=magazine&utm_campaign=aada-mag-steve&utm_content=its-my-choice


ENERGY FINANCE - 
PUT YOUR DEALERSHIP ROOF TO WORK

LED lighting which could help to lower energy 
bills.

Some of the benefits could include:
• producing your own daytime electricity 

and buying less from the grid
• reducing energy costs and controlling 

overheads
• forecasting and managing your energy 

expenses 
• being eligible for grants and incentives to 

offset your green energy investment.

Plus, solar is a cleaner energy solution, creating 
less pollution than other sources. Going solar 
not only helps lower your electricity bills, it 
also shows customers your commitment to 

Dealerships require a lot of power. 
Well-lit showrooms and floodlights at 
night mean electricity costs can make 

up a large portion of monthly expenses. 
This, along with increasing energy prices 
and a growing need to cut operational costs, 
means there’s never been a better time for 
dealerships to go solar. 

Different businesses can save various amounts 
depending on a range of factors, such as 
daytime electricity needs, existing electricity 
rates, roof space and the size of the solar 
system installed.

Large rooftops mean dealerships could be 
well-placed to benefit from solar energy and 
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green energy and sustainability.

Macquarie Leasing has teamed up with solar 
energy providers to offer dealerships potential 
costs benefits through solar and LED lighting 
solutions tailored to your business. You may 
also be eligible for the Clean Energy Finance 
Corporation’s 0.7 per cent interest rate 
discount*. 

From sourcing quotes to installation by 
reputable providers, the solar energy provider 
can arrange a solar solution to boost your 
dealership’s energy efficiency.

Visit us at the AADA convention in September 
or talk to Drew Ford on 0428 166 083 or email 
energyleasing@macquarie.com.

Be driven by experience
When running a business,  
it can feel like you’re doing it alone. 

Macquarie’s team of experts is by your side,  
sharing knowledge, innovative ideas  
and insight-inspired dealer forums.

That’s how we’re backing  
Australia’s auto industry.

To find out more,
call James Bayly on 0407 978 187.

macquarie.com

Finance provided by Macquarie Leasing Pty Limited ABN 38 002 674 982 (Australian Credit Licence Number 394925). Macquarie Leasing is not an authorised deposit-
taking institution for the purposes of the Banking Act 1959 (Cth), and its obligations do not represent deposits or other liabilities of Macquarie Bank Limited ABN 46 
008 583 542. Macquarie Bank Limited does not guarantee or otherwise provide assurance in respect of the obligations of Macquarie Leasing. ML1556/0818

*Rate discount is subject to eligibility criteria set by Clean Energy Finance Corporation from time to time. This document contains a general description of Macquarie Leasing Pty Limited ABN 38 
0026 74982 Australian Credit Licence No. 394925 (“Macquarie Leasing”). Macquarie Leasing reserves its right to approve applications on such conditions as it may see fit in its sole discretion and 
may alter the information and requirements in this document at any time without notice. All applications to Macquarie Leasing are also subject to duly executed satisfactory transaction documents, 
approval conditions and normal settlement criteria. Any information or advice contained on this document is general in nature and has been prepared without taking into account your objectives, 
financial situation or needs. No part of this document is to be construed as an offer by anyone capable of acceptance or as a solicitation to obtain a financial product. Before acting on any information 
or advice on this document, you should consider the appropriateness of it (and any relevant product) having regard to your circumstances and, if a current offer document is available, read the offer 
document before acquiring products named on this document. You should also seek independent financial, accounting and tax advice prior to acquiring a financial product. Macquarie Leasing is 
not an authorised deposit-taking institution for the purposes of the Banking Act 1959 (Commonwealth of Australia), and its obligations do not represent deposits or other liabilities of Macquarie 
Bank Limited ABN 46 008 583 542. Macquarie Bank Limited does not guarantee or otherwise provide assurance in respect of the obligations of Macquarie Leasing.

https://www.macquarie.com/dealer


GUMTREE CARS DRIVING GROWTH WITH NEW 
SALES MANAGER APPOINTMENT
Gumtree Cars has announced the 

appointment of Jessica de Vries to the 
role of National Sales Manager. 

Ms de Vries will be responsible for continuing 
to grow Gumtree Cars’ presence in the auto 
market and to partner with national and local 
dealerships to ensure Gumtree Cars offers 
customers a good value and highly transparent 
route.

“I’m excited to be joining Gumtree Cars 
during a period of massive growth in the 
automotive industry. With more than 150,000 
Aussies visiting Gumtree Cars each day, the 
challenge now is to continue the momentum 
while constantly innovating. It’s also inspiring 
to join a company whose values closely align 
with mine. One of Gumtree’s core values 

is to be richly diverse, and diversity within 
the automotive industry is something I’m 
incredibly passionate about.”

Ms de Vries joins Gumtree with over 20 years’ 
experience in the Australian automotive and 
digital marketing industry. 

Martin Herbst, Gumtree Australia’s Managing 
Director, said Ms de Vries’ role was critical to 
the continued success of Gumtree Cars.

“Last year, as part of the hugely successful 
rebrand, we launched the dedicated Gumtree 
Cars branding and a more customised car 
shopping experience to help our users browse 
through the hundreds of thousands of cars 
listed on our site each year, and to ultimately 
find the vehicle that best suits them,” Mr 
Herbst said.
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“With Jessica now leading Gumtree Cars’ 
Dealer growth, the entire team is excited 
to continue building awareness around the 
breadth and quality of cars and vehicles 
available on our site, and build even stronger 
partnerships with Dealers across Australia.” 

Since Gumtree launched its dedicated cars 
branding last year it has continued to develop 
the platform for both consumers and Dealers.

https://www.gumtreeforbusiness.com.au/contact-us/


VALVOLINE: HANDS-ON EXPERTISE
assured of industry-leading customer service. 
Our dedicated and experienced team of 
territory managers and customer service vans 
understand your business and can provide 
product and servicing solutions to suit.

Customer service

Valvoline’s dedicated in-house service team 
are available to help with product orders, 
delivery enquiries and services issues, as well 
as product and promotion updates.

Guaranteed supply

A true cornerstone of the Valvoline business, 
thousands of customers depend on us each 
week to deliver in full, on time.

Technical support

A team of full-time experts are at the ready 
to answer all your technical questions. Oil 
analysis is also available from our laboratory.

Valvoline is the lubricant industry’s oldest 
brand, with over 150 years of hands-on 
expertise. 

Established in 1866, Valvoline is a leading 
supplier of quality automotive products and 
services to the Australian Franchised Dealer 
market. Valvoline is the right choice for your 
dealership and here are a few reasons why:

Heritage 

Having first introduced engine oil back in 
1866, Valvoline has remained a trusted brand 
for over 150 years.

Product range

Lubricants are our business – it’s what we 
know. No matter the make or model, Valvoline 
has the product to suit.

Extensive sales team

With one of the largest sales teams of any 
lubricant supplier across Australia, you can be 
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Equipment and finance

To improve the productivity of your business, 
Valvoline has a number of equipment and 
financing initiatives available.

Flexible payment options

Valvoline understands the importance of cash 
flow and provides flexible payment options to suit. 
With some of the best credit terms in the industry 
Valvoline offers 30-day payment from statement.

Transition plan

We understand there is a period of adjustment 
when making the switch to a new supplier, 
thus we have in place a tried and tested 
transition process to ensure the move is a 
seamless one.

We welcome you to contact Barry Breen on 
0417 422 875 or Mark Maclure on 0418 366 
086 to discuss how we can contribute to your 
business.

BETTER FASTER STRONGER LONGER

http://www.valvoline.com.au


The right traffic  
to get your  
cars moving.
When it comes to driving loads of quality leads, 
look no further than Gumtree Cars. With so many 
great benefits, it’s easy to get started:

Simple and Affordable

No cost per lead, sign-up or annual fees.  
Your monthly subscription prices are simply  
based on the number of listings.

Branding Opportunities

With your address, phone number, email and 
website details, buyers have even more ways  
to connect with you.

Join Gumtree Cars today  
gumtreeforbusiness.com.au
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