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Small change. 
Big future.
Matthew Webster (46) has a long  way to go 
before he hangs up his hat, but he can already 
picture his retirement.

He plans to travel around 
Australia in a caravan with his wife 
— once he convinces her that it 
will be fun!

Matt has spent his career in 
the motor trades and is well on 
his way to making sure he has 
enough super to see the country 
in comfort. 

He joined MTAA Super as an 
apprentice in 1989 and now works 
in an automotive training role 
in NSW.

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

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

Matt, like many Australians, is not 
alone in his concern. Thanks to 
changing work patterns and 
increased life expectancy, 
many of us will spend close to 
a quarter of our lives as retirees. 

For some, the age pension alone 
or relying solely on your employer’s 
super contributions may not 
be enough.

Leeanne Turner, CEO of MTAA 
Super, says it’s important that 
workers do what they can to help 
grow their super throughout their 
working lives.

“Too many workers are hands-off 
with their super. Retirement can 
feel like a lifetime away, so it’s easy 
to put super on the back burner. 
But there are a lot of ways you can 
actively grow your super now.”

She says one of the easiest and 
most effective ways is to make 
regular extra contributions. 

“Small amounts can go a long way. 
Putting as little as an extra $10 per 
week into your super can add up to 
thousands over a 30+ year career.”

“This is because of the 
compounding nature of 
superannuation. With super, 
you don’t just grow your employer 
and voluntary contributions, 
you also grow the investment 
returns on these contributions. 
Every dollar you add to your super 
account boosts your super’s 
earning capacity.”

Ms Turner also adds that making 
extra contributions is easy. 

“It’s simple. Just ask your employer 
to set up a regular (pre-tax) salary 
sacrifice into your super, or make 
direct (after-tax) deposits into your 
super whenever you can afford to 
put a little aside.”

This article 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 assess your financial position and personal objectives before making any decision based on this information. We also recommend that you 
seek advice from a licensed financial adviser. The MTAA Super Product Disclosure Statement (PDS), an important document containing all the information you need to make 
a decision about MTAA Super, can be obtained by calling MTAA Super on 1300 362 415 or visiting mtaasuper.com.au/handbooks. You should consider the PDS in making 
a decision.

Give your super a boost!

For ways to give your super 
a boost while you’re still 
working visit mtaasuper.com.
au/extra-contributions 

1300 362 415 
mtaasuper.com.au

https://mtaasuper.com.au/super-for-you/boost-your-super/extra-contributions?utm_medium=AADA&utm_source=magazine&utm_campaign=aada-conts-URL&utm_content=extra-conts
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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

Our last communique was just before our 
September Convention.

At the Convention, the big news was 
the commitment by Dr Andrew Leigh that if 
Labor are elected in 2019 they will introduce 
a motor industry-specific code to cover the 
interests of all new car Dealers in Australia. He 
promised that within 90 days of election.

Our secretariat and board have been pressing 
for just such a code for well over a year 
now. Whilst the Coalition Government has 
expressed sympathy for such a code and, 
indeed, the Hon Michael Sukkar was very 
supportive, he lost his portfolio in the Turnbull 
fiasco. 

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

So we are still short of bipartisan support. 

Having said that, a number of Senate enquiries 
have included our industry. The outcomes, 
driven in the main by National Party 
members, have been well understood and 
articulated.

Sadly, it is the Liberals who seem reluctant to 
recognise that Dealers today are the motor 
industry and deserve better than a code that 
covers, in the main, coffee shops and fast 
food outlets with a handful of employees. 
Worse still, the code for many, many years has 
been treated by legislators as guideline, with 
virtually no enforcement.

It is us in the motor industry who generate the 
bulk of employment, investment and training. 
We also pay the bulk of income tax when 

compared with the OEMs who are, of course, 
domiciled offshore for manufacturing and are 
no doubt taxed in those jurisdictions.  

A motor Dealer-specific code will have scope 
to address behavioural issues in which a 
small number of importers are vastly over-
represented. These issues have been on the 
agenda of some NDCs since we were formed. 
We are determined to reset the relationship to 
mutual equality where it is required. 

If you are in a Coalition-held electorate, we 
need your grass roots support to inform 
your local member of the role you and fellow 
Dealers play in that electorate.

The DealerNomics app on our website has all 
the information you will need to help with this 
issue.

FROM THE AADA CEO

David Blackhall
AADA CEO

“I spent all morning taking out a comma, and 
all afternoon putting it back…”

This famous quote about the tribulations 
of a punctilious mind is generally 
attributed to the fabulously talented 

Irishman Oscar Wilde. The truth is, Wilde 
was being facetious. He was poking fun 
at a pedantic colleague who irritated him 
endlessly – and we’ve all had that happen.

When I came across Oscar’s quote in a book 
in my study recently I was struck by how this 
might well explain the disappointing rate of 
progress on some of the important matters 
we have before our legislators and their 
bureaucratic draftspeople.

As you know, our key advocacy objective is 
to deliver an Automotive Code that addresses 

the key areas of concern we have under the 
existing ineffective Franchising Code of 
Conduct.

We’ve made good progress, obtaining 
wide automotive industry and business 
stakeholder support for the need for a code, 
as well as a policy commitment from the 
Federal Opposition. However, we are yet 
to see anything from the government, or 
any drafting by the bureaucracy. And while 
we do understand that the findings of the 
Parliamentary Inquiry into the operation of 
the Franchising Code are relevant, we’d still 
like to see more commitment to timely action.

Likewise, while the Road Vehicle Standards 
Bill has passed the Senate in the final sitting 
session of 2018, it has been over two years in 
the drafting, and the regulations are yet to be 
finalised – the Oscar syndrome at work again 
perhaps?

To be fair, I am, like Oscar, being a little 
facetious. Parliamentary drafting is an arduous 
business – but then, so is running a modern 
new car franchise with well-documented 
external forces such as margin compression, 
regulatory intervention and digital disruption 
compounding the complexity.

The instability of the government side 
of course is also not helpful. Oscar once 
remarked that “…All modes of government are 
failures…”. Observing Canberra in recent times 
we might perhaps be inclined to his view. 
As business people, we crave certainty and 
stability, as do our customers.

Please enjoy this final issue of Automotive 
Dealer Magazine for 2018 and, as ever, we wish 
you…

Good Luck and Good Selling.
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The Case for an Industry-specific Code

When the Franchising Code of 
Conduct was introduced in 1998 
it was designed - within the 

framework of Australia's competition and 
fair trading laws - to specifically regulate the 
conduct of franchisors toward franchisees.  
The Franchising Code has been reviewed 
and amended several times.  However, it 
is an umbrella code aimed at covering all 
franchised businesses, from an ice cream 
shop retailer to a multi million dollar new car 
dealership employing dozens of people.  

Despite the introduction of the Franchising 
Code, motor vehicle Manufacturers (who 
are now all large offshore multi-national 
corporations) are still able to exploit their 
negotiating power with Dealers in a manner 
that does not contravene the Franchising 
Code.  Also, most Dealers are not covered 
by the 'unfair contract' provisions in the 
Australian Consumer Law.  The extent of the 
imbalance of power between motor vehicle 
Manufacturers and motor vehicle Dealers 
leaves Dealers highly vulnerable to some 
Manufacturers' demands given the scale of 
the investment Dealers make in acquiring, 
maintaining and growing their businesses.

This is a significant problem for Dealers 
because while there is a natural 'structural 
imbalance' of power between franchisors and 
franchisees in any industry, the imbalance of 
power in the retail new motor vehicle industry 
goes beyond that expected imbalance to the 
point where there is an identifiable problem 
with some Manufacturers' specific behaviours 
that needs specific regulatory intervention to 
address.  

To date, regulators have introduced a number 
of industry-specific codes which are tailored 
to address issues in specific markets where 
franchising is prevalent - for example, the 
Oil Code which applies to franchised petrol 
stations.  Therefore, for example whilst petrol 
station owners are afforded the protection of 
a specific industry code, new motor vehicle 
Dealers are not.  

Establishing Minimum Standards of 
Conduct

The need for a specific industry code in the 
retail new motor vehicle industry is not to 
make Dealers and Manufacturers 'equal'.  It 
is also not to address conduct which may be 
considered unconscionable or lacking in good 
faith.  There are already existing laws that 
address unconscionable and conduct lacking 
in good faith.  The fact that such laws exist 
yet Dealers are still being 'legally' exploited 
reinforces the need for a Dealer specific 
industry code.

The purpose of a specific industry code it is to 
create minimum standards of conduct which:

1. are binding on Manufacturers and Dealers;

2. are simple to regulate and enforce;

3. restore Dealers' confidence in investing 
in their dealerships notwithstanding the 
highly competitive market for vehicle sales 
and the dynamic nature of the market itself;

4. eliminate specific exploitative behaviours 
of Manufacturers which are too easily 
facilitated within the current regulatory 
framework; and

5. protect consumers.

In specific terms, an ideal 'Dealer Code' would 
establish minimum standards of conduct 
which would:

1. enshrine a minimum tenure period 
including a renewal option commensurate 
with the level of investment required in the 
particular dealership;

2. make renewal options exercisable by 
Dealers (not Manufacturers) provided 
the Dealer is not in breach of their Dealer 
agreement;

3. alternatively to 2, prohibit Manufacturers 
from issuing non-renewal notices without 
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 

WHY WE NEED A DEALER-SPECIFIC CODE?
Evan Stents
Lead Partner, 
Automotive Industry 
Group, HWL 
Ebsworth Lawyers

http://http://www.automotivedealer.com.au/e-content/2018_12_December_Issue_25/Automotive_Dealer_Magazine-Issue-25-LR.pdf
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what rights the Dealer has to challenge 
those reasons if the Dealer disagrees;

4. require Manufacturers to buy back Dealers' 
inventory of new and demonstrator 
vehicles, parts and tools required to have 
been purchased by Dealers, at the Dealers' 
cost price, upon the expiry or termination 
of their Dealer agreements;

5. prohibit Manufacturers from requiring, 
encouraging or facilitating Dealers to 
engage in 'pre-retail' or 'cyber car' sales 
reporting;

6. prohibit Manufacturers from terminating 
Dealers for failing to meet performance 
targets which are unrealistic given 
Manufacturers' market shares;

7. prohibit Manufacturers from unilaterally 
varying the terms of their Dealer 
agreements by using 'policies' incorporated 
into the Dealer agreements by reference 
- in particular 'policies' which set out 
fundamental aspects of the Dealer/
Manufacturer relationship such as:

(a) sales performance targets;

(b) classification of dealerships within 
existing performance frameworks (e.g. 
'metro' or 'provincial')

(c) dealership fitout standards; 

(d) conditions of multi-franchising; and

(e) Dealer remuneration or bonuses;

8. prohibit Manufacturers from altering 
Dealers' prime market areas within the 
minimum tenure period (including any 
renewal option);

9. prohibit Manufacturers from requiring 
Dealers to relocate their dealerships within 
the minimum tenure period (including any 
renewal option);

10. prohibit Manufacturers from giving 
estimates of capital expenditure in the form 
of a range that is not reasonably precise or 
confined;

11. prohibit Manufacturers from imposing 
undisclosed capital expenditure 
during the term of a Dealer agreement 
beyond a threshold amount (under any 
circumstances - including 'in preparation 
for a new agreement') - unless there is an 
accompanying guarantee of a minimum 
extension of tenure sufficient to allow the 
Dealer to recoup their investment;

12. prohibit Manufacturers from prescribing 
how Dealers must respond to consumer 
requests, complaints, claims or legal 
proceedings in circumstances where 
Dealers owe independent statutory 
obligations to consumers; 

13. prohibit Manufacturers from interfering 
in the sale of a dealership business by 
assignment other than after an application 

by a Dealer for the Manufacturer's approval 
of an assignment is made; 

14. prohibit Manufacturers from engaging 
in unjust conduct or entering into unfair 
contract terms as is the case in the Motor 
Dealers & Repairers Act 2013 (NSW) (see 
sections 142 and 143); and

15. otherwise incorporate the terms of the 
Franchising Code. 

There will always be an imbalance of power 
between Manufacturers and Dealers.  It 
is a commercial relationship where both 
parties make huge investments in either the 
vehicle being sold or the business of selling 
it.  However, the current generic Franchise 
Code framework does not sufficiently protect 
Dealers from the exploitative behaviours of 
some Manufacturers.

Establishing minimum standards of conduct 
under a Dealer specific franchising code is the 
most simple and effective way of eliminating 
exploitative behaviours in the industry and 
restoring confidence in Dealers taking on the 
significant capital risk in owning and running 
a modern new car vehicle dealership.  It is time 
that a Dealer Code is adopted.

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

http://www.levanta.com.au
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A Shorten Labor Government would 
grant AADA’s wish and implement an 
industry-specific Automotive Franchise 

Code of Conduct.

Shadow Assistant Treasurer, Dr Andrew Leigh 
MP, made the announcement when speaking 
at the AADA Macquarie General Session at the 
2018 AADA National Dealer Convention and 
Expo. Dr Leigh said the current franchising 
code – which covers franchises of all 
descriptions from fast-food restaurants to car 
Dealers – had been unsuccessful in protecting 
Dealers.

He said he understood the host of pressures 
Dealers faced, including around tenure 
where agreements with manufacturers could 
effectively be as short as a year, despite Dealers 
often being required to upfront massive 
amounts of capital expenditure, and with 
non-renewal notices issued at short notice – 
even in cases where the Dealer had exceeded 
expectations. 

“Such pressures have an effect on how Dealers 
respond to remedies for consumers under the 
Australian Consumer Law, particularly if the 
manufacturer is at fault,” he said.

“Dealers are frequently under pressure, 
struggle to balance consumer obligations 

with safeguarding their own very reasonable 
commercial interests, and maintain a long-term 
relationship with the manufacturers.

“Manufacturers generally write the terms of 
the Dealer agreements that cover consumer 
responsibilities, with which Dealers are under 
pressure to agree, for the threat their agreement 
might not be renewed.”

Dr Leigh said politicians and policy-makers 
were making a mistake if they hadn’t spent 
time studying the Australian Competition and 
Consumer Commission’s New Car Retailing 
Market Study report, and commended the 
AADA for the detail of its response. 

“The commission’s report was a forensic deep-
dive into the interactions between multinational 
car manufacturers, authorised car Dealers and 
the independent businesses that repair and 
service cars or use aftermarket parts,” he said. 

“Labor’s taken a keen interest in the report. In 
May this year Opposition Leader, Bill Shorten, 
and I announced that a Labor Government 
would require car manufacturers to share 
technical information with independent 
mechanics on commercially fair and 
reasonable terms. 

“That was just one of the recommendations 
that came out of the market study. Importantly 
for people in this room, the market study 
generated evidence of pressures faced by 
dealerships which weren’t anticipated in the 
initial focus of the study. This is material the 
ACCC stumbled upon in their investigations – 
thanks in no small part, I’m sure, to the AADA 
– and decided to devote a considerable portion 
of the report to analysing it.”

Dr Leigh drew parallels between Dealers 
and farmers, each of whom operate in highly 
competitive markets squeezed, on either side, 
by uncompetitive markets from suppliers and 
those who buy their goods.

He said car Dealers operate in “one of the very 
few markets in Australia that doesn’t exhibit 
strong market concentration”.

“The biggest four car dealing franchises 
control less than a fifth of the market, and you 
can only say that about a very small number of 
other Australian industries: hairdressers, pubs 
and caravan parks,” he said.

 “In a way, that isn’t dissimilar to how large 
agricultural suppliers can pressure farmers. 
The Commission’s market study found 
that car manufacturers exert significant 

LABOR WILL INTRODUCE 
AUTOMOTIVE FRANCHISE CODE
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pressure on dealerships. In the Commission’s 
words, ‘Commercial arrangements between 
manufacturers and Dealers constrain 
and influence the behaviour of Dealers in 
responding to complaints’. 

“In the study itself, the Commission made 
a series of recommendations, particularly 
directed at car manufacturers, on how to 
handle consumer issues, and suggested the 
2020 review of the franchising code was an 
opportunity to address the matters raised 
by the Dealers. I’m sympathetic to these 
recommendations and grateful for the experts’ 
analysis of that body of evidence, but I do 
find myself strongly drawn to the conclusions 
of the Dealer’s Association, which put the 
situation in much blunter terms.

“Your association wrote: ‘There’s a power 
imbalance in the automotive motor industry. 
There’s a structural power imbalance between 
car manufacturers – franchisor – and 
franchised new car Dealers – franchisees – that 
disadvantages both dealership businesses and 
consumers that purchase new vehicles from 
Dealers.

“Many Dealers enjoy good relationships with 
their respective manufacturers and work in 
a mutually beneficial partnership, but there 
remain many instances where Dealers are 
subjected to treatment resembling a master/
servant relationship.

“And that power imbalance manifests itself 
in a number of ways. If it continues to go 

unaddressed we may see an increase in 
the market concentration of dealerships or 
market power that manufacturers can exert. 
Either way, we’d see an adverse outcome for 
consumers and a bad outcome for the family 
businesses and small businesses that serve 
them.’

At the same session, ACCC General Manager, 
Consumer & Small Business Strategies, David 
Salisbury, released for consumers a one-page 
'fact sheet' based on the report's findings, and 
explains consumers' rights under Australian 
Consumer Law when purchasing a new car. 
A copy of the fact sheet will be provided to 
consumers at the point of sale.

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

http://www.fuchs.com.au
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Introduction

Collective bargaining enables businesses 
to protect their mutual interests by 
allowing them to negotiate agreements 

as a group. Australian competition law 
currently prevents businesses from 
collectively bargaining unless formal 
approval is given by the ACCC.  

“Businesses can sometimes be better off 
negotiating with their customers or suppliers as 
a group. Working together, they may be able to 
negotiate more efficiently with larger businesses 
to achieve better terms and conditions than they 
can on their own,” 
-ACCC Deputy Chair Mick Keogh.

The ACCC now has the power to make ‘class 
exemptions’. The ACCC’s consideration of a 
‘class exemption’ in its Discussion Paper dated 
23 August 2018 would allow business groups, 
such as Dealers and national dealer councils, 
to protect their interests by negotiating as a 

group, without fear of breaching competition 
law. The exemption considered would not 
force anyone to join a collective bargaining 
group. 

Key policy points

The AADA lodged a submission on behalf 
of Dealers on the ACCC Discussion Paper. It 
advocated that all franchisees should be able 
to bargain collectively with their franchisor, 
regardless of size or corporate structure. The 
basis for this position stems, not from the 
objective size of the businesses involved, but 
from the relative power/size relationship 
between franchisee and the franchisor.

As the discussion continues and the details 
emerge, new issues will require examination 
and consideration. For example:

1. A class exemption for Dealers would need 
to include the negotiation of the terms and 
conditions of Dealer Agreements as part of 
the authorised conduct, and

2. A class exemption should mandate that the 
franchisor deal with the bargaining group, 
anything less would make the bargaining 
group a ‘toothless tiger’.

Collective boycott

The ACCC is not considering a class 
exemption for collective boycott conduct. A 
collective boycott would, for example, allow a 
dealer group or dealer council to refuse to buy 
vehicles from a distributor; however, ideally 
a softer alternative boycott option should be 
considered in the longer term. This option 
may, for example, enable the bargaining 
group to boycott the entering of a new 
unfair agreement but not an already existing 
agreement. This may offer a necessary balance 
between franchisees protecting their interests 
and ensuring that existing arrangements are 
honoured as well as not harming competition. 

Conclusion

Class exemptions could be very useful for 
the purpose of correcting power imbalances 
between Dealers and distributors. Class 
exemptions should include all Dealers. Any 
limitations imposed based on objective size 
would fail to recognise the main problem 
which is the relative size and power imbalance 
between Dealers and distributors. Accordingly, 
this is the primary focus for Dealers in the 
short term, with further protections being the 
focus in the longer term.

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

ACCC CONSIDERING COLLECTIVE 
BARGAINING EXEMPTION

Vinesh George
Company Secretary 
and Legal Counsel, 
AADA | Principal, 
VS George Lawyers

http://www.permagard.com.au


 
“Having a 25-year business relationship in the motor 
industry is a lot more than dollars and cents.
It is based on TRUST, RELIABILITY and PEOPLE. 
That’s why Valvoline has been so successful.”  

- Alan Johnstone

THE RIGHT CHOICE FOR 
YOUR DEALERSHIP
HERE’S A FEW REASONS WHY....
• HERITAGE
• PRODUCT RANGE
• EXPERIENCED SALES TEAM
• CUSTOMER SERVICE

• GUARANTEED SUPPLY
• TECHNICAL SUPPORT
• EQUIPMENT AND FINANCE OPTIONS
• TRANSITION PLAN

WE WELCOME YOU TO CALL BARRY BREEN ON 0417 422 875 OR MARK MACLURE ON 0418 366 086 
TO DISCUSS HOW WE CAN CONTRIBUTE TO YOUR BUSINESS.

http://www.valvoline.com.au
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The ethical dilemma of continuing to 
impose a Luxury Car Tax in Australia’s 
post-manufacturing environment has 

been well aired in this magazine, and rightly 
so.

However, regardless of whether the industry 
thinks it is conceptually a ‘bad’ tax, whether 
the thresholds applied really define what is 
a luxury car, and as to the ever-circulating 
rumours that LCT may be scrapped at some 
always-unspecified time in the future, as it 
stands LCT is here and must be complied 
with.

Lucky are those Dealers that have little 
exposure to LCT compliance. The existence 
of the tax for them is worth noting but of 
little immediate impact. Mind you, should 
the tax be scrapped, and assuming the savings 
flow through, those Dealers may notice a 
pinch from increased competition from 
lower-priced luxury cars. In any event, those 
Dealers can stop reading because this article 
is to remind luxury car Dealers of that most 
dreaded of TLAs (three letter acronyms), the 
ATO.

As many luxury car Dealers will know, it is 
evident that the ATO has stepped up LCT 
compliance activity over the last 12 months. 
So, while we are confident that luxury car 
Dealers take their compliance obligations 
seriously, there is at least one area that the 
ATO appears to have identified as being high 
risk: quoting.

Under the Act, a Dealer can quote on an 
acquisition only in a very limited number 
of circumstances, being where there is an 
intention to use the car solely for one of the 
following purposes:

a) holding the car as trading stock, other 
than for hire or lease

b) research and development for the 
manufacturer, or

c) exporting the car in GST-free 
circumstances.

Clearly Dealers come into contact most 
frequently with the trading stock criteria, 
and it is that point that it attracts the ATO’s 
attention. The ATO is taking a very strict 
approach to the sole purpose test, questioning 
the usage of each vehicle, and has argued in 
some cases that where a vehicle is used for 
marketing or another identifiable activity, it is 
no longer being held solely as trading stock.  

The consequence of a Dealer being held to 
use a vehicle for multiple purposes are dire, 
in that the quote will be invalid, exposing the 
Dealer to LCT as at the time of acquisition, 
as well as to interest and penalties. While 
ATO audits generally commence focusing on 
two or three months, identification of a risk 
factor, such as an incorrect quote, will result 
in the expansion of the audit to a period of up 
to four years. As Dealers are highly unlikely 
to be able to recover LCT imposed on their 
acquisition of a car after that car has been 
on-sold without LCT, any assessment will go 
straight to the bottom line.

Dealers should regularly review the usage 
pattern of their trading stock to determine 
whether a particular vehicle is no longer 
being held solely as trading stock. Where a 
change in usage means the car is no longer 
being held solely as trading stock, then 
an increasing adjustment will arise and 
the Dealer should account for LCT on the 
vehicle.

On the other side of the equation, a quote 
given to a Dealer will not be effective if they 
have reasonable grounds for believing that:

a) the person giving the quote was not 
entitled to do so

b) the quote wasn’t in the approved form, 
or

c) the quote was false or misleading in a 
material particular.

What that means is that Dealers need to 
exercise extreme care when dealing with 
a person who seeks to quote on a luxury 
vehicle, in respect of both individuals and 
other licenced motor Dealers. In both cases 
the Dealer to whom the quote is being given 
needs to take reasonable care to ensure the 
person giving the quote is bone fide. Be 
cautious of an individual who holds a licence 
and says the car will be held as trading stock. 
Equally, be cautious of a Dealer purporting to 
quote as trading stock for a high end luxury 
vehicle when that Dealer’s operations look to 
be solely at a much lower level.

As LCT is imposed on the supply of a luxury 
vehicle, accepting a quote without being 
comfortable that it is validly given will expose 
the Dealer to recovery action by the ATO 
should it challenge the quote’s validity.

If in doubt as to the validity of a quote being 
presented to you, take the steps necessary to 
satisfy yourself and record that process. If 
you remain in doubt, give serious thought to 
declining to accept the quote.

When reading this article, please understand 
that it is not an attempt to set out in detail 
all aspects of LCT compliance. Accept it for 
what it is, i.e. a cautionary note to make you 
think about the consequences of not taking 
seriously one aspect of your LCT compliance 
obligations: quoting.    

Quoting is an area that can expose a Dealer 
to underpaid LCT and penalties very quickly. 
Given that each Dealer’s approach to LCT 
will tend to be consistent over time, poor 
compliance with quoting obligations could 
easily mean that many vehicles could be 
caught up in a full-scale ATO audit, with any 
amount assessed being an irrecoverable cost 
to the Dealer.

TO QUOTE OR NOT TO QUOTE, 
THAT IS THE QUESTION

André Spnovic
Partner, Indirect Tax, 
Deloitte Tax Services 
Pty Ltd



This year the AADA Conference proved 
to be a great opportunity for women 
in automotive to connect and start 

well overdue dialogue around diversity and 
inclusion in our industry. Following on 
from this a Collab[oration] Day was held 
in November with foundation members 
comprising of representation from medium 
to large sized public and private dealership 
groups, a national bank, a private consultancy 
group and one brave manufacturer.

Discussions centered on joint vision and 
legacy, influencing change, the sustainability 
of our industry and disrupting the status quo. 
Now the group are in the process of registering 
a proposed trading name with the Department 
of Fair Trade followed by ASIC to ensure legal 

frameworks are in place to support a planned 
membership network nationally.

A major consideration of the Management 
Committee structure was a leadership 
modelled based on diversity and inclusion. 
Megan McKenzie, Group HR Manager 
Frizelle Sunshine Automotive stated, “This 
isn’t about bra burning or women wanting to 
push men out of the way, it’s about recognising 
we have to start making commercially viable 
business decisions on diversity and inclusion 
and putting strategies in place so that we stop 
lagging behind all other industry averages 
in virtually every classification”. According 
to 2018 WGEA data for the last 5 years the 
automotive industry has stagnated and it’s now 
a known fact! This group isn’t sitting on its 

hands, as it has the AADA advocating for the 
change as well.

Once the legal framework for the association is 
established there are plans to offer the network 
of members a platform to connect via a 
website, a mentoring program, online training 
and development, research and data insights, 
industry updates, networking events, along 
with Diversity and Inclusion Awards annually.

Membership fees will comprise of different 
levels to cater for individuals and corporations 
as well as sponsorship opportunities. 
Membership will be open to all progressive 
and innovative minds that wish to connect 
in the automotive industry, both male and 
female.

DIVERSITY & INCLUSION – 
THE FUTURE OF AUTO

Put your Parts Department in your Customers’ Hands! 

	 3 Send parts queries 3 Take photos
	 3 Scan VIN barcodes 3 Receive catalog illustrations 

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

A Mobile App with EPC Integration to Boost Efficiency & Grow Sales

AVAILABLE

NOW

@InfomediaLtd           Infomedia LtdGlobal leaders in parts and service software

Ph: 1800 810 103                  start@microcatparts.com
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In the latest of our series, thanks to legendary 
service advisor trainer, Lloyd Schiller, of 
LloydSchiller.com and Brooke Samples of 

Profit Blueprints, Brooke looks at the debate 
surrounding what the sales department should 
pay for repairs and maintenance.

Most dealerships elect doing most work at a 
Retail Labour Rate, understanding that the cost 
of the work will be passed on to the vehicle 
customer, and the dealership ultimately will 
make more profit since the sales department 
typically sells from cost on used vehicles.

Internal labour rate 

There are, however, still dealerships whose 
Internal Labour Rate is 50 - 50 per cent of 
the retail labour rate and deeply discount the 
parts. To those dealerships I pose the following 
question:

What if you’re the Used Vehicle Manager and 
every week you bring in a beautiful trade at 
a great price and you expect to make $2,000 
on it, plus finance income? Now you’re told to 
sell it to an employee for $500 over cost (even 
if the employee has plans to retail the vehicle). 
If this happens every week, the $104,000 gross 
profit you would have made for the year is 
now $26,000.

Although the numbers may be larger in this 
example (and maybe not), the effect is the same 
when the sales department ‘asks’ the other 
departments to discount their efforts. The 
Service Department, the Body Shop and the 
Parts Department could be selling their work 
at a higher rate to retail customers. For service 
and body there is no replenishing the time sold; 
once it’s sold at a discounted rate there’s no 
chance of selling it at a higher rate. 

The time the parts counter people spend 
tracking down the parts the Parts Department 
doesn’t stock, could be spent providing excellent 
service to the departments and customers who 
pay a higher mark-up percentage.

As any Service Manager or Body Shop Manager 
can tell you, finding Technicians is a challenge 
– just like finding beautiful used vehicles at 
a bargain price. The effort of finding, hiring, 
training and coaching Technicians is valuable, 
just like the time spent by the Sales Managers 
finding, appraising and preparing a vehicle, then 
ultimately working a deal to get the best price.

If the labour rate for service work was only 
worth 60 per cent of the retail labour rate, you 

can be sure the factory would pay claims at 
that labour rate. If a parts mark-up of 20 per 
cent made sense, then the factory would pay 
no more. I’ve run the analysis many times for 
many dealerships, and a 25 per cent mark-up 
on parts will allow the Parts Department to 
break even. There is little pride or sense in 
breaking even.

There will be times when the Service, Parts 
and the Body Shop will need to help the Sales 
Department with a discount, but it shouldn’t 
be an everyday occurrence; we call them 
‘Mulligans’. Maintenance work should be done 
at the same price as Customer Pay – not more 
than the Customer Pay work. If there is a 
‘special’ price, then that is what Sales should pay. 
The Sales Department should also be part of the 
‘Team’ and not send work outside the dealership 
because they can get it done ‘so much cheaper’. 
This is a disservice to all involved, including 
the customer if something on the vehicle fails 
because work was done by the cheapest guy on 
the block.

The Service Department should be part of the 
team and earn the right to charge the retail 
labour rate by providing excellent service and 
not putting the used vehicles at the end of 
the line. If it takes a week to get a car through 
reconditioning then I can’t fault the Sales 
Department for demanding a discount.

There are a lot of challenges and debates when 
running a dealership and its departments; 
let’s not make the internal mark-up up be one 
of them.

RETAIL LABOUR RATE VS INTERNAL 
LABOUR RATE
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Lloyd Schiller
Fixed Operations 
Consultant

Brooke Samples
President, 
Profit Blueprints, 
LLC



autotrader.com.au

WE DON’T
NEED TO
TELL YOU

 THERE’S MORE
 THAN ONE 

 WAY TO SELL
Autotrader is a new, smarter way to trade auto. With simple tools like  

Price Advisor from Kelley Blue Book, Dealer Reviews and customisable  
dealer pages, you can deal differently. 

http://www.autotrader.com.au
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Obsolete parts are a drain on dealerships. 
You’ve bought them but now you can’t 
sell them, or they have been returned. 

They return to your shelves and are often 
forgotten, but they are hurting your bottom 
line. So what do you do?

Parts departments are accustomed to 
returns – in some cases up to 20 per cent of 
parts sales are returned. We take them back 
because we want to keep the customer happy 
rather than risk losing their future business, 
but when we accept those returns we also 
reverse the sales (and grosses), and now those 
crash parts and seldom-used emission parts 
are collecting dust on our shelves. 

Some of these parts can sit on shelves for 
years, forgotten. Keeping them company 
are all the parts you special-ordered but 
never installed on customer cars and never 
returned to the manufacturer. Some might 
even be some parts that were ordered in error 
over the years.

In an average dealership the total value of 
parts sitting on shelves without a sale in 12 
months can exceed $50,000. That’s $50,000 
that could – should – be invested in parts that 
actually sell. Your $50,000 investment should 
turn eight times annually, generating about 
$400,000 in sales and (at a margin of 41 per 
cent) $164,000 in gross per year. That is a lot 
of lost profit.

Those $50,000-worth of parts that don’t sell 
reduce the number of parts on your shelves 
that would sell and drive down your fill rate. 
Low fill is one of the top reasons skilled techs 
jump ship. (And who has an endless supply of 
skilled techs?) Closely related is the fact that 
missed-fills often require customers to return 
to your dealership a second time to complete 
their repairs. To customers that looks a lot 
like ‘not fixed right the first time’ and your 
CSI gets poisoned. 

NADA has examined this problem and come 
up with a number of solutions. These include:

• Awareness. Obsolescence happens over 
time right under your nose. If you don’t 
know how much obsolescence you 
have, you can’t track it to reduce it.

• Set prudent return policies that 
provide progressively generous return 
privileges to wholesale customers 

based on their actual business value 
to you, considering purchase volume, 
timely payments and so on. You might 
consider the airline/hotel model: 
frequent travellers get progressively 
generous perks as they earn silver, gold 
and platinum status.

• If you don’t require customers to pay 
in advance for special order parts, why 
not? Other retailers charge your credit 
card before they ship. Your customers 
expect to pay in advance. Make it so.

• Your manufacturer doesn’t want you to 
have obsolete inventory. Learn about 
their return program and use it to 
maximum advantage.

• Hire/train a parts manager to keep 
track of and minimise your obsolete 
parts.

OBSOLETE PARTS AND WHAT TO DO WITH 
THEM

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

tailor a solution for you, contact 
 Michael Bray on 0407 867 082

  or michaelb@grays.com.au

www.graysonline.com

To find out how we can 

http://www.graysonline.com/automotive-trucks-and-marine/motor-vehiclesmotor-cycles?tab=items
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With margins being squeezed across 
dealerships – most recently across 
finance and insurance – success is 

increasingly focused on winning the used 
car battle. With 2M-plus used cars sold 
every year in Australia – double the new 
car market – healthy profits at decent scale 
are still available for dealerships. That said, 
the competition is fierce and fewer obvious 
competitive advantages exist, with many 
areas of marketing and promotion reaching 
saturation.

Enter Australia’s newest used inventory 
solutions: Facebook Marketplace and 
Facebook’s Dynamic Ads for Automotive 
(DAA).

Whilst many Dealers already use Facebook in 
a variety of ways to drive business outcomes, 
the latest innovations from Facebook 
are tried and tested strategies at flipping 
inventory across your used car portfolio. Both 
Marketplace and DAA have been live across 
North America for 12-plus months and are 
proving incredibly effective at delivering 
measurable dealership sales.

Given both solutions have just recently rolled 
out across Australia, first movers will benefit 
greatly. Here is what you need to know about 
the two products and how to get started.

Facebook Marketplace

What is Facebook Marketplace?  

Marketplace is an easy, convenient way to buy 
and sell on Facebook in your local area. You 
can look through listings or search for items 
near you to find great things, such as used cars, 
to buy.  

In fact, since the 2016 Marketplace launch in 
Australia vehicles have organically become a 
top category for Aussies to buy and sell. We’ve 
now opened up the ability for dealerships to 
pipe their used and demo inventory directly 
into this marketplace environment.  

Car shoppers on Facebook in Australia can 
now:

• browse used car inventory from auto 
dealerships through listing partners 

• find what they’re looking for by 
filtering listings by year, make, 
model, mileage, vehicle type and 
transmission, and

• communicate with select dealerships 
in real time via Facebook Messenger 
(or get a call back via lead form on 
individual listings).

How can I list inventory?

The automotive ecosystem in Australia 
now has the ability to directly pipe used car 

inventory feeds into Facebook Marketplace 
via our launch partners CarSales, Drive 
Network, AdTorque Edge, iMotor, AutoTrader, 
Dealer Solutions and EasyCars. These new 
partnerships improve the user experience 
with more volume and quality of inventory 
available across Marketplace.

You’ll need to get in touch directly with any of 
the above partners to understand the specifics 
around how to get your inventory listed onto 
Marketplace.  

Dynamic Ads for Automotive (DAA)

What is DAA?  

Dynamic Ads for Automotive are optimized 
for people who are in the market for a vehicle 
right now. These ads use your Facebook pixel 
to show ads to in-market shoppers including 
and beyond your recent website visitors.

This no-brainer solution allows Dealers to 
upload their vehicle catalogue with relevant 
details such as make, model and year. It then 
automatically generates ads that show the most 
compelling inventory to the right audiences, 
driving them toward vehicle detail pages, 
lead submission forms or other high value 
destinations.

Benefits of DAA?

• Convenient one-time setup.  Dynamic 
Ads for Automotive are automatic, 
efficient and adaptable – you only 
have to set up your campaign once to 
promote all of your inventory, without 
having to create each ad separately.

• Deliver ads to people who want to 
see them. With Dynamic Ads for 
Automotive, you can automatically 
serve up ads with real time availability 
and pricing to people based on vehicles 
they show intent to purchase.

• Reach people across devices.  Your 
ads will appear on web and mobile 
regardless of the device they used to 
originally see your product.

MOVING USED INVENTORY 
JUST GOT A LOT EASIER

Ted Bergeron
Head of Automotive, 
Facebook Australia
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• Your campaigns are always on. Your 
campaigns are automatically set to 
reach people with the right inventory 
at the right time, based on the actions 
they take on your website.

How can I get started with Dynamic ads?

1. Implement the Facebook pixel on your 
website

Dynamic Ads are not possible to run without 
the Facebook pixel on your website.

If you do nothing else after reading this article, 
make sure the Facebook pixel is added to 
your website as a priority. Without the pixel 
your dealership is at a massive disadvantage 
compared to those Dealers already tapping 
into its capabilities.  

The Facebook pixel is a short line of code that 

helps track and report on website activity and 
which should be installed on every page of 
your website. The pixel opens up advanced 
in-market targeting solutions, more intelligent 
media buying and better reporting capabilities 
sure to improve your marketing performance. 

Talk to your website developer to get the 
Facebook pixel implemented today.

2. Enlist an expert to manage your Dynamic 
Ads

The dynamic ads technical setup and ongoing 
advertising maintenance is best outsourced 
to the Facebook partners well-trained in 
maximizing performance for your dealership 
and troubleshooting any speed bumps along 
the way.

The Facebook preferred dealership agencies 
and technology partners are AdTorque Edge, 

McKenzie Partners, iMotor, Dealer Solutions, 
ClickMedia Solutions and Ignite Group. Get 
your Dynamic Ads running today with our 
partners. 

Better together: Marketplace and Dynamic 
Ads

Start taking advantage of both product 
innovations across Facebook today. Dynamic 
Ads will help generate more exposure across 
in-market shoppers not currently considering 
your dealership. Marketplace will provide your 
inventory presence across a highly engaged 
shopper group already using the space to find 
their next car.  

This is just the beginning. Keep an eye out for 
more automotive-specific product innovations 
aimed at driving manufacturer and dealership-
specific business challenges in 2019.

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


18  | DECEMBER 2018  |  automotivedealer.com.au

SpinCar is the world’s leading provider of 
digital automotive merchandising tools, 
with more than 140 million virtual 

Walkarounds experienced by car buyers 
across 14 countries since 2014. 

In this exclusive interview with Automotive 
Dealer, the CEO and Co-Founder of SpinCar 
reveals why 360-degree product visualizations 
boost website conversions; his long-term plans 
for the company, and why Dealers should 
focus on unique visitors and not conquests.

What brought the SpinCar founders 
together?

Mike Quigley and I went to high school 
together in upstate New York. After college, 
Mike moved into product technology roles 
while I was working in finance. We started 
getting together when we were both home for 
holidays, and after a number of discussions 
we landed on the idea that eventually became 
SpinCar. 

How did you come up with the SpinCar 
concept? 

Earlier in my career, at the time when retailers 
were starting to invest heavily in eCommerce, 
the venture capital firm I was with developed 
a strong focus on companies that specialised 
in website conversion tools. In developing 
this investment thesis we predicted that 

software products capable of increasing 
website conversion rates would deliver strong 
ROI, resulting in rapid adoption and high 
customer satisfaction. At that time, there 
was plenty of evidence demonstrating that 
rich, interactive content, particularly 360° 
product visualizations, drove higher website 
conversions, but no-one had built a ‘plug and 
play’ solution that made it easy to create this 
content. When we came up with the idea 
for a company that specialized in this area, 
we initially focused on serving fashion and 
consumer accessory companies. It wasn’t 
until March of 2014 that we worked with our 
first auto dealer group. We straddled both 
industries for about six months, until we 
decided to focus purely on automotive. Since 
that time we’ve never looked back! 

How long did it take to develop the SpinCar 
product? 

It took about two years to build our first 
commercially viable solution, but since that 
time we’ve constantly refined and added 
features to the platform. All our technology 
is built in-house in NYC, by some of the 
brightest people I’ve ever had the pleasure of 
working with. There’s an adage in software 
engineering that an A+ engineer is an order of 
magnitude more productive than an A- or B+ 
engineer. I’m proud to say we’ve managed to 
build a team full of true A+ engineers, which 
has enabled us to release a staggering amount 
of new functionality every month. 

What major technical issues had to be 
overcome before the product could be 
launched? 

There were a lot of technical challenges 
involved with building a really easy to use 
merchandising platform that could be 
leveraged by thousands of customers all over 
the globe. One particular challenge in the 
auto industry is that vehicle photographs are 
taken in a wide variety of conditions (snow, 
sun, indoors, outdoors, etc) by employees 
with varying levels of technical expertise. 
Perhaps the biggest hurdle we overcame was 
minimizing jitter in the 360° WalkAround™. 
For that, we developed sensor fusion 
stabilization technology, based on a complex 
three-dimensional math algorithm that 
enables anyone to create natural, seamless 

virtual vehicle tours, regardless of the user’s 
skill level. We also do some pretty amazing 
data science work with our consumer 
behavioral data. 

Being the CEO of SpinCar would be a pretty 
demanding job. What does Devin Daly do 
to relax? 

I really enjoy water and snow skiing. I spend 
a lot of time boating and relaxing with family. 
I also read quite a bit of non-fiction. Lastly, 
I’m a bit of a movie buff, which helps after an 
especially stressful day or week. 

Were you involved in the auto industry prior 
to co-founding SpinCar? 

Not at all. W we had made some investments 
in the sector, but I was primarily in the 
finance industry before SpinCar. Despite not 
growing up in the car business, I absolutely 
love the industry – it’s filled with so many 
entrepreneurs who have bootstrapped their 
way to success. I’m incredibly grateful to have 
the opportunity to work with these folks. 

If you weren’t the CEO of SpinCar you’d 
be...? 

Starting something else I’m passionate about 
or helping fellow entrepreneurs commercialize 
their product ideas. This has been an amazing 
experience, both professionally and personally, 
and I look forward to helping others make 
their dreams a reality. 

What’s the key pushback your sales people 
get from Dealers when they demonstrate the 
product?

I think some Dealers prefer not to face the 
harsh realities of the changing landscape. In 
today’s day and age, the online showroom will 
make or break their business. It’s absolutely 
critical for them to focus as much or more 
effort on digital merchandizing as their 
physical showroom. And the most critical 
component of their online showroom is 
vehicle visualization, which comprises 82 
per cent of website interactions. With a wide 
variety of competing inventory just a click 
away, Dealers need to realize how paramount 
digital merchandising is to their long-term 
success. 

WHAT DRIVES SPINCAR’S DEVIN DALY?
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Devin Daly
CEO and Co-Founder, SpinCar
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Why should Dealers focus on unique visitors 
and not conquest?

One of the most impactful ways that Dealers 
can grow their business is by optimizing 
the marketing funnel from the bottom up. 
This means first testing and experimenting 
with the low funnel to maximize conversion 
rates before moving to the mid-funnel and 
eventually to the top of funnel. Starting with 
low funnel conversion allows Dealers to get far 
more leverage from their advertising dollars 
than spending more money to acquire new 
eyeballs via conquesting. 

What’s the one thing people don’t know 
about Devin Daly?

As an avid outdoorsman, I love hunting 
waterfowl. 

SpinCar is seen as one of the fastest-growing 
vendors in the US. How big do you think the 
company can become? 

I see a future where virtual vehicle tours 
are a standard part of the online shopping 
experience, much the same way that CARFAX 
vehicle history reports have become the 
defacto standard for consumers. And I believe 
that SpinCar is well on its way to becoming the 
true standard for vehicle visualization. Dealers 
who don’t offer 360° WalkArounds will be 
skipped over by consumers accustomed to the 
rich transparent experiences offered by the 
vast majority of auto retailers. 

Number of employees SpinCar has is...? 

Currently we have around 75 employees, but 
we’re growing so fast I can barely keep track. 
For the first time in company history, I got 

an email the other day from a new hire and 
I didn’t know who it was – that was a pretty 
eye-opening day that made me realize how 
much we’ve grown from five people in a shared 
office. 

Without revealing any trade secrets, what is 
your long-term plan for the SpinCar business? 

As a result of the deep level of engagement that 
consumers have with our virtual vehicle tours, 
the SpinCar platform generates an incredibly 
rich set of consumer behavioral data that 
can be used in a wide variety of applications. 
This data already powers our SPINtelligent™ 
Consumer Insight product, which provides 
Dealer BDCs with detailed data on individual 
shopper interests and needs, as well as our 
VINtelligent™ Retargeting product, which 
delivers the auto industry’s most personalized 
digital ads to self-identified in-market 
shoppers. We see unlimited potential as we 
continue to activate this data with a number of 
new applications for OEMs, Dealers, website 
providers and more. 

Where do you see yourself personally in 2024? 

I think we’ll be continuing to lead the way 
in automotive merchandising and helping 
Dealers keep up with the changing digital 
landscape. There’s a massive amount of capital 
being invested in digital retailing and we 
believe that success is predicated on deep, 
engaging experiences and true transparency. 
Automotive shoppers need to feel comfortable 
and informed in order to buy a vehicle without 
physically touching it. We think SpinCar will 
play a critical role in this transition to full 
digital retailing. 

Apart from South Africa and Australia, which 
other countries do you have SpinCar resellers 
in?

UK, Canada, Mexico, Brazil and France. We 
have plans to continue global expansion, as 
our product crosses borders easily and requires 
minimal translation. 

How do the OEMs use SpinCar technology? 

In a number of ways. They use our 360° 
WalkAround technology to enable their retailers 
to improve the consumer shopping experience. 
They also use our Capture solution to speed up 
the off-lease disposition process. Lastly, they 
leverage our proprietary shopper behavioral 
data to better understand consumer interests 
by vehicle, applying those insights in their 
marketing and product planning processes. 

Your biggest achievement to date was/is...? 

Helping to build the absolutely amazing 
team and culture we’re so fortunate to have 
at SpinCar. None of this would be possible 
without our fantastic people. Special shout-
outs to the team that’s been with us from the 
old days of 2015–2016. 

Finally, if they were going to make a movie 
about Devin Daly, who would you like to see 
play you? 

A 30year-old Al Pacino or Dwayne Johnson?

With $22M in VC funding, being named Best 
Tech Startup in Syracuse for the second year 
in a row and appointing S21Media as the sole 
Australian reseller of SpinCar, the road ahead for 
Devin Daly and his team certainly looks smooth.

For more information visit www.spincar.com or call 
1300 880 057.

SWIPE TO SPIN
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SNAP21 Fast Facts:

• 54 per cent of customers leave a 
credible review online using the 
SNAP21 tool 

• 27 per cent of customers click through 
to Google reviews 

• 33 per cent of customers share their 
SNAP21 reviews on the own social 
media sites.

Online reviews are having a major 
impact on the way consumers buy cars 
and where they have them serviced.

According to US-based DealerRater, a car 
shopper is three times more likely to become 
a buyer when a dealership has positive online 
reviews, and 24 per cent consider review sites 
to be the ‘most helpful’ factor when it comes to 
making a purchasing decision.

Leading consumer engagement companies 
such as Digital Air Strike and ReviewTrackers 
report that 70 per cent of car shoppers say that 
online dealership reviews influence where they 
choose to buy. 

Additionally, 81 per cent of consumers who 
consult review sites say that they check the 
review scores/aggregated ratings of dealerships 
that appear in search results.

Google reports that 22 per cent of internet 
users post a review or comment online after 
buying a vehicle. 

So what can a Dealer do to boost their online 
reputation and stand out in local search? 

Dealers who are using SNAP21 and posting 
positive reviews rank higher in local search 
than non-SNAP21 users, thereby making it 
easier for potential buyers to choose their 
dealerships.

For those who are unfamiliar with SNAP21, 
this Smartphone APP seamlessly incorporates 
a customer photo and their positive comment 
to a Dealer’s website and Facebook page.

The customer can then post the same photo 
and positive review to their Facebook page, 
Google Reviews, Pinterest and Twitter.

What’s more, Holden Dealers who are onboard 
with SNAP21 will have a massive head start on 
their competitors when the new updated API 
is released in Q1 2019.

The partnership between SNAP21, Holden 
and CDK Global will deliver positive photo-
based testimonial reviews to a Holden Dealer’s 
website based on what they searched for on the 
website.

For example, if a customer searches for a 
new Acadia on a Holden Dealer’s website, 
the site will serve up the SNAP21 Acadia 
photo reviews and comments that have been 
previously posted.

CDK also plans to use a Holden Dealer’s 
positive customer reviews as retarget content 
to customers who previously searched for 
specific vehicles on a Holden Dealer’s website 
but were not ready to buy.

In addition to posting photo reviews on social 
media, these posts will also be seen on a 
dealer’s SNAP21 Branded Review Page and on 
the Holden CDK Dealer Website Platform.

The widget will also link customer reviews 
to a Holden Dealer’s website and Facebook 
page, allowing potential buyers to see how a 
dealership has been rated.

Facebook and website integration is a key 
feature of the SNAP21 App.

• 38 per cent of the online population is 
on Facebook

• The average user has 338 Facebook 
friends

• A Dealer who sells 100 cars per month 
and takes 100 snaps per month will 
on average receive 54 reviews and 
generate 18 shares

• Plus on average of 6,084 other 
Facebook users will see those reviews. 

What’s more, the SNAP21 Dashboard places 
all the data at a Dealer’s fingertips, including 
reports on individual sales consultant’s 
performance, SNAP21 users and reviews, 
who’s sharing and on what platforms, and the 
Dealer’s branded micro-site and website.

In addition, the Snap21 provides consultants 
with their own personalised SNAP21 microsite 
where consumers can see a consultant’s 
aggregated rating score (out of five stars), 
comments, accompanying reviews and the 
percentage of customers recommending the 
dealership.

Customers can also review a consultant’s 
profile and star rating for each team member.

Consultants can also have their own digital 
email signature featuring the ‘digital brag book 
and profile’.

Still not convinced that SNAP21 is a ‘must 
have’ for your dealership? 

Since 2015 Australian dealers have:

• Taken 108,473 snaps
• Received 59,242 reviews
• Generated 21,784 shares, and
• Created a whopping 23,944,742 

Facebook impressions.

The Holden, CDK and SNAP21 partnership 
promises to deliver a unique and cost-
effective website experience that capitalises 
on consumer photo reviews and authentic 
comments to drive Holden Dealer sales.

For more information visit www.snap21.com.au

HOLDEN POWERS AHEAD WITH 
SNAP21 AND CDK

My Sales Manager 

Jason and Finance 

manager Kat went 

above and beyond to 

get me what i wanted 

and i am 100% happy 

with my new car and 

the exceptional service 

provided to me with this 

purchase. Thanks Jason 

and Kat.

Commodore
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My tip is a comeback won’t be too far down 
the track…

On July 6 this year, in the lead-up to 
the Townsville race, Australia’s most 
popular motor sport identity, Craig 

Lowndes, shocked the industry and fans by 
announcing he would retire from full-time 
racing at the end of this season and, from 
next year, only participate as an enduro 
driver.

The reactions were many and varied given 
Craig took everyone by surprise. Some, like 
Mark Skaife, applauded the move to finish 
while on top, given the demands of his racing 
– in particular when you are the main celebrity 
in the sport and everyone wants a piece of 
you. There was also disappointment, as many 
fans had planned to get many more seasons of 
enjoyment from their favourite fan-friendly 
trackside personality. 

To some there were also suggestions he had 
been pushed aside by his management to make 
way for a drive for Simone di Silvestro. David 
Reynolds, fellow-driver and championship 
contender at that time,, spoke publicly, saying 
“when you watch the press conference it’s so 
clear he is being half pushed out or pushed out 
entirely”. 

Whilst these comments were not appreciated 
by Craig, he should not have got too 
concerned as Reynolds is renowned for his 
unpredictable and childish media attention-
grabbing antics.

Whilst all sorts of theories abound as to why 
Craig would wish to retire when car-for-car he 
would still beat 75% of the field and currently 
looks like finishing an outstanding 4th in this 
year’s championship, I have my own ‘wag’ 
(wild-ass guess) on how his retirement may 

John Crennan
Motorsport Contributor

have come out of the blue and how, maybe, it 
could be short-lived.

My theory starts with a basic assumption that 
Craig would undoubtedly have mega sport 
star fatigue after 24 years of racing, travel, 
sponsors, media and the politics of sport. 
Burnout with top sport stars is best treated 
with a well-thought-out long break when 
your performances are still very competitive, 
as Craig’s are. When the body and brain are 
in burnout mode it’s only natural to think 
retirement is the best option. 

Craig’s boss, Roland Dane, is not in this 
game just to win races but also make a profit, 
and with the success rate of that team he 
deservedly should be capable of making 
a significant profit. My scenario is his two 
main game ‘RBHRT’ cars would represent a 
very profitable business model, given strong 
funding from Holden and Red Bull naming 
rights – but maybe not so with Craig’s car, 
where pit lane talk suggests it is underfunded. 
Maybe it’s a case of ‘why achieve strong $ 
returns from your two main cars only to see it 
eroded with your third car on the grid’.

Therefore my ‘wag’ is that, at the start of this 
season, Dane had a carefully planned four-step 
strategy for his third car to be put into play for 
the 2019 season:

1. Approach all the existing sponsors to 
stump up with more funding for Craig’s 
car #888

2. If 1 fails, seek to attract other sponsors who 
would pay the money required for Craig’s 
car 

3. If 2 fails, seek a driver with major sponsor 
backing who would pay the money 
required (e.g. Harvey Norman/Di Silvestro)

4. If all three of these plans fail then hand 
back the franchise for the third car.

Dane would have taken Craig into his 
confidence on all four scenarios, and if options 1 
and 2 failed, Craig would agree to the retirement 
option, take a lucrative fee and a highly 

competitive seat for the Pirtek Enduro 3 races in 
September and October, and have the other 10 
months of the season smelling the roses.

Any good manager representing Craig in these 
discussions would, however, keep his options 
open for 2020 for a full-time drive elsewhere 
once Craig takes his well-earned refresher 
break in 2019 –or even the return of a third T8 
car if new strong funding was mined. 

My money is on Craig returning to a full-
time Supercar seat in either 2020 or 2021 
for these reasons: a) I don’t see Craig suited 
to a top media role, or a team management 
or ownership position; b) the Sean Seamers 
of Supercars know Craig puts volume bums 
on seats and turns on television sets, and a 
comeback would reignite massive interest for 
the sport; c) about this time next year Craig 
will start getting itchy feet for full-time racing 
and be missing all the trappings deserving of a 
superstar in the sport.

We will see!

So let’s trace where Craig’s phenomenal 24 
years at the top end of Australian motor sport 
all started. In my Team Principal role at HRT 
I had a good helicopter view as to how this 
superstar in v8 touring cars/supercars got 
going.

In 1994 Craig drove for us at Sandown, 
Bathurst and Adelaide GP then, in ’95, did 
Sandown and Bathurst, then a full season in 
’96 and, in ’97, under our management, a full 
season in the European F3000 series. 

On his return from overseas he then competed 
in full seasons at HRT for 1998, 1999 and 
2000, for a total of 158 race starts for HRT.   

Jeff Grech, as Team Manager of HRT in 
August 1994, wanted to put this promising 
19-year-old Formula Ford driver in one of our 
factory cars for the Sandown race, as TWR UK 
driver Rickard Rydell pulled out very late in 
the piece. We backed Jeff’s idea of Craig being 
a last-minute replacement, as Jeff a few months 
earlier had given Craig some private testing 
and his times and raw talent were, to say the 
least, very impressive. 

SUPERCARS LEGEND CRAIG LOWNDES 
ANNOUNCES HIS RETIREMENT

MOTORSPORT      Australian Automotive Dealer Association 
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My job was to handle the team marketing, 
brand development and driver negotiations 
on fees and contracts, so after some meetings 
we sent our driver’s contract off to Craig on 
25 August 1994, and a few days later we both 
signed. 

It involved: a) a sign-on fee of $2,500 plus a 
Sandown drive fee of $2,500, plus podium 
bonus monies; b) an HRT test program 
for full year 1995 for a $10,000 fee plus 20 
promotional appearances. Should the team 
decide to select Craig as an enduro driver 
for Sandown and Bathurst in 1995 a further 
driver fee of $10,000; c) in October 1995 we 
would make a decision on Craig for the 1996 
season; d) the Team to provide a personal 
development and training program, a public 
speaking and presentation course on media 
handling.

After Craig’s prodigious Sandown 
performance as No.2 driver and his 
dominance over the much more experienced 
lead driver Brad Jones, Jeff Grech and I wasted 
no time signing Craig for the upcoming 
Bathurst. He and Brad Jones then finished on 
the second step of the podium at Bathurst. 
After this it was clear to all good judges we had 
something special with this extremely likeable, 
fresh-faced young rookie driver. 

To have acted so quickly in signing Craig up 
in August 1994 to the end of 1996, and locking 
him in exclusively, was certainly one of our 
team’s better moves. 

Immediately following Craig’s inspiring first 
Bathurst performance, Jeff Grech and I wasted 
no time arranging another meeting with 
Craig and his father, Frank, on 7 October at 

the Excelsior Hotel in Thomastown, close by 
Craig’s family home.

Our 25 August driver contract with Craig was 
for Australia only, with Craig and his father 
exploring a test in Europe with a UK outfit 
lead by ex-pat Australian, Alan Docking. Jeff 
Grech and I worked hard at trying to have 
TWR UK arrange his European aspirations 
and keep Craig globally part our Group. 

We gave him a firm proposal at that 7 October 
meeting, considerably modifying the original 
contract done only six weeks earlier prior 
to his brilliant debut Sandown and Bathurst 
performances, and this included a wild card 
to race in the next month’s Grand Prix race in 
Adelaide.

And so began the career of Craig Lowndes 
in the elite division of Australian motor 
sport, where his association with our HRT 
team would span from September 1994 to 
December 2000 – a period of more than six 
years, during which Craig bought great credit 
to himself, his father who had nurtured his 
racing from nine years of age, Holden, and our 
HRT brand. Craig was the catalyst that allowed 
Jeff Grech to comprehensively reinvigorate and 
transform the DNA of HRT from a struggling 
also-ran team to the dominant force in the 
sport from 1996 until February 2003. 

In 2003, completely out of my and Jeff’s 
control, we saw our dreams of many more 
championships evaporate in an instant, when 
our extremely profitable HRT business got 
caught up in the collapse and receivership of 
Tom Walkinshaw’s UK racing and business 
empire.

On 17 November 1995, HRT issued a press 
release advising that Craig, at 21 years old, 
would become a full-time driver for season 
1996 and would team up with 51yo Peter 
Brock. This agreement, through to end of 
1999, represented the biggest backing any 
21-year-old driver had received in Australian 
motor sport.

How fortuitous it was for us to convince 
Holden in November ’95 to reverse their 
post-Bathurst decision to sack us as their 
factory team, as in the first race of ’96, with 
Craig at the wheel, the value of HRT to Holden 
changed dramatically overnight. Again, this 
was thanks to the fantastic new energy Jeff 

Grech introduced into the team with his new 
rookie driver. Craig literally wiped the floor 
with his competitors, most of whom were 
twice his age.

With all the hysteria surrounding Craig’s 
1996 success, attention soon turned to his 
Formula One aspirations. Our colleagues 
in TWR UK arranged for Craig to drive in 
a very competitive F1 stepping-stone series 
with Austrian-based Dr Helmet Marko’s team 
in the Formula 3000 series. I convinced Tom 
Walkinshaw that HSV should underwrite 
these costs, which were close to A$1 million 
for the 1997 season, and in return we would 
enter into a 10-year contract to manage all 
Craig’s racing activities. In Europe, his team-
mate would be Juan Pablo Montoya, who was 
the same age as Craig. 

Neither Craig nor HRT achieved the dream 
of launching Craig into F1 ranks, and his 
season in Europe, where he came 17th in the 
Championship, had failed. My formal review 
with team owner Dr Marko, by phone on 
2 September, was very blunt about Craig’s 
performances in the F3000 season. During 
that call Dr Marko stated Craig was not at 
Montoya’s calibre and expressed concerns 
about Craig’s lack of single-minded focus. He 
felt Craig was too happy-go-lucky and easy-
going to make it in F1, particularly compared 
to the intensity of Montoya. Marko said that 
after practice sessions Montoya would get 
out of the car and spend hours on end with 
his engineer, going over all data, while Craig 
would jump out of the car and disappear 
down pit lane happily hand-in-hand with his 
girlfriend, Natalie. 

Back in Australia we did not get too hung up 
with Craig’s F3000 report card, as we knew 
he was basically a homebody, and had no 
hesitation with getting him back at HRT. With 
Craig’s learnings from his Euro experience and 
our recruitment of Mark Skaife and his intense 
competitiveness, we went into 1998 with a lot 
of confidence of taking the team to another 
level, and that’s what happened.

This combination was the HRT dream team, 
as in ’98 Craig was 1st in the championship, 
and Mark 3rd; in ’99 same again and, in 2000, 
Mark was 1st in the championship and Craig 
3rd. Mark backed up his 2000 championship 
with further titles in 2001 and 2002. 

Craig Lowndes and John Crennan on 
December 19, 1996, signing their new 
contract.
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From the disaster of Bathurst ’95, HRT took out 
championship titles in ’96, ’98, ’99, ’00, ’01 and 
’02, as well as three Bathurst victories. It was a 
reasonable turnaround for the team that Holden 
sacked after Bathurst ’95 and justified our push 
to reverse that decision just six weeks later. 

Craig’s last year at HRT in 2000 was difficult 
for everyone. Once Ford got into his ear about 
a move to the blue side for the following 
season the dynamics changed considerably. 
Whilst Craig’s driver contract allowed him free 
agency in 2001, the complications associated 
with our 10-year management agreement of 
Craig’s motor sport career and our desire to 
recover monies invested in the ‘97 European 
campaign caused a lot of tension and an 
awkward environment. 

Fortunately it was resolved without the 
involvement of the courts and during all this 
Craig and I never had a cross word. The same 
could not be said between his advisors and 
myself; however, the last paragraph of this 
article is the recall of Craig and HRT that 
matters most. 

Craig’s performance stats in his first four full 
race seasons, plus eight drives in ’94, ’95 and 
’97 at HRT, stand high above everything else in 
his ensuing 18 seasons after he decided to leave 
our team and was employed by three other 
teams. Craig had 24 per cent of his 665 career 
race starts for HRT, and the impact on the 
team and on Craig’s career was as astonishing 
as it was compelling.

Elite sporting superstars peak midway through 
their careers; however, Craig was different, as 
his best was virtually from day one at HRT 
where, in his four seasons, he recorded by far 
his most concentrated success rate. It took 
Craig 18 seasons with three other teams to 
achieve the win and podium success rate he 
recorded in just his four full seasons at HRT.

The one person who should be taking the 
biggest bow, after Craig at Newcastle on 
November 25, is Jeff Grech and his HRT 
support team for the period of Craig’s time at 
HRT. Craig was only at HRT for 158 of his 665 
starts and for four full seasons of his 24-year 
career, but he achieved 51 per cent of his career 
race wins (54 of 107) while at HRT, as well as 
56 per cent of his 166 podiums; 100 per cent 
of his three championship wins; 15 per cent of 
his seven Bathurst wins and 35 per cent of his 
pole positions. 

Whilst Jeff and his technical support team 
did a fantastic job in allowing Craig to sweep 
to victory so many times in great cars and 
with great race strategy, the other side of 
the equation was the blossoming of Craig’s 
personality and his ultimate popularity rating 
of a rock star. Again this commenced while 
at HRT. Craig started at HRT as a shy and 
reserved 19-year-old; however, the influence 
of HRT’s management group in shaping the 
off-track part of his career was as carefully 
planned as it was methodical. Add to that 
the turbo-charged Peter Brock mentoring 
and influence. They were very close team-
mates in the enduros of ’94, ’95, ’97 and full 
season ’96. Peter’s grooming of Craig with 
media handling, sponsor relationships, fan 
engagement and autograph sessions, appeal, 
and public event speaking was something 
money could not buy. 

At the end of 1996, with Peter Brock finishing 
at HRT, I felt Craig could well become the next 
Brock/Peter Perfect of our sport, not just with 
results but also in terms of unconditional fan 
appeal, demand for apparel and merchandise, 

and as role model for young motor sport fans 
and potential HSV buyers and aspirers. 

In 1999 I prepared a comprehensive marketing 
paper for Craig to consider, outlining a 
strategy to ensure that within three to five 
years he could take over the Peter Brock 
mantle in this sport. Today I make the same 
prediction that Scott McLaughlin will in every 
sense be the Craig Lowndes of the next 5-10 
years if he stays in supercars.

Regardless of my prediction about this not 
being Craig’s last full season in supercars, 
he deserves every accolade coming his way 
pre and post the last race at Newcastle on 25 
November.

The electronic scoreboard would not be 
big enough to cover it all. Champion of the 
track, Champion of modesty, Champion of 
diplomacy, Champion of even temperament, 
Champion of decency, Champion of positive 
communications, Champion of the constant 
smile, Champion role model.

MOTORSPORT      Australian Automotive Dealer Association 

Craig Lowndes flies in from Austria to join touring HSV Dealers at TWR, Leafield, UK 
offices, for a mid-year review of his 1997 F3000 season.
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National motor vehicle sales eclipsed the 
one million year-to-date sales mark 
during November 2018, in a month 

in which overall sales were down, according 
to the latest data released by the motor 
industry’s statistical service, VFACTS. 

National vehicle sales for November 
reached 93,860, down 7.4 per cent from 
November 2017. The overall market decline 
for the month was once again led by falling 
passenger car sales, at 29,250 or 20.8 per 
cent lower in November 2018 compared to 
the corresponding month last year. The flat 
conditions were also reflected in SUV sales, 
which fell by 1.9 per cent across the segment, 
which accounted for 42.6 per cent of the 
market in November 2018 and 42.9 per cent 
of the market year to date. However, light 
commercial vehicle sales grew by 4.2 per cent 
in November 2018. 

Year-to-date sales across the market are 
currently at 1,065,583, which is a 1.9 per cent 
decline from the same period in the record 
2017 sales year. 

Tasmania bucked the sales trend compared to 
November 2017, with a 2.0 per cent increase. 
The remaining States and Territories fell as 
follows: New South Wales (-11.6 per cent), 
Victoria (-7.0 per cent), Queensland (-2.6 per 
cent), Western Australia (-9.0 per cent), South 
Australia (-2.4 per cent), the ACT (-7.8 per 
cent) and the Northern Territory (-6.2 per 
cent). 

November 2018 sales were down across most 
buyer types, however SUV sales increased 
by 20.5 per cent to government, and by 14.9 
per cent to rental purchasers. There were also 
increases in light commercial sales for the 
month to private (+4.0 per cent) and business 
(+5.5 per cent) purchasers. 

Tony Weber, the Chief Executive of the 
Federal Chamber of Automotive Industries, 
acknowledged the ongoing flat market 
conditions, saying November 2018 sales 
reflected tougher conditions across the 
economy.

The Toyota Hilux was the highest selling 
vehicle in November 2018 with sales of 4671, 
followed by the Ford Ranger (3469), the 
Toyota Corolla (2659), the Mitsubishi Triton 
(2404) and the Hyundai i30 (2378). Toyota led 
the market in sales volume for November 2018 
with 19.5 per cent of the total market, followed 
by Mazda (9.5 per cent), Hyundai (8.4 per 
cent), Mitsubishi (7.4 per cent) and Ford (5.9 
per cent).

Key Points: 

• The November 2018 market of 93,860 
new vehicle sales is a decrease of 
7,505 vehicle sales or -7.4 per cent on 
November 2017 (101,365) vehicle sales. 
November 2018 (25.7) had the same 
number of selling days as November 
2017 and this resulted in a decrease of 
292 vehicle sales per day. 

• The Passenger Vehicle Market is down 
by 7,679 vehicle sales (-20.8 per cent) 
over the same month last year; the 
Sports Utility Market is down by 765 
vehicle sales (-1.9 per cent); the Light 
Commercial Market is up by 841 
vehicle sales (4.2 per cent); and the 
Heavy Commercial Vehicle Market 
is up by 98 vehicle sales (3.5 per cent) 
versus November 2017. 

• Toyota was market leader in November, 
followed by Mazda and Hyundai. 
Toyota led Mazda with a margin of 
9,366 vehicle sales and 10.0 market 
share points.

SUV SALES SURGE IN SOFT OCTOBER 
MARKET

Overall national sales of Sport Utility Vehicles 
(SUVs) continued to climb in October, 
despite the overall vehicle market in Australia 
declining over the month, according to the 
latest data released by VFACTS. 

National vehicle sales for October reached 
90,718, down 5.3 per cent from October 2017. 
The overall market decline for the month was 
led by falling passenger car sales, at 27,802 or 

23.6 per cent lower in October 2018 compared 
to October 2017. 

SUVs approaching half of all sales

Overall national SUV sales were 39,849, and 
the SUV segment now represents 43.9 per cent 
of the market in October 2018 and 38.5 per 
cent of the market year to date. 

Within the SUV segment the sales of medium 
SUVs holds the greatest volume with 18.1 per 
cent of the total market in October 2018. The 
sales of small SUVs increased by 14.1 per cent 
in October 2018 compared to October 2017, 
with this category now representing 12.6 per 
cent of the total market in October 2018. 

Sales down on last year’s record

Year-to-date sales across the market are 
currently at 971,723, which is a 1.3 per cent dip 
from the same period in 2017 – which was a 
record year. Compared to October 2017, sales 
in October fell across all states and territories, 
other than Tasmania, which held firm with 
a 0.3 per cent increase. The remaining states 
and territories fell as follows: New South 
Wales ( 9.2 per cent), Victoria (-4.2 per cent), 
Queensland ( 2.7 per cent), Western Australia 
(-1.7 per cent), South Australia (-5.1 per cent), 
the ACT (-2.1 per cent) and the Northern 
Territory (-4.7 per cent). 

The decline was again most pronounced in 
sales to private purchases, which were down 
by 12 per cent across all vehicle types for 
the month compared to October 2017. This 
included falls in passenger sales to private 
buyers of 24.1 per cent, whilst private SUVs 
sales were down by 3.2 per cent and light 
commercial sales down by 4.3 per cent. 

Year to date sales to private buyers are now 
down 6.6 per cent compared to the same 
period in 2017. While business purchases 
overall were also down (-4.1 per cent) on 
October 2017 sales, business purchases of 
SUVs increased by 13.3 per cent over October 
2017, and light commercials increased by 3.4 
per cent over the October 2017 sales numbers. 

2018 SALES PASS THE ONE MILLION MARK 
AS FLAT MARKET PERSISTS



Our friends at BDO Automotive 
recognise the challenging trading 
conditions Dealers are currently 

experiencing, and have compiled a checklist 
to help ensure you are doing everything you 
can to maximise your returns. 

While the items on the following short 
checklist should be regularly reviewed, now is 
an opportune time to review the dealership’s 
attention to the following FAST 15. 

We encourage you not to just tick the boxes 
but to be proactive and honest in your 
evaluation; that is, you should critically 
evaluate whether there may be opportunities 
for improvement in the following areas:

• Claiming back the GST on bad debts 
written off

• Comfortable that the process of 
claiming and recovering factory 
incentives (KPI money/back end 

money) is generating all the income to 
which you are entitled

• Considering the dealership’s 
‘footprint’ by brand to identify if 
there are opportunities to increase 
throughput by site (reduce sites)

• Attentive to the sales opportunity that 
has come from the wave of service 
customers (some of whom you have 
not seen before or for a long time) due 
to the airbag recall

• Minimising and getting payroll tax, 
stamp duty, workers compensation, 
GST and FBT right

• Sure you are recovering as much of 
your NITCs as you are entitled to

• Communicating with management 
as to how to maximise the finance 
income under the new plans in this 
post flex environment

• Convinced that your remuneration 
structures are engaging staff, 
optimising financial results and 
encouraging good behaviours

• Minimising floorplan interest by 
paying out sold vehicles and clearing 
vehicles transferred

• Measuring and incentivising return 
on investment on your parts, new and 
used vehicles

• Conscious of your cyber risk and 
taking steps to address this

• Aware of the fraud risks in your 
dealership and setting an appropriate 
tone from the top

• Evaluating the impact of the new 
accounting standards for leases and 
revenue (where applicable)

• Contemplating the consolidation and 
disruption trends and what you can do 
to participate and prepare

• Reviewing your expenses, particularly 
the ‘big 4:  employees, rent, advertising 
and interest. Are you leveraging scale?

Please contact Mark Ward, BDO Automotive 
National Leader (by email mark.ward@bdo.com.
au) or your usual BDO advisor, if you would like to 
discuss, or need assistance to evaluate the above or 
any other opportunities.

KEEP ON TOP OF THINGS WITH BDO’S 
FAST 15 CHECKLIST

Mark Ward
Partner,  
BDO Automotive.
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Government purchases were up 6.7 per cent 
in October 2018, with increases of 24.3 per 
cent in SUV purchases and 9.3 per cent in light 
commercials. 

Tony Weber, Chief Executive of the Federal 
Chamber of Automotive Industries, 
acknowledged the ongoing softening in sales 
as the market continues to adjust after record 
sales over recent years. “Total sales so far in 
2018 are a modest 1.3 per cent below the 
same number during the 2017 record year. 
This demonstrates that the market is broadly 
holding firm despite evolving consumer 
preferences demonstrated through the shift 
from passenger vehicles to SUVs” he said. 

“Given the slowing housing market and 
the current drought, the overall result 

demonstrates the resilience of Australia’s 
competitive automotive market.” 

The Toyota Hilux was the highest selling 
vehicle in October 2018 with sales of 4,401, 
followed by the Ford Ranger (3,511), the 
Toyota Corolla (2,663), the Mazda 3 (2,094) 
and the Hyundai i30 (2,049). Toyota led the 
market in sales volume for October with 
19.6 per cent of the total market, followed by 
Mazda (9.0 per cent), Hyundai (8.2 per cent), 
Mitsubishi (6.9 per cent) and Ford (5.9 per 
cent).

Key Points:

• The October 2018 market of 90,718 
new vehicle sales is a decrease of 
5,045 vehicle sales or -5.3 per cent on 
October 2017 (95,763) vehicle sales. 

October 2018 (26.4) had one more 
selling day than October 2017 (25.4); 
however, this resulted in a decrease of 
333.9 vehicle sales per day.

• The Passenger Vehicle Market is down 
by 8,594 vehicle sales (-23.6 per cent) 
over the same month last year; the 
Sports Utility Market is up by 2,978 
vehicle sales (8.1 per cent); the Light 
Commercial Market is up by 199 
vehicle sales (1.0 per cent), and the 
Heavy Commercial Vehicle Market is 
up by 372 vehicle sales (10.9 per cent) 
versus October 2017. 

• Toyota was market leader in October, 
followed by Mazda and Hyundai. 
Toyota led Mazda with a margin of 
9,639 vehicle sales and 10.6 market 
share points.



Call Mark on 0412 847 172.

organiseit
Find every document every time.

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

Discover how.

Are you a Dealer Principal, Sales 
Manager or Allied Industry Executive 
wanting to immerse yourself in the 

latest topics and trends affecting Dealers, and 
how these insights can be successfully used to 
drive more sales and profits for your business?

The 2019 NADA SHOW, 23 – 27 January 
2019, is the Auto Industry Event of the Year, 
featuring four days of informative workshops, 
tools, technologies and tactics for franchised 
new vehicle Dealers, as well as unrivalled 
networking opportunities with Dealers and 

leading auto industry influencers from around 
the world.

Add to that, dynamic keynote speakers who 
will go above and beyond the traditional 
workshop themes and discuss key topics such 
as Leadership, Dealer Culture, Team Building, 
and Personal and Business Success.

What’s more, this tour will put you right in 
the heart of 500-plus exhibiting companies 
showcasing the latest innovations and 
solutions to boost your brand, productivity 

and profitability.

There’s also a new, not-to-be-missed Super 
Session for 2019, titled: ‘Disrupting Your 
Market with Google, Facebook and Twitter.’

Australian Dealers and Allied Industry 
Executives who join the 2019 AADA NADA 
Study Tour will not only gain valuable 
consumer insights and marketing approaches 
from the many NADA workshops, but also 
access to a limited number of exclusive social 
events. 

GETTING DOWN TO BUSINESS IN 
SAN FRANCISCO

FEATURES       Australian Automotive Dealer Association 

NADA

http://www.organiseit.com.au
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Kick off Day 1 with a big brekkie

A classic American breakfast at the Daily Grill 
with key members of the Deloitte Australia 
team will be a great way to kick-start your 
AADA NADA Study Tour experience. Tuck 
in to their signature Crab Cake Benedict or 
the house speciality, Cobb Omelette. What 
about a good start breakfast of granola, berries, 
bananas and low fat yoghurt? The menu is BIG 
to say the least. Enjoy!

Then you’ll hit the road with Cox Automotive 
– the world’s biggest automotive services 
company and operator of autotrader.com, 
the market-leading auto classified website, 
and explore ‘Googleplex’, Google’s amazing 
Mountain View office and campus, where its 
employees are fed three gourmet meals a day 
and enjoy an array of amazing perks, such as 
yoga classes, massages, cooking, coffee-tasting 
classes and more. 

Then it’s on to lunch at eBay, followed by a 
two-hour visit to one of San Francisco’s high 
volume and luxury brand dealerships, where 
delegates will have the opportunity to see and 
discuss dealership operations with senior 
executives and BDC staff. 

Topics to be discussed will include 
facility developments, digital automotive 
merchandising tools, customer touch- points, 
social media, sales processes and service 
retention, to mention just a few. 

NADA welcome reception

Delegates are invited to the Official NADA 
Welcome Reception, to be held at the 
prestigious San Francisco Marriott Marquis.

One of the city’s most prestigious 
establishments, this striking high-rise 
downtown hotel is within a four-minute walk 

from the Moscone Centre and a mere eight 
minutes from Union Square.

This is where you’ll meet and network with 
the many of the industry’s key players and 
top level NADA executives, enabling you to 
get the inside news and views on the latest 
developments that will impact on the auto 
business worldwide. 

Wes Lutz guest speaker at International 
Relations Dinner 

Thanks to Gumtree, the AADA NADA 
Study Tour is pleased to announce that Wes 
Lutz will be our special guest speaker at the 
International Relations Dinner to be held at 
San Francisco’s renowned Morton’s The Steak 
House on Union Square.

Wes Lutz is the current NADA Chairman and 
a 40-year retail auto industry veteran.

This is an exceptional opportunity for 
delegates to hear his views on what the future 
will look like for Dealers and consumers 
especially relating to current industry hot 
topics such as driverless vehicles, ride sharing, 
electric cars as well as autonomous features 
such as lane correction and adaptive cruise 
control.

Wes is also in constant contact with officials 
from national and state Governments advising 
them on consumer vehicle buying preferences, 
interest rates and EPA fuel mileage standards. 

Among his many achievements Wes was also 
the 2017 NADA Vice Chairman and before 
that he led the organisation’s regulatory affairs 
committee.

Currently, Wes is the President of Extreme 
Chrysler/Dodge/Jeep, RAM Inc. in Jackson 
Michigan and represents Michigan’s franchised 
new-car Dealers on its board of Directors.

Last day of tour party

Celebrate Australia Day as only we Aussies can 
at the AADA, carsales and Pentana Solutions 
final event at the Golden Gate Tap Room, San 
Fran’s new Barbary Coast modern playground. 

This will be a unique opportunity to get 
together with colleagues and friends, at one of 
the city’s most popular boutique breweries, to 
discuss the highlights of what will no doubt 
be another fantastic and unforgettable AADA 
NADA Study Tour. 

As we know, change is standard in the car 
business; just look how the internet and 
technology have disrupted the traditional way 
consumers search for and buy cars.

And with car makers grappling with the 
challenges of mobility, the focus of the car 
itself will move beyond being a just a means of 
transport to a digitally-driven vehicle.

So how to stay ahead of the curve and achieve 
solid growth in 2019? 

By attending the world’s biggest Automotive 
Dealer Show and Convention for new car 
franchised Dealers – the AADA NADA Study 
Tour.

The tour includes four nights’ accommodation 
(twin share) at the Westin St Francis on Union 
Square, NADA registration and exclusive 
AADA events and functions from $3,950.

For more details about the AADA NADA Study 
Tour, travel arrangements and registration 
details, visit www.aada.asn.au or 
Corporate Blue Travel Management, 
Linda Millard, Events Manager, 
+613 9578 6555, linda@corporateblue.com.au

Hurry – registrations are closing soon for 
this ‘must-attend’ study tour.



NADA
THERE’S NO SHOW LIKE...

Join the AADA NADA Study Tour Leadership
and gain exclusive access to a host of events & experience NADA Show 2019 in style!

NADA
THERE’S NO SHOW LIKE...THERE’S NO SHOW LIKE...THERE’S NO SHOW LIKE...THERE’S NO SHOW LIKE...THERE’S NO SHOW LIKE...

JAMES VOORTMAN
AADA Executive Director of 

Policy & Communication

PATRICK TESSIER
AADA Convention 

Director

DAVID BLACKHALL
AADA CEO

Study
Tours

PROUDLY PARTNERED WITH         

PROUDLY SPONSORED BY         

REGISTER ONLINE NOW AT: WWW.AADA.ASN.AUFrom AU$3,950.00
Including:

• 4 Nights Accommodation (Twin Share) at the Westin 
St. Francis on Union Square
• NADA Show Registration

• Exclusive AADA Events & Functions

DOWNLOAD THE BROCHURE

Or Register Your Interest With:
CORPORATE BLUE TRAVEL MANAGEMENT

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

www.corporateblue.com.au

An unforgettable NADA 
Show experience combining 

the auto industry’s best 
speakers and business centric 

workshops, and 650 plus 
exhibitors showcasing the 

latest innovative products and 
services for auto dealerships.

UNLIMITED ACCESS TO NADA SHOW
CONVENTION & EXPO!NADA

Enjoy Breakfast with Deloitte, 
a great way to kick-start your 
NADA Study Tour – especially 

when it’s at the Daily Grill. 
This modern casual restaurant 
features an extensive selection 
of classic American breakfasts.

EXCLUSIVE DELOITTE AADA 
WELCOME BREAKFAST!

Visit Google’s Mountain View 
HQ, known as the Googleplex, 
and lunch at eBay HQ in San 
Francisco followed by a tour 
of a leading San Francisco 

dealership.

EXCLUSIVE COX AUTOMOTIVE 
AADA DAY TOUR!

The NADA Welcome Reception 
will be held at the exclusive 

Marriott Marquis. The evening 
promises to provide a unique 

opportunity to meet and network 
with many of the auto industries 

key players and NADA 
executives.

THE NADA WELCOME
RECEPTION EVENING!

Be a part of this exceptional 
gathering of the international 
auto industry’s highest profi le 
leaders from all over the world 
at Morton’s The Steak House 

on Union Square. Includes 
guest speaker Wes Lutz, 2018 

NADA Chairman.

EXCLUSIVE GUMTREE AADA 
INTERNATIONAL RELATIONS DINNER!

Celebrate Australia Day with us 
at our exclusive Australia Party 
and fi nal event at the Golden 
Gate Tap Room, one of San 
Francisco’s unique boutique 

breweries.

THE AADA CARSALES PENTANA 
SOLUTIONS AUSTRALIA PARTY!

JANUARY 23 TO JANUARY 27, 2019

http://www.corporateblue.com.au/wp-content/uploads/2018/09/COBL50850_2019-NADA-Study-Tour-Brochure_4pp_A4_Landscape.pdf
https://corporateblue.eventsair.com/aada-nada-study-tour-2019/2019nada/


Protection from life
Are you ready to experience a true partnership?
Advanced Protection is a private, Australian owned and operated, family business partnering 
with car dealers nationally in aftermarket. Our aim is to provide a heightened level of 
dedicated client service aimed at exceeding your expectations. A trading partnership that 
will work hard, focus on joint goals and ensure a lasting relationship.

Fusion Quartz is the latest Nanotechnology Siloxenite-Titanium formulation for harder, more 
durable surface coating and ultimate vehicle protection. Our range includes exterior, fabric, 
carpet, leather and vinyl. Australian owned. National warranty. No annual inspections.

We offer dealers the best quality products at highly competitive rates. Our skill and 
experience will guide your business to achieve maximum profit results. 

To learn more about how we can work together, please contact our friendly team on 
07 3806 5704.
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We are in the midst of The Digital 
Revolution and to learn more about 
both the current state of play and 

trends for the future, AADA Convention 
Director, Patrick Tessier, attended the 2018 
Digital Dealer Conference & Exposition in 
Las Vegas from October 16 to 18. 

The exhibitor-based program featured a large 
Expo and a plethora of new digital products 
and solutions for dealerships, as well as 
keynote addresses, special presentations and 
round table sessions.

Of the top 100 US Dealership Groups, 98 
attended Digital Dealer 25 in order to stay 
ahead of the technology curve.

The program delivered more than 100 
educational sessions and over 70 hours 
of presentations led by top dealership 
executives, trainers, and consultants. With 
over 130 technology-focused providers at the 
Digital Dealer Exhibit Hall, attendees had a 
smorgasbord of industry speakers, peer-to-
peer opportunities and exhibit hall offerings 
to choose from, all carefully designed to 
impart groundbreaking business strategies for 
dealerships. 

During the three-day event Dealers had the 
opportunity to gain all the knowledge and 
ideas they required to map out an actionable 
growth strategy, learn what the best of the 
best dealerships are doing now to generate 
record profits and understand what fuels the 
passion that drives the automotive industry’s 
most progressive, highest-grossing dealership 
groups in the US.

At the Peer Strategy Roundtables, in the 
company of peers from similarly sized 
dealerships, they sampled the latest products 
and services in the digital realm, learned best 
practices and heard new ideas.

Keynote speakers included executives from the 
top 100 dealerships in the US.

SpinCar was the standout product, with 
its revolutionary 360-degree photographic 
mapping technology attracting rave reviews. 
Other highlights included the keynote address 
on ridesharing, hosted by Lyft; a session on the 

‘Subscribe and Drive’ subscription model that 
could change the way Dealers do business, and 
a customer communications product called 
Gubagoo, which incorporates text, video, 
Facebook Messenger and Marketplace and 
allows Dealers to Live Chat with customers.

Google penalty expert and algorithm 
analyst, Dr Marie Haynes, gave a fascinating 
presentation on Search Engine Optimisation 
while, to borrow a line from Mark Twain, 
Matt Weinberg from Drive Motors assured 
delegates that the death of the car salesperson 
had been greatly exaggerated.

One of the most important and revealing 
insights came from James Moore, digital sales 
expert and Chief Revenue Officer for Simpli.fi, 
who drove home the point that without having 
their own data, digital tools and marketing are 
next to useless for Dealers.

“There was so much information, so many 
products and speakers,” Mr Tessier said. “What 
I learned is that you need to have a plan before 
you attend a convention – you need to know 
what you are going there to learn or you’ll be 
overwhelmed.”

Other program features included:

Dealer ops and management

Delegates learned how to optimise their 
human capital. Educational sessions in this 
category included leadership, management 
of single/multi-store locations, succession 
planning, talent management and retention, 
and employee recruitment/selection.

Employee hiring and training

Experts taught attendees how to build and 
maintain a top-performing team by recruiting 
the best talent, improving onboarding 
processes and creating an exceptional culture.

Compliance and risk

There was a focus on avoiding costly and 
damaging mistakes by staying current on 
regulatory and legal matters, OEM standards, 
best practices, data/cyber protection and fraud 
prevention.

Leadership/management

Attendees learned proven leadership and 
management coaching techniques, as well 
as policies and procedures, to increase 
productivity, profitability and growth.

Reputation and loyalty

Valuable information was shared on how 
to secure loyal customers through strong 
branding and reputation management 
strategies, i.e. cause-based marketing, 
customer satisfaction, retention programs, etc.

Succession planning

Very much an issue for many Dealers, the 
keys to securing a longstanding future were 
shared via insights into factors/trends in 
dealership evaluation, mentoring personnel 
and methodologies for seamless transition.

Disruptors and emerging trends

Dealers were equipped to thrive in the new 
world of automotive by preparing for emerging 
technology, i.e. AI, new concepts (ridesharing, 
connected cars) and industry disruptors.

Sales strategies/variable ops

The average buyer visits just 1.6 dealerships 
while car shopping, down from 10 years 
ago when buyers visited an average of five 
dealerships. Educational sessions in this 
category covered e-commerce, BDC sales 
strategies and CRM solutions for both new- 
and pre-owned vehicles.

Customer experience

Delegates were shown how to create an 
exceptional and seamless buying experience 
across all departments and stages through the 
path to purchase, i.e. inquiry to showroom.

Lead management

Sales experts conducted sessions on how to 
manage a variety of outbound and inbound 
leads and customer data. This encompassed 
fine-tuned BDC operations, including lead 
to salesperson handoff, appointment setting/
follow-up procedures, call tracking and 
managing customer data in their CRM.
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Lead handling/sales technique

Sales teams learned what to do with the lead 
after it comes in. They were informed on best 
practices, proper follow-up, maximising every 
interaction, overcoming pushback and dealing 
with specific buyers/scenarios.

Pre-owned sales

Again, experts shared their knowledge of 
how to handle, manage and convert leads to 
used car buyers, with action and language 
that communicates value and builds trust and 
loyalty.

F&I strategies

Lessons included transforming the F&I 
process from a source of frustration to a 
revenue-enhancing compliment to a sale; 
how to expedite the F&I process, earn trust 
and keep buyers engaged and sell more F&I 
products.

Fixed operations

The focus was on how to handle and convert 
leads, satisfy customers in all scenarios and 
increase revenue in parts sales, preventative 
maintenance, service and repair.

Marketing and advertising

The average car shopper is exposed to over 
5,000 ad messages per day. Sessions in this 
category covered digital and traditional 
marketing, and shared how the USA’s highest 
grossing dealerships use the latest marketing 
strategies and technologies to generate record-
breaking profits.

PPC advertising

Attendees were taught to maximise the 
performance and ROI of paid online ad 
campaigns through strategic bidding strategies, 
use of planning tools, keyword selection, 
reporting and analysis, and targeting.

SEO/SEM strategies

This stream showed how to increase 
online visibility through organic search 
efforts and paid ad campaigns, and shared 
content marketing strategies to drive traffic, 
link-building techniques, and on-page 
optimisation.

Data and analytics

Delegates learned how to extract, manage 
and use data and analytics for real-time 
engagement, business intelligence, actionable 
insights, KPI measurement and ROI analysis.

Social media

Such a vital and pervasive influence in our 
daily lives. Dealers heard how to perfect their 
social media results by learning the latest tools 
and techniques for content marketing (live 
streaming, Facebook Marketplace, etc) and 
advertising on social media.

Traditional marketing

Lessons were given on how to best use offline 
marketing channels (TV, radio, direct mail 
and print), and how to integrate traditional 
channels with in-store and digital strategy.

Mobile marketing

Delegates heard how to drive growth and 
stronger consumer engagement through 
mobile marketing. They learned about mobile 
creative, design and UX, messaging, targeting, 
consumer trends, analytics and attribution.

Video marketing

This under-used tool was addressed, with 
instructions on how to leverage the power 
of video by learning production techniques, 
innovative and practical videos to create, as 
well as distribution channels and strategies for 
maximum reach and engagement.

Email marketing

Marketing personnel were taught how to 
improve their email marketing efforts by 
learning the latest in email design, targeting, 
automation and personalisation, technical tips 
for optimisation, best practices and strategy 
integration.

Website/digital retailing

Vehicle merchandising tools and techniques 
were shared so as to maintain compelling and 
accurate vehicle listings online and to assess 
how they’re performing.

Fixed operations

Service managers learned new marketing 
and advertising strategies and campaigns 
(seasonal, factory recall, etc) to attract and 
retain customers for their service and parts 
department.

LEADERS IN INTERNATIONAL RECRUITMENT
We have skilled technicians with a
placement guarantee available NOW

www.inworkinternational.com p: 0411 500 147
CONTACT US
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The internet has dramatically changed 
our lives and has redefined the way 
Dealers must identify and reach local 

auto-buying consumers. In order to adapt, 
dealerships are activating audience data in 
new and creative ways to reach consumers 
and measure the impact of advertising on 
their business.

Understanding what type of consumer data is 
available and usable for advertising, and where 
all of this audience data comes from, is crucial 
for the modern Dealer, and the accuracy and 
quality of audience data is paramount.

James Moore, Chief Revenue Officer at Simpli.
fi, spoke at Digital Dealer 25 about how, 
without accurate data, our marketing attempts 
are doomed to fail. Data is the most important 
tool at your disposal – you simply cannot 
succeed without it.

Mr Moore holds over 20 years of digital sales 
leadership experience at some of America’s 
most successful organisations, including eBay 
Enterprise, FetchBack, Airborne Express, ADP 
and Careerbuilder.com. He is a regular content 
contributor to Adexchanger, Geomarketing 
and Marketingland.

In his session, titled ‘Reaching Local 
Consumers: The Only Thing That Changed 
is "Everything" -- How the Internet Has 
Redefined the Way Dealers Must Identify and 
Reach Local Auto-Buying Consumers’, Mr 
Moore argued that content distribution has 
forever changed advertising.

Almost 50 per cent of car purchases begin 
online and customers typically switch four 
times between online and offline channels. Six 
out of 10 car shoppers enter the market unsure 
which car to buy, but more than 60 per cent of 

customers decide on brand, model and price 
before visiting a dealership.

• On the path to purchase there are 24 
average touchpoints and 19 of these are 
digital

• Shoppers visit an average of 2.7 
dealerships throughout the car-buying 
process

• The average decision-making cycle 
from research to purchase is about 
nine weeks

• More than half of new vehicle shoppers 
on the internet use a mobile device

• 23 per cent of car buyers use their 
mobile phone to research their 
purchase while on the lot.

WITHOUT DATA YOU HAVE NOTHING
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Reach the right audience at the right time 

Mr Moore stressed the need for Dealers 
to reach consumers searching for their 
dealerships and/or inventory, or their 
competitors’ dealership(s)/inventory. 

Data can help Dealers reach users reading 
content relevant to their dealership(s) and 
inventory; find those who have visited their 
corporate website and/or dealership(s) 
website; target potential customers in a 
defined geographic area (and measure offline, 
physical conversions); reach users who have 
previously visited their dealership(s) or their 
competitors’ dealership(s) and those who have 
been to specific locations of interest to your 
dealership(s) or inventory.

By capturing behavioural data we gain a 
greater understanding of what marketing 

tactics are working better than others, as well 
as other vital information such as the optimal 
time, keywords and media best used to deliver 
our message.

We can track online-to-offline conversions in 
mobile advertising and use mobile advertising 
technology powered by latitude and longitude 
data to target specific geographic areas.

Event targeting is a geo-targeting solution 
used to build an audience based on a specific 
geographic area during a specified day 
and time window of an event. Addressable 
geo-fencing is an address-level geo-targeting 
solution used to build an audience based on 
data for physical addresses.

Cross-platform delivery allows us to take 
advantage of a wide spectrum of data elements 
through multiple channels, across multiple 

device types and across multiple creative types, 
including mobile, display, video and social 
media.

Timing is everything, Mr Moore said. Not all 
marketers need to target someone who just 
took an action. Some need to target users 
while they are researching a purchase or 
service while others want to catch them right 
at the point of purchase. Others might want to 
time a message after a purchase or as part of a 
loyalty strategy. Data can help you advertise at 
the optimal time to someone you know is in 
the market for your products and services. 

The bottom line is if you are not maximising 
your collection and use of data across all 
platforms you are missing out on crucial 
information.

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.
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One of the fears associated with the rise of 
digital retail processes is the threat posed 
to traditional retail outlets – and, by 

extension, salespeople. The good news is Matt 
Weinberg is here to tell you that the death of the 
car salesperson has been greatly exaggerated. 

Speaking at the Digital Dealer 25 conference in 
Las Vegas in October, Mr Weinberg, who is the 
Senior Vice President of Drive Motors, explained 
‘How Ecommerce Transforms, Not Eliminates, 
Your Sales Team and Results in Amazing 
Customer Experience Online and Offline’.

With 20 years of leadership experience in 
the automotive industry, Mr Weinberg has 
consulted for more than 100 Dealer groups on 
internet sales processes and ecommerce and is 
a trusted advisor for Wards Auto Top 10 dealer 
groups, including Lithia, Asbury and Hendrick.

As new technology enables customers to 
complete their purchase without any interaction 
with a salesperson, many believe sales jobs will 
be eliminated. While ecommerce and self-
service car-buying is on the rise, salespeople will 
not be replaced. According to Mr Weinberg, 
they are actually more important than ever.

Mr Weinberg’s session helped Dealers learn 
how to use ecommerce to transform their sales 
team into ‘product geniuses’. Delegates left his 
presentation equipped with expert insights 
and tactics for creating amazing customer 
experiences, both online and off. 

New technology has fundamentally changed the 
car shopping and buying process. In order to be 
successful in the digital age Dealers need to learn 
how to optimise marketing, sales and operations 
for a modern car-buying experience.

Mr Weinberg said that, far from replacing 
sales jobs, new technology enables sales staff 
to become ‘product geniuses’ who provide 
expert insights to today’s well-informed buyers, 
delivering the right level of human interaction 
during the car-buying process.

By leveraging online checkout and digital 
showroom tools to streamline the sales process, 
Dealers improve the customer experience, win 
more customers and increase PVR.

Everyone is buying online

Buyers are accustomed to the convenience and 
speed of buying online. Half of them begin their 
purchase experience online and 65 per cent say 
they would consider purchasing online in future. 
A massive 85 per cent are more likely to buy 
from a Dealer with an online checkout.

Ecommerce drives growth

In 2016, ecommerce grew by around 5 per cent, 
double the rate of total retail. In 2017 that rose 
to 14 per cent, compared to just over 5 per cent 
for total retail. And in 2018 ecommerce growth 
is around 16 per cent, about four times the rate 
of total retail.

Car buyers still shop in-store

Mr Weinberg said most buyers still want to get 
the ‘fit and feel’ of a car as part of their 15-hour 
purchasing process. Fifteen per cent want to buy 
during the dealership visit, while 73 per cent 
want to see the vehicle before buying.

Mr Weinberg said Dealers needed to create the 
‘ideal experience’ for consumers. He listed the 
keys to success for this as:

1. Product geniuses that show and tell, not sell
2. Seamless tools that streamline, not obstruct
3. Flexible processes that fit customers, not an 

assembly line.

Technology transforms your staff

Technology enables your staff to become 
product geniuses and consultants, so invest in 
your people, giving them:

1. Tools so they can instantly become experts 
on any vehicle

2. Coaching to help them consult and advise 
incentives that remove pressure from the 
process

3. Culture that encourages transparency at all 
levels.

Trust builds loyalty

Replacing commission-based roles with salaried 
product specialists shows trust and transparency 
and results in an incredible 60 per cent lower 
employee turnover.

Technology streamlines the journey

Mr Weinberg said technology streamlines 
the customer journey, accelerating the path to 
purchase. Dealers, therefore, should invest in 
their technology, including:

1. A website that offers all the right details 
and uses clean design tools that seamlessly 
connect shoppers from sofa to store

2. Online retailing native to your website for 
maximum trust

3. Transparent desking that shoppers can easily 
understand

4. Features that save time for both staff and 
shoppers.

Trust increases F&I profit

When online buyers trust your experience, they 
close and up-sell themselves with up to 50 per 
cent higher F&I penetration.

Technology customises the process

Technology makes your process flexible, so you 
can customise it for any buyer. 

Invest in your process, via:

1. Tools that enable staff to easily personalise 
the experience

2. Framework that allows shoppers to navigate 
the process at their speed

3. Follow-up tailored to shoppers’ stage in the 
funnel

4. Technology that connects all aspects of the 
customer experience

5. Flexibility to accelerate the sale.

Trust saves time

Letting shoppers order online builds trust and 
saves 2.5 hours on average.

Your action plan  

1. Transform your staff into product geniuses
2. Streamline the journey with seamless tools
3. Customise the process to fit customers.

THE DEATH OF THE CAR SALESPERSON HAS 
BEEN GREATLY EXAGGERATED
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Ranking highly in Google search results 
is the aim of every website – or it should 
be. One of the most illuminating 

presentations at Digital Dealer 25 was that by 
Dr Marie Haynes on ‘Google's Quality Raters 
Guidelines’.

According to this expert on Google, the key is 
to demonstrate Expertise, Authoritativeness 
and Trustworthiness, or E-A-T.

The owner of Marie Haynes Consulting Inc. 
is obsessed with understanding how Google's 
algorithms work. For years she has been 
known as an expert on Google's Panda and 
Penguin algorithms and also on how Google 
assesses quality.

In her presentation she explained what Google 
considers a high-quality website and outlined 
steps you can implement immediately to see 
increases in your organic search traffic.

Google's Quality Raters Guidelines is a 
160+-page document filled with practical 
information any website owner can implement 
to see improvements in organic search traffic. 
Produced by Google itself, the Quality Raters 
Guidelines contains thorough documentation 
outlining what Google looks for in terms of 
quality in a website. Many recent algorithm 
updates have either demoted or promoted 
websites based on the information in these 
guidelines.

The Guidelines are given to the thousands of 
people Google hires as contractors, in order to 
teach these ‘Quality Raters’ how to assess the 
overall quality of a website. While they don’t 
have a direct impact on rankings, if several 
Quality Raters notice sites with quality issues 
ranking highly, Google engineers tweak the 
algorithm to ensure lower quality sites or pages 
don’t rank as well.

Dr Haynes discussed the importance Google 
places on E-A-T and explained how to 
demonstrate to Google that your dealership 
is the authority in your market. She also 
explained what the guidelines say about the 
types of ads that could be considered low 
quality.

She included real-life case studies of websites 
that improved their quality based on the 
guidelines, resulting in significant increases in 
search traffic.

“On March 7, 2017, Google made a number 
of significant changes to their core quality 
algorithm. The change was big enough for the 
SEO industry to give it a name – ‘Fred’,” Dr 
Haynes said. 

“We have reviewed a large number of sites 
that saw changes on this date. In our opinion, 
‘Fred’ brought about changes through which 
Google became better able to assess true 
quality, including looking at things such as the 
experience, authority and trust of the authors 
of the site.”

Google also made significant updates to its 
algorithms in September-October of this year, 
on the back of earlier changes in April and 
August. It also performs minor tweaks on an 
almost daily basis, all with the aim of making 
its results more accurate.

“When the August 1 update happened I was 
quite certain that this update was connected 
to E-A-T,” Dr Haynes said. “E-A-T is a bit of a 
buzz-word in SEO for 2018. In my opinion it is 
a bigger ranking factor than links.”

E-A-T is covered extensively in Google’s 
Quality Raters’ Guidelines. Paid subscribers 
to Dr Haynes’ newsletter can obtain a copy of 
her Quality Raters’ Guidelines checklist and 
summary. 

“September 27, 2018 marked what I would 
call a very large update,” Dr Haynes said. “It 
wasn’t as big as the August 1 update but it still 
affected a lot of sites in a very significant way. 

“After this we had what seemed to be tremors 
or smaller updates on many dates in October. 
October 1 seems to be a date on which a lot of 
sites saw changes. October 4, 6 and 8 were all 
dates on which sites saw traffic losses or gains 
as well.”

Danny Sullivan from Google recently said that 
while Quality Raters don’t specifically impact 
rankings, if you understand how to look at 
sites like they do, you can potentially be seen 
as higher quality by Google’s algorithms.

E-A-T YOUR WAY TO GOOGLE 
OPTIMISATION
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“Search raters have no control over how pages 
rank,” Mr Sullivan tweeted. “Rater data is not 
used in our algorithms. Rather, we use them 
as a restaurant might get feedback cards from 
diners. The feedback helps us know if our 
search ‘recipes’ seem to be working … If you 
understand how raters learn to assess good 
content, that might help you improve your 
own content - and, in turn, perhaps do better 
in search.”

Dr Haynes said she believes Google is 
releasing a very broad change to their core 
quality algorithm and that all these updates are 
connected to one thing: Trust.

E-A-T is mentioned 186 times in the 
guidelines and is listed as the very first 
characteristic of a high quality page. A lack of 

E-A-T is listed as the first characteristic of a 
low quality page.

“Google made changes in how they evaluate 
whether a website or page is trustworthy and 
they implemented those changes August 1,” Dr 
Haynes said.

“It’s possible they started to look even deeper 
for potential trust problems. This information 
fed back to the Google engineers and they 
made tweaks to the algorithm again to refine 
how they assess trust.

“These changes went live on September 27. As 
such, we saw several sites that saw big gains 
August 1 and then, as the algorithm reassessed 
trust, they saw losses.

“We have seen a lot of sites that saw significant 
traffic changes starting in the first week of 
October. We saw a lot of sites that had a 
pattern like this where traffic plummeted on 
August 1 and then saw a little bit of a gain 
on October 1. Other sites saw a significant 
jump up at another point during the first 
week of October. These are not seasonal 
changes. I have no doubt that these sites saw 
improvements due to a change in Google’s 
algorithms.”

Ranking highly with Google is vital for any 
kind of business. AADA urges Dealers to 
obtain a copy of Google's Quality Raters 
Guidelines and E-A-T their way to the top.

Contact Phil Ward on 0414 991 419

Gtechniq was born out of pure science, the love of cars and the desire to create the best 
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The disruption in traditional automotive 
retailing makes it vital for Dealers 
to evolve their business and include 

innovative programs for customers, such as 
the ones offered by today’s disruptors. In a 
thought-provoking session at Digital Dealer 
25, Kevin Frye, ecommerce Director of the 
Jeff Wyler Automotive Family, explained how 
Dealers can use ‘self-disruption’ by getting 
in on the growing subscription model of 
automotive retailing.

Named by Automotive News as one of the top 
five influencers changing the auto industry 
today, Mr Frye has been a leader in auto 
subscription, Google Analytics, augmented 
and virtual reality. Jeff Wyler Automotive 
Family is one of the top 50 dealership groups 
in the US.  

Mr Frye’s session explored the ins and outs of 
implementing programs like auto subscription, 
which offers affordable, flexible mobility 
solutions to customers. He explained the range 
of subscription services offered by OEMs, as 
well as from the Dealer side. 

His view is that subscription is a ground-
breaking transportation model with the 
potential to change the future landscape of 
automotive.

A leader in auto subscription, Mr Frye 
explained how Wyler FastLane operates, 
as well as which OEM auto subscription 
programs are available in the US. He shared 
testimonials from current subscribers and 
presented the case that the auto subscription 
model can best meet the flexible mobility 
solutions that future consumers desire.

“Self-disruption is the best solution to 
disruption to traditional automotive retail,” he 
told his audience.

“We must become more consumer-facing – 
that is the reality of every successful business 
today.”

Mr Frye said Dealers should provide a 
personalised consumer experience that is 
flexible and affordable.

“Self-disruption combined with strong 
leadership is the answer to our future,” he said.

Some of the factors he put forward in favour of 
the subscription model include:

• Real income is lower these days 

• Housing expenses are higher than ever 
before

• With no choice on taxes, and 
mortgage payment taking priority, 
transportation gets whatever is left 
over 

• Providing affordable transportation is 
key.

When people buy a car, most are making a 
sacrifice. A long-term investment in one car 
is inflexible, while auto subscription provides 
affordable and flexible mobility solutions. A 
month-to-month payment provides access 
to an entire garage of vehicles and includes 
insurance, maintenance, taxes, personal 
concierge and roadside service. Subscribers 
can choose the perfect car for every occasion.

Subscription programs already in place 
in the US include Wyler’s FastLane, Audi 
On Demand in San Francisco and Porsche 
Passport in Atlanta.

Book By Cadillac operates in Los Angeles, 
Dallas and New York, and provides the option 
of up to 18 exchanges per year. Canvas is a 

used car subscription service available in 
San Francisco or LA, with terms from 1to 
12-month terms.

Fair is a program that enables users to be 
instantly prequalified for loan or lease and 
return any time after five days’ notice. Fair 
doesn’t own the inventory – the Dealers do.

The pros and cons of subscription models

Pros

• Greater selection of cars with Dealers 

• Dealer programs are more flexible, 
with most having unlimited exchanges 

• OEMs are better positioned to manage 
fleet and inherent risk.

Cons

• OEMs are limited to their brand for 
selection 

• OEMs are less flexible, as most have 
limited exchanges 

• Dealers carry higher risk by owning 
and managing fleet.

Subscription models require a change in 
behaviour by both Dealers and consumers. We 
have seen that the modern consumer is ready 
and willing to adapt to new ways of doing 
things. As Dealers, we must be open to change 
too.

SUBSCRIBE AND DRIVE: 
AUTO SUBSCRIPTION SERVICES

FEATURE: DIGITAL SOLUTIONS SMORGASBOARD IN LAS VEGAS       Australian Automotive Dealer Association 



automotivedealer.com.au  |  DECEMBER 2018  |  41

One of the most informative and 
valuable sessions at the Digital 
Dealer Conference was the keynote 

address given by Tom Leahy, Head of Auto 
Partnerships, Lyft.

Like Uber, Lyft is an on-demand 
transportation company, operating in more 
than 300 cities in the USA, with plans to 
expand internationally.

Mr Leahy told his audience that, by 2030, 
rideshare is estimated to represent 26 per cent 
of all ground miles travelled, “which may cause 
more than a few sleepless nights for businesses 
that hinge on personal car ownership”. 

“But there’s no need for dealerships to 
worry,” he said. “In fact, rideshare presents an 
opportunity for strategic growth.”

Mr Leahy shared how integrating rideshare 
into their processes can differentiate Dealers 
from the competition and yield positive results 
such as improved customer satisfaction, 
increased service centre efficiency, lower 
courtesy transportation costs and growth in 

new customer revenue.

Attendees learned about the state of 
ridesharing today and trends of adoption; how 
this growth will affect the automotive industry, 
how they can leverage rideshare in their own 
business operations and how to determine if 
integrating rideshare would be beneficial for 
their dealerships.

Mr Leahy leads Auto Partnerships for Lyft 
Business, Lyft’s B-2-B division that helps 
companies leverage Lyft to move the people 
they care about around more efficiently. 
He has helped drive Lyft’s presence in the 
automotive sector by forming partnerships 
with auto dealerships, rental car companies, 
auto shops and car insurance companies to 
improve their customer experience through 
better transportation, as well as enabling 
them to profit from referring, servicing and 
providing vehicles for Lyft’s network of 1.5 
million drivers.

Mr Leahy spoke about the growth of 
transportation as a service, and how Dealers 
can bring rideshare drivers into their customer 

base, leveraging rideshare to improve service 
centre efficiency and uncover opportunities to 
drive their business forward with rideshare. 

Ridesharing drives auto sales

At first, ridesharing doesn’t seem like it 
would change the automobile market, but 
the phenomenon is shaking up the mobility 
industry as profoundly as anything, and it 
could ultimately change the way cars are 
designed, built and distributed. 

Ridesharing, both with privately-owned 
vehicles and with fleets owned by the 
automakers or other corporate entities, is likely 
to change the nature of automobile use and 
ownership first.

There will be fewer private vehicles, but there 
will be a counterbalancing effect of new shared 
vehicles. These shared vehicles will have a 
shorter lifetime because they’ll be used much 
more.

For automakers, the ridesharing revolution 
offers huge potential. Putting customers into 

RIDE THE TIDE: 
HOW DEALERSHIPS CAN PROFIT FROM 
THE GROWING RIDESHARING TREND
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ridesharing cars exposes them to the car’s 
brand and may create future customers.

Building and selling cars will no longer be 
enough. Increased focus on the customer, and 
what’s affordable and convenient for them, will 
be required.

Ridesharing is still growing

One thing that’s certain is that ridesharing will 
continue to grow. Surveys across a range of 
markets have found that 83 per cent of people 
who use ridesharing services do so because 
it’s convenient, and 67 per cent of them want 
to increase the amount of ridesharing they 
do. This shows that a large part of this market 
remains unaddressed. 

As delegates to the AADA National Dealer 
Convention and Expo would be aware, 
disruption is a factor Dealers have to consider. 
There are four main drivers of disruption in 
transportation and mobility today: autonomy, 
electrification, connectivity and shared 
mobility. Those trends are not possible without 
each other and they are accelerating each other.

Ridesharing needs autonomous cars

Not even the experts have answered all the key 
questions yet. We don’t know if it will be an 
existing OEM or a revolutionary outsider who 
will turn the industry upside-down. One thing 
that could be a stepping-stone is a purpose-
built vehicle for ridesharing. Currently a 
shared ride is a standard car but in the future 
we could see purpose-built vehicles, as has 
been the case in the past for taxi services, such 
as the Checker Marathon and the London 
Taxi, which were both designed for ridesharing 
and survived mostly unchanged for decades.

Experts predict that as soon as autonomy 
arrives as a viable transport option it will 
significantly increase the business case for 
shared mobility.

Ridesharing requires connectivity

Most people think about vehicle connectivity 
in terms of using a phone in their car, or 
booking a table at a restaurant through an app 
on the dashboard.

However, when we combine autonomy and 
shared mobility, we see just how much more is 
involved. Both autonomy and connectivity will 
be necessary for the shared mobility revolution 
to occur: first the rider must hail the car and 
then the car must respond in an accurate and 
timely manner.

The key focus for developers is on the time 
the customer spends in the car. Autonomous 
vehicle developers are trying to rethink the 
program from a customer point of view, and 
the main area in this regard is personalisation. 

Our smart phones are tailored to us and so 
will be the next generation of vehicles. There’s 
a direct connection between autonomy and 
connectivity in making use of the time in the 
car. 

Considering it is already a big and fast-
growing market, it is clear that ridesharing is 
only going to increase as time goes on. As with 
all the changes and challenges we face, it will 
be up to Dealers to ensure they adapt and are 
ready for the coming revolution.
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With a population of more than 1.3 
billion people, India is the world’s 
second most populous nation and its 

largest democracy. It will overtake China in 
the population stakes within a decade, while 
it already has more people than the next five 
most populous nations (the US, Indonesia, 
Brazil, Pakistan and Nigeria) combined. 

India is known for being a Third World country 
– and poverty is still rampant – but it also has 
a burgeoning middle class that reached 267 
million in 2016 and is projected to reach 547 
million by 2025-26. 

That is one seriously large market. And in 
a country of traditionally low personal car 
ownership, it is a huge growth market with 
massive potential for automotive retailers and 
manufacturers.

In 2017, India’s passenger car sales grew 8.8 
per cent, to 3.27 million, making it the world’s 
fifth-largest car market, overtaking the United 
Kingdom.

India is projected to remain the fastest-
growing major car market for at least the next 
three to five years, as the middle class swells 
and the infrastructure put in place by Prime 
Minister Narendra Modi’s government makes 
personal vehicle ownership more attractive and 
convenient.

India’s car penetration is still dwarfed by its 
global counterparts. It has just 50 cars per 1,000 
people, a fraction of the level of penetration 
in western nations. To compare, Australia has 
about 700 cars per 1,000 people, while China 
has around 200 cars per 1,000 people.

Encouraging the rise in car ownership are the 
rapid developments in road construction in 
India. The Ministry of Road Transport and 
Highways expects to grow the national highway 
network by 20,000 kilometres (66 per cent) in 
the next two years alone.

New roads are one factor – another is 
affordability. India’s household debt-to-GDP 
ratio is only 9.7 per cent, compared to 80.1 per 
cent in the US; 58.6 per cent in Japan; 48 per 
cent in China, and a whopping 122.2 per cent in 
Australia. India’s middle class clearly can afford 
to buy new cars.

In March alone, Indian passenger car sales grew 
12 per cent year on year, and the country has 
now surpassed Germany to become the world’s 
fourth-largest car market.

The automotive industry in India is one of the 
largest in the world, with an annual production 
of 4.8 million vehicles in 2017, which makes it 
the world’s fifth-largest producer of cars, behind 
China (29 million); the US (11.2 million); Japan 
(9.7 million) and Germany (5.7 million).

Motorcycles have long been the vehicle of 
choice for Indians, with the Two Wheelers 
segment making up 81 per cent of the Indian 
Automobile market compared to 13 per cent for 
the overall Passenger Vehicle segment.

India is a major exporter of automobiles, with 
double figure growth in automobiles. Initiatives 
by the Indian Government and major players 
in the Indian automotive market are expected 
to make India a leader in the Two Wheeler and 
Four Wheeler world markets by 2020.

Investment

In order to keep up with the growing demand, 
several auto makers have started investing 
heavily in various segments of the industry. The 
industry has attracted foreign direct investment 
worth US$17.4 billion (AU$24.5 billion) during 
the period April 2000 to June 2017, according 
to data released by Department of Industrial 
Policy and Promotion.

In 2015 Ford opened a US$1 billion (AU$1.4 
billion) vehicle assembly and engine plant in 
Sanand, Gujurat, which doubled its annual 
installed capacity in India to 610,000 engines 
and 440,000 vehicles.

The world's largest air bag suppliers, Autoliv 
Inc; TRW Automotive Inc and Toyoda Gosei 
Co are setting up plants and increasing capacity 
in India.

General Motors plans to invest US$1 billion in 
India by 2020, mainly to increase the capacity 
at the Talegaon plant in Maharashtra from 
130,000 units a year to 220,000 by 2025.

US-based car maker Chrysler has planned 
to invest US$525 million in Maharashtra to 
manufacture the Jeep Grand Cherokee model.

Mercedes Benz has decided to manufacture 
the GLA entry SUV in India. The company has 
doubled its India assembly capacity to 20,000 
units per annum.

Germany-based luxury car maker BMW’s local 
unit has announced it will procure components 
from seven India-based auto parts makers.

Meanwhile, as a sign of the growing financial 
muscle of the Indian industry, Mahindra Two 
Wheelers Limited acquired a 51 per cent share 
in France-based Peugeot Motorcycles.

Government Initiatives

The Indian Government encourages foreign 
investment in the automobile sector and allows 
100 per cent Foreign Direct Investment (FDI) 
under the automatic route.

Major initiatives undertaken by the government 
include:

• Making automobile manufacturing 
the main driver of the ‘Make in India’ 
initiative. It expects the passenger vehicles 
market to triple to 9.4 million units by 
2026, as highlighted in the Auto Mission 
Plan (AMP) 2016-26.

• In the Union budget of 2015-16 the 
Government announced plans to provide 
credit to farmers of Rs 850,000 crore 
(AU$179.4 billion), which is expected to 
boost sales in the tractors segment.

• The government plans to promote 
eco-friendly cars in the country, i.e. 
CNG-based, hybrid and electric vehicles, 
and also to make mandatory 5 per cent 
ethanol blending in petrol.

• The government has formulated a Scheme 
for Faster Adoption and Manufacturing 
of Electric and Hybrid Vehicles in 
India, under the National Electric 
Mobility Mission 2020, to encourage the 
progressive introduction into the country 
of reliable, affordable and efficient electric 
and hybrid vehicles.

• The Automobile Mission Plan (AMP) 
for the period 2006–2016, designed 
by the government, was aimed at 
accelerating and sustaining growth in 
this sector. Also, the well-established 
Regulatory Framework under the 
Ministry of Shipping, Road Transport 
and Highways, plays a part in 
providing a boost to this sector.

It is clear that the current Indian automotive 
market is just the tip of a potentially gigantic 
iceberg. It is a situation we will follow with 
interest.

THE INDIAN AUTOMOTIVE INDUSTRY
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India has overtaken Germany as the fourth-
largest global automotive market, with 
passenger and commercial vehicle sales 

crossing the 4 million unit mark for the first 
time in the 2017-18 financial year.

Total sales, including two-wheelers and three-
wheelers, reached almost 25 million units.

The Indian retail automotive industry grew 
by 9.2 per cent in 2017-18. A sales report 
from the Society of Indian Automotive 
Manufacturers shows a major surge across all 
segments in the country’s automotive domestic 
sales and exports. 

The Indian financial year runs from April to 
March. In this period the passenger vehicle 
market grew by 7.89 per cent, with sales of 3.28 
million vehicles in April-March 2018.

As in Australia and other countries growth 
was led by SUV sales, with a 20.97 per cent 
increase on the previous year’s figures. Sales of 
passenger cars and vans grew by 3.33 per cent 
and 5.78 per cent respectively over the same 
period last fiscal year.

It is, however, not all good news. Small cars 
and SUVs are the major growth drivers of the 
industry but mid-sized segment growth has 
been negatively impacted by a shrinking sedan 
segment. Large car growth is led by the Toyota 

Innova but the rest of the segment is either 
stagnant or declining. This is attributed to 
rising fuel prices and input costs.

Except for sub-4m sedans, every other sedan 
segment is in decline mode. Growth of sub-4m 
is led by the Maruti Dzire followed by the 
Honda Amaze. The mid-size sedan segment is 
latest victim of the rise of compact SUVs.

The Indian new car market is dominated by 
one manufacturer – Maruti Suzuki – which in 
2017 accounted for half of all new passenger 
vehicle sales. Its 1.33 million sales from 
January to September 2018 makes up 52 per 
cent of all new car sales in India and represents 
an 11 per cent rise on last year’s figures.

Hyundai is number two, with 412,199 sales 
from January to September 2018, up 5 per cent 
from the same period last year. 

Third is Mahindra, with 175,089 sales in the 
same period, ahead of Tata with 164,957 
(up 35 per cent) and Honda with 134,527. 
The top ten are rounded out with Toyota 
(116,203, up 12 per cent), Ford (76,485, up 9 
per cent), Renault (61,905, down 29 per cent), 
Volkswagen (29,146, down 21 per cent) and 
Datsun (27,140, down 13 per cent). 

Jeep is knocking on the door of the top 10 with 
a 190 per cent rise in sales to 14,823. Skoda 

(down 2 per cent), Nissan (down 36 per cent), 
Fiat (down 79 per cent) and Mitsubishi (down 
26 per cent) have all seen their sales fall this 
year.

India's two-wheelers sales registered a growth 
at 14.80 per cent in April-March 2018 with 
the sale of over 20 million vehicles. Within 
the two-wheelers segment, scooters and 
motorcycles grew by 19.90 per cent and 13.69 
per cent respectively, while moped sales went 
down by 3.48 per cent in April-March 2018 
over April-March 2017. 

As for the commercial vehicle segment, 
total sales grew by 19.94 per cent during 
April-March 2018. The Medium & Heavy 
Commercial Vehicles segment saw a growth 
of 12.48 per cent while the Light Commercial 
Vehicles segment grew by 25.42 per cent 
during the same period. The three-wheelers 
segment saw a growth of 24.19 per cent in 
April-March 2018 over the same period last 
year.

As for production, the industry produced 
a total of more than 29 million vehicles 
including passenger vehicles, commercial 
vehicles, three-wheelers, two-wheelers and 
quadricycles during April-March 2018. The 
industry registered a production growth of 
14.78 per cent compared to the 25.3 million 
vehicles made during April-March 2017, over 
the same period last year.

INDIA’S NEW CAR SALES CONTINUE TO RISE
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In a show of faith in the growing Indian 
automotive market, Mercedes-Benz India 
will expand its Dealer network into more 

small cities and towns.

The move includes used cars as well as new car 
dealerships, with the smaller areas expected to 
make up around 40 per cent of the car-maker’s 
sales volume in the world’s fastest-growing 
automotive market.

India, with a population of 1.3 billion and 
growing, is home to massive metropolises such 
as Mumbai (18.4 million), Delhi (22 million) 
and Bengaluru (12 million); large cities like 
Chennai (7.1 million), Hyderabad (6.8 million) 
and Kolkata (4.5 million), and more than 30 
smaller cities with populations between 1 
million and 4 million. It has countless small 
villages and regions.

The smaller markets presently contribute up 
to 25% of Mercedes-Benz’ sales in India. The 
luxury manufacturer plans to open more outlets 
in these areas in the next 12 months, expanding 
a Dealer network that is already larger than its 
rivals BMW, Audi and Jaguar Land Rover.

Michael Jopp, Mercedes-Benz India’s Vice 
President for Sales & Marketing, said 
the company would not only open more 
showrooms for new cars but also expand the 
certified used car business.

"In the next 12 months, there will be additional 
showrooms and service centres in Tier II 
and Tier III towns, and the existing facilities 
will also be upgraded to cater for the existing 
volumes," he said recently.

At this moment, Mercedes-Benz has 95 new 
car dealerships in 45 Indian cities, as well as 17 
for certified used cars. The German company 
started the pre-owned car vertical in 2014 and 
has so far sold around 12,000 cars.

Mr Jopp said the company had identified 
markets such as Amravati (population 
646,000), Dharwad (1.8 million), Gandhinagar 
(300,000), Jalgaon (560,000) and Kutch (2 
million) for opening outlets and was in talks 
with existing and new Dealers for the network 
expansion.

Mercedes-Benz overtook Audi as the top-
selling marque in India in 2015. It sold 8,061 
units in the first half of 2018, which represents 

growth of 12.4 per cent. Mr Jopp said the 
company would continue growing in double 
digits and maintain its leadership position in 
the coming years.

The electric vehicle market is currently not 
viable due to lack of volume; however, Mr 
Jopp said the company was looking for clarity 
regarding policy as well as a reduction on 
import duties in order to kick-start the EV 
movement.

"We are asking the government to 
reduce import duties so that we can first 
start importing and offer them at more 
competitive pricing and then start with local 
manufacturing," he said.

MERCEDES EXPANDS IN INDIA

Proud Supporter of Your AADA
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The Indian Government has opened the 
door for the importation of foreign-
made vehicles, with automobile 

manufacturers or their representatives now 
able to import up to 2,500 foreign-made 
vehicles per year.

Companies are also allowed to import up to 500 
other vehicles, such as buses and trucks, each. 
The imported vehicles will have to have ‘right-
hand steering control’ to meet Indian norms.

The Indian Government is highly protective of 
the local automobile manufacturing industry, 
with tariffs of more than 100 per cent on 
imported vehicles.

The Directorate General of Foreign Trade 
(DGFT) is the agency of the Ministry of 
Commerce and Industry of the Government 
of India responsible for administering laws 
regarding foreign trade and foreign investment 
in India.

Thanks to the changes, imported vehicles 
compliant with international standards set by 
the testing agencies in Europe, Japan and some 
other countries will be allowed to be registered 
in India. 

Customs Duties/Taxes to be paid on import of 
car to India:

• Used Cars have an import duty rate of 
125%

• Landing Charges rate is 1%, 

• Countervailing Duty rate is 30% + 
Countervailing Duty rate is INR20,000 
(AU$384) per piece + CESS rate is 3%

• Additional Countervailing Duty rate is 
4%

Vehicles with FOB (Freight On Board) or 
CIF (Cost + Insurance + Freight) value of 
US$40,000 or above do not have to be a part 
of this procedure. These vehicles still require a 
certification from an authorized testing agency 
such as ECE or NCAP before export from the 
manufacturer's country.

The Import Duty for luxury cars is 165% of 
the CIF value. For bikes, it is 116% of the CIF 
value. Apart from this, the registration cost 
with the Regional Transport Office (RTO) will 
also be applied by the State Government as per 
the state government's tax slabs.

Procedures and Regulations to Import a Car 
or Bike to India: 

The provisions laid by the DGFT are as 
follows: 

1. The imported car can only be one that: 

A.  Indian companies do not manufacture 

B.  Do not fall under loaned or leased or 
sold category before importing 

C.  Are not registered with any foreign 
countries according to their laws before 
the importation process 

2. The speedometer in the car or bike must 
follow metric units (Km/h) instead of the 
Imperial unit (Mp/h).

3. The steering and controls must be located 
on the right-hand side. That is, the vehicle 
should be Right Hand Drive. 

4. Apart from that, the headlamps must 
support the ‘keep left' traffic in India. 

5. The car or motorcycle must be imported 
from the manufacturer's country. If the 
vehicles are stored in some other nation, 

the importer must have sufficient sources 
as well as a document to track the shipment 
of the transported vehicle from its 
homeland to India. 

6. The car should obey the provision and 
rules of Motor Vehicle Act 1988.

7. If the vehicle is imported via an importer or 
dealer, it should follow the Homologation 
Process. That is, the importer must obtain a 
Road Worthiness Certificate. The importer 
must also ensure compliance with various 
other rules, and provide written proof of 
compliance production specifications.

8. The import process is only permitted 
through the custom ports of Delhi Air 
Cargo, Nhava Sheva, Mumbai, Kolkata, 
Cochin, Chennai, and Inland Container 
Depot - Tughlakabad. 

Imported vehicles are exempted from the 
Homologation process if they belong to the 
following categories:

• Cars with petrol engine having a 
capacity of 3000cc or above, or a diesel 
engine with a capacity of 2500cc or 
more 

• Superbikes with engine capacity of 
800cc or above.

“The DGFT norm is based on the Central 
Motor Vehicles Rules so far as registration 
without local testing is concerned, so the 
change in the rules will pave the way for liberal 
import norms,” said a ministry official.

The changes are expected to allow for the 
import of more models of electric vehicles in 
order to test the appetite of the Indian market, 
which it is hoped would spur the manufacture 
of such vehicles in India. 

The decision will also pave the way for new 
product launches by car makers such as 
Nissan, Toyota, Mercedes and BMW.

The policy also allows the importation 
of vehicle components that comply with 
international standards.

INDIA REMOVES ROADBLOCKS TO IMPORT OF 
FOREIGN VEHICLES
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PULLING POWER 

With class leading 3.5 tonne towing performance, plus 7 Year  
warranty and roadside assistance means unrivalled value  
packaging. New Musso is the LCV sales driver for your dealership.

New Musso by SsangYong - Korea’s oldest automotive brand 

Built tough with serious payload and towing capacity plus creature comforts  
like Apple CarPlay® and the latest safety advances including AEB (Autonomous 
Emergency Braking) standard on every model, Musso sets the benchmark for 
value packaging. New Musso is the right product to attract today's more 
discerning LCV buyer to your dealership.

Contact SsangYong Australia today at  
dealernetwork@Ssangyongaustralia.com

http://www.ssangyong.com.au
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‘BEST EVER’ AADA CONVENTION AND EXPO

2019 AADA CONVENTION & EXPO ANNOUNCEMENT

The 2018 AADA National Dealer 
Convention and Expo was ‘the best 
ever’, according to at least one Dealer, 

who was attending his 17th installment of the 
annual event.

Another delegate, a Dealer from New Zealand, 
described it as the best event of its type he had 
ever attended.

Held at the Gold Coast Convention Centre 
from September 3 to 5, this year’s Convention 
attracted 822 delegates and more than 70 Expo 
stalls.

Post-Convention surveys revealed a high 
level of satisfaction amongst attendees and 
exhibitors. The highest-rated presentation – 
‘The Dealership of Tomorrow’, in the AADA 
Macquarie General Session – was given by 
feature speaker Glenn Mercer from the USA. 

Exhibitors reported they were pleased with the 
layout of the Expo, saying it flowed well and 
made it easy for delegates to get around and 
visit each stall.

09.09.2019 - 11.09.2019
MELBOURNE CONVENTION AND EXHIBITION CENTRE

Speaking at the AADA Macquarie General 
Session, Shadow Assistant Treasurer, 
Dr Andrew Leigh, made the welcome 
announcement that a Federal Labor 
Government would introduce the industry-
specific Automotive Franchise Code of 
Conduct that AADA has been calling for.

The importance of the Convention and the 
growing influence of AADA were reflected not 
just by the presence of Dr Leigh – considered 
a rising star in ALP ranks – but also in a 
keynote address from Deputy Prime Minister, 
Michael McCormack, the highest-ranking 
sitting politician ever to address an AADA 
Convention.

NADA Chairman, Wes Lutz, assured Dealers 
that talk about how ride-sharing business 
models like Lyft and Uber would put them out 
of business was wildly premature and stressed 
the importance of advocacy.

The 2018 AADA National Dealer Convention 
and Expo had the theme ‘Developing 
Prosperity in the Age of Automotive 

Disruption’, but as speaker Charles Mills told 
delegates, disruption has always been part of 
the game and they had better adapt if they 
wanted to prosper.

Other highlights included the MotorOne 
Business Breakfast address. ‘Determination’ by 
Olympic and World Champion cyclist Anna 
Meares, with feedback on her inspirational 
story backing up the many tear-filled eyes 
in the room on the day. Anna told the story 
of her incredible comeback from a career-
threatening injury to win Olympic Gold and, 
not surprisingly, was rated the best guest 
speaker. 

Television personality David Koch’s AADA 
carsales Luncheon address was also popular, 
revealing valuable insights into prosperity.

AADA was thrilled with the response to the 
Convention and is already planning to top 
it in 2019. Next year’s event will be held in 
Melbourne from September 9 to 11 and we 
look forward to seeing as many Dealers as 
possible there.
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Attendees at the 2018 AADA National 
Dealer Convention & Expo rated ‘The 
Dealership of Tomorrow’, a special 

presentation by US researcher Glenn Mercer, 
as the top session of the event.

With three decades of automotive industry 
experience the independent analyst was 
commissioned by NADA in 2015 to undertake 
the Dealership of Tomorrow project.

The purpose of the project was to stimulate 
long-term planning among US Dealers. In late 
2015, when the project was commissioned, the 
USA had just completed half a dozen years of 
steady sales growth, which the industry could 
not have hoped for back in the depths of the 
global financial crisis that caused a recession 
in the USA.  

Mr Mercer shared an overview of the findings, 
providing insights into the developments that 
will likely alter the vehicle-retailing business 
over the next decade. 

More than two years after the report was 
released, Mr Mercer noted that its predictions 
were mainly on track. There are some 
adjustments to be made: electric vehicles 
(EVs) are gaining ground more rapidly than 
expected, to name one.  But generally the 
theme of ‘evolution rather than revolution’ is 
intact. 

“The goal is to stimulate thinking among 
Dealers because, as you know, this is probably 
the most complex retail business in the world,” 
he said.

“You’re dealing with New, Used, Parts, Service, 
Accessories, F&I, Collision Repair, et cetera, et 
cetera. And so Dealers tend to have their head 
down in the trenches such that the future is the 
end of the month and the far distant future is 
the end of the quarter.”

The report gave an American view, and Mr 
Mercer said it was important to remember not 
all of the findings would apply in Australia.

“Over the next decade the average USA 
franchised new car Dealer will see many 

changes to the store, but no significant 
disruption to the underlying business model,” 
he said.

“There will be much change but it will be 
evolution, not revolution. The biggest – if 
unlikely – threat to the system is if MS 
(mobility services) and AV (autonomous 
vehicles) combine, dramatically reducing the 
need to own a car.

“In any case, Dealers will continue to evolve 
from entrepreneurial, diverse traders, to OEM-
controlled, standardised, retailers.”

OEMs will exert more control and Dealers 
will move from concentrating on margin 
optimisation to focusing on sales volume. 
They will transition away from negotiating 
prices, factory payments will be the new ‘shop’ 
to manage and online sales will increase. 
Inventories will drop from 60 to 50 days.

The service department will become a 
dominant source of profit and the number of 
satellite service shops will increase.

“One key to survival is strong growth in 
service revenue, with fixed absorption rates at 
220 per cent or more,” Mr Mercer said.

Mr Mercer advised rural Dealers to diversify 
their income and seek OEM support.

The study predicted a slight reduction in the 
number of dealerships and a consolidation 
of ownership (fewer owners), with sales at 
a similar level to today and a shift to more 
expensive vehicles and higher-income 
customers. Tomorrow’s dealerships will be 
less profitable, with a greater reliance on the 
service department for income.

Mr Mercer said that some of the most drastic 
changes for dealerships have to do with 
economics. The number of digital stores 
will rise, resulting in cybersecurity and data 
management issues, not to mention direct 
competition for Dealers from manufacturers.

Physical showrooms will still be around but 
their value and importance will shrink as the 
digital experience continues to improve.

Service will become a primary profit source, 
“as drivers may renounce car ownership in 
favour of ‘eternal rental,” therefore service 
personnel will matter even more and represent 
investments rather than expenses.

Mr Mercer predicted that by 2025 almost 
every new car will be fitted with assisted 
driving features and half will have at least 
partial autonomy. The significance of this 
technology, however, isn’t necessarily in 
what these vehicles look like or how they 
perform, but, rather, how they’re sold and 
how consumers perceive them. The impact on 
Dealers could well be positive in terms of both 
sales and service income.

Hand-in-hand with this development will 
come a more complex and rigorous regulatory 
environment. Connected cars have the 
potential for a tighter connection to service 
lanes due to heavy usage, while EVs will not 
dominate but must be embraced.

The project cast a wide net to garner input 
from Dealers (public and private), OEMs, 
attorneys, vendors, investors and other 
stakeholders, to assemble a picture of what the 
dealership of 2025 might look like.

Whether the business is as interesting and 
entrepreneurial in 2025 as in 2015 or 1995 is 
doubtful: in some ways NADA's members are 
becoming retailers, rather than Dealers, with 
less control over their destiny than in the past 
– a situation with which Australian Dealers 
are familiar. Yet the outlook remains generally 
upbeat, as long as Dealers keep a sharp eye out 
for the some of the threats that may develop.

‘DEALERSHIP OF TOMORROW’ 
IS TOP-RATED SESSION

HIGHEST RATED

AADA SPEAKER
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A GLOBAL PERSPECTIVE ON THE FUTURE OF 
THE FRANCHISED AUTO DEALER

An elite panel of Australian and 
international retail automotive 
industry leaders has discussed the 

potential pitfalls and possibilities for the 
franchised automotive industry as we head 
into the future.

The pre-convention session, ‘A Global 
Perspective on the Future of the Franchised 
Auto Dealer’, kicked off events at the 2018 
AADA National Dealer Convention and Expo 
at the Gold Coast Convention and Exhibition 
Centre in September.

Hosted by Charlie Vogelheim – ‘The Car 
Guy’ – from San Francisco, the panel also 
included AADA CEO, David Blackhall; 
NADA Chairman, Wes Lutz; CADA Director 
of International Affairs, Alan Wang, and 
Glenn Mercer, one of the USA’s leading 
retail automotive researchers. International 
customer relations expert, Charles Mills; 
Deloitte Motor Industry Services partner, 
Dale McCauley, and ANCAP CEO, James 
Goodwin, completed the line-up for the 
90-minute session.

Most of the panel agreed that the rate of 
change in the industry would be slower than 
hype suggests, with Mr Mercer pointing out 
that many predictions for radical change in the 
past have not come to pass. Mr McAuley said 
Dealers would have the opportunity to adopt 
trends rather than be overtaken by them – 
although he did stress the need for Dealers to 
reinvent themselves, to “disrupt yourselves or 
you will be disrupted”.

Mr Mills said Dealers needed to move 
from the ‘vertical silo model’, in which each 

department of the dealership tried to extract 
the maximum amount from a customer per 
transaction, and instead ‘think horizontally’ to 
maximise the amount earned over the life of 
the entire customer relationship – because the 
disruptors are. 

Today’s customers are wiser, Mr Mills said, and 
rely on recommendations from friends and 
family. “Are you getting recommendations?” 
he asked, pointing out that close rates are 
between 35% and 48% for referred customers.

Mr Lutz drew many parallels between 
the Australian and American industries, 
including the importance of the respective 
Dealer associations, pressure from OEMs, 
consolidation, the impact of technology and 
the reality that there would be winners and 
losers – with all the resultant opportunities.

He reiterated the view that change will be 
slower than forecast and was confident Dealers 
would adapt. 

One area of opportunity would come with the 
advance of technology. Mr Goodwin said this 
would result in Dealers having a greater role in 
explaining various features and functions, with 
test drives more important than ever.

Mr Mills agreed test drives were more 
important than ever, but pointed out that they 
are actually down – “Yet we know that if we get 
butts in seats, our close ratio goes up”.

When it came to autonomous vehicles, Mr 
Goodwin said consumers were driving change: 
they don’t like congestion and would prefer 
to be busy and productive instead of stuck in 

traffic. He said manufacturers were potentially 
the biggest disruptors of the Dealer model. 
Mr Blackhall said Dealers must work in 
partnership with the OEMs, but also called 
for greater transparency from manufacturers 
towards their franchisees.

Mr Blackhall said Elon Musk would have no 
alternative but to build a Dealer network if he 
wanted to achieve for Tesla the kinds of sales 
volume he was aiming for.

Mr Lutz said the move to electric vehicles 
was not a disruption, but an opportunity to 
sell more cars. There are 17 million cars on 
US roads and Dealers would love to swap 
them out. He said there was a 10 per cent 
drop in the serviceability of electric vehicles, 
but Mr McAuley said the service department 
presented the greatest area of opportunity for 
Dealers, going forward.

Chinese Dealers are still in the high profit 
stage. As such, Mr Wang said CADA would 
pay close attention to the issues and challenges 
facing their Australian and American 
counterparts. 

In China, where electrification is government-
mandated, there was a 150 per cent 
increase in EV sales in 2017 
and dozens of Chinese 
tech companies were 
making electric 
vehicles.
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Consumers are nowhere near ready to 
give up their personal vehicles in favour 
of ride-sharing, NADA Chairman 

Wes Lutz, told the keynote session of the 
2018 AADA National Dealer Convention 
and Expo. Mr Lutz expressed his pride in 
the industry and in being a Dealer, and said 
he had felt the same sense of pride from the 
Dealers he had met in Australia. 

“Being a member of your Dealer Association 
is like having a force field around you,” he said. 
“It’s around you at all times.”

“The last few years have been the busiest for 
Dealers in Washington, DC and for the first 
time in a generation, the President pushed the 
US Congress to rewrite the Tax Code. When it 
came to tax reform everything was on the line 
for Dealers.”

Mr Lutz said NADA was the only trade 
association to meet with the Trump transition 
team before the election, was the first trade 
association, and had had the ear of the 
President ever since. 

“We talk to the White House on a constant 
basis. They ask for our view on issues on a 
regular basis. Every day we have some kind 
of input with this government, and that didn’t 
happen with previous administrations,” he 
said.

Mr Lutz stressed the importance of advocacy.

“We’re well-connected through our Congress. 
We’re able to advocate for Dealers when the 
OEMs pushed back – and we got some push-
back from them. NADA stepped up when it 
comes to autonomous vehicles and we entered 
that debate early,” he said. 

“You all heard the argument that, in one 
way or another, ride-sharing services will 
overshadow personal ownership of vehicles. 
Silicon Valley went as far as to say no-one 
would buy a car from Dealers in 25 years – yet 
last year, globally, sales of passenger cars or 
trucks surpassed 90 million for the first time – 
an all-time record.”

NADA hired a pollster to conduct a survey 
in March of 1,200 consumers – including an 
oversampling of Millennials –on the impact of 
autonomous vehicles and ride-sharing services 

such as Uber and Lyft. The pollster predicted 
overwhelming willingness to abandon 
personal vehicles in favour of ride-sharing – 
and could not have been more wrong.

“The first big takeaway from the research is 
that folks have very little interest in giving up 
their keys in favour of moving exclusively to 
ride-share,” Mr Lutz said. 

“Why? Because the automobile has been the 
most exciting platform for innovation for 
the last 100 years, and it will be for the next 
100. The reality is, people favour convenience 
above everything else, and ride-hailing doesn’t 
provide nearly the amount of freedom or 
convenience that personal ownership does.

“Ride-hailing wait times are the biggest 
consumer complaint, and consumers further 
report that their cars give them independence 
and freedom. NADA’s research shows that 
personal car ownership is still paramount to 
Americans, including the younger generation, 
and ride-hailing is just a complementary 
means of travel to car ownership, not a 
replacement.

“At the end of that two-hour session (the 
pollster) couldn’t find anybody in the audience 
they were polling who was willing to give up 
their car. And he turned to us and he said, ‘OK, 
maybe I got that wrong’.”

Mr Lutz said the noise out of Silicon Valley 
or the West Coast of the USA could convince 
the industry that a move way from personal 

vehicle ownership was inevitable, but that 
did not take into account the desires of the 
consumer. 

“The key takeaway for all of us is that the 
value proposition of a new car or truck is not 
just transportation from Point A to Point 
B, as many would have you believe. Never 
under-estimate the power of freedom, even 
when it comes to owning a car. Freedom to 
go wherever we want, whenever we want, at 
a moment’s notice – no waits, no hassles, no 
worries. Just stopping at the grocery store on 
the way to the gym, not having to depend on 
anybody else – mobility is paramount,” he said. 

“That’s something that ride-hail services can’t 
offer, and it’s why people will continue owning 
cars and why we as Dealers will continue to 
sell those cars and service those cars.”

Mr Lutz returned to the importance of 
advocacy in representing the needs of both 
Dealers and drivers.

“The bottom line is this: the Dealer 
Association is here to do three important 
things for you, and these are paramount for us 
at NADA. These are advocate on your behalf 
with the federal government, we advocate on 
your behalf with the OEMs, and we help make 
dealerships more profitable. 

“Like NADA, AADA spearheads efforts that 
would be impossible for Dealers to do on their 
own.”

CAR OWNERSHIP HERE TO STAY: LUTZ
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KAIN, GOOGLE, FACEBOOK COMBINE 
TO GIVE DIGITAL LESSONS

Negotiating the digital realm is 
becoming more and more important 
for any business and retail automotive 

dealerships are no exception, which is why 
delegates at the 2018 AADA National Dealer 
Convention & Expo were so fortunate 
to benefit from the expertise of Google, 
Facebook and David Kain, one of the US’ 
leading digital automotive marketers.

Mr Kain grew up in the automotive industry 
and has been both General Manager and 
Dealer Partner of Jack Kain Ford, where he 
remains a partner today. He co-founded 
FordDirect.com, serving as Chief Operating 
Officer from startup until Kain Automotive 
was born in 2003.

He shared the stage with Paul Balbo, Facebook 
Client Partner for the Australian automotive 
industry, and Karthik Lakshminarayanan, 
Google Director Product Management, who 
presented statistics and case studies of how 
dealerships have taken advantage of their 
platforms.

Mobile has become core to consumers. In 
2011, people spent an average of 0.8 hours per 
day on mobile apps; in 2018 that has risen to 
3+ hours, with 1 hour devoted to Facebook. 

“Facebook is the connective thread. People 
are constantly and consistently connected to 
our platforms at all points across the path to 
purchase,” Mr Balbo said.

Mr Lakshminarayanan said three major 
factors impact the auto path to purchase:

• Online – 92 per cent research online

• Mobile – 63 per cent research on their 
smartphone

• Video – 64 per cent watch online video.

YouTube is the ultimate video shopping tool: 

• 97 per cent of people perform an action 
after watching a vehicle video on 
YouTube:

• 43 per cent visited a dealership

• 42 per cent viewed another vehicle video

• 40 per cent searched a dealership’s 
inventory

• 38 per cent conducted more research 
online

• 35 per cent talked to family and friends 
about vehicles

• 33 per cent subscribed to a brand’s video 
channel

• 31 per cent shared an online video about 
a vehicle

“Online video is the new TV,” Mr 
Lakshminarayanan said. “I think we’d all 
agree that we spend more and more time 
online. Our recreational web-surfing has now 
exceeded our TV viewing time. 

“Just four years ago we pretty much spent an 
equal amount of time surfing the web and 
watching TV. Four short years later we’ve 
exceeded our TV watching time with the 
internet by nearly two hours. Where is this 
growth coming from? Nearly a third of it has 
come from online video – everything from 
Netflix to Hulu to YouTube.”

Buyers value YouTube in the decision 
making process

Of buyers who watched YouTube:

• 86 per cent said YouTube provided 
credible and independent videos about 
vehicles

• 85 per cent said YouTube offered videos 
about all types of cars

• 84 per cent agreed many Dealers/
manufacturers put videos from YouTube 
on their websites

• 79 per cent said YouTube was their 
favourite destination to watch videos 
about cars.

YouTube watchers appreciate car videos on 
YouTube for their diversity regarding car types, 
independence, credibility and their presence 

on manufacturers’ and dealers’ websites.

Case studies

Paragon Honda is transforming the way it 
assists customers

• Remove the Friction: Have vehicles 
picked up, serviced and returned to 
home within 24 hours

• Test New Technology: Drivers can 
schedule service easily, using just their 
voices

• Optimise Marketing: Grew its service 
repair order by 5x in the last year.

Leduc Hyundai: Brand Advertising drives 
increased engagement with DR improving 
sales

The auto dealership switched its advertising 
budget to Facebook from other channels, 
nearly tripling its website conversions and 
boosting sales by 32 per cent. 

It also enjoyed a:

• 2.5x increase in website conversions, and

• 24 per cent rise in website traffic.

“When we realized the ineffectiveness and 
cost of other advertising platforms, we turned 
to Facebook. We saw value advertising on the 
platform—the ability to choose placements 
and targeting. The significance of moving from 
paid search to Facebook speaks for itself in 
our sales increase,” said Greg Rempel, Dealer 
Principal, Leduc Hyundai.

Jeff Smith County Chevrolet drives sales by 
50 per cent 

• New car sales increased 50 per cent since 
the dealership went all digital (2014)

• +79 per cent increase in website visitors 
since 2014

• +67 per cent increase in County 
Chevrolet’s site page views since 2014

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

DEVELOPING PROSPERITY 
IN THE AGE OF AUTOMOTIVE DISRUPTION

FEATURE: AADA CONVENTION & EXPO 2018 WRAP UP       Australian Automotive Dealer Association 



• The strategy:

 ӹ Always on, as opposed to reactionary

 ӹ Search ads driving vehicle page visits  

 ӹ YouTube to build brand/push offers

 ӹ New website

 ӹ ROI measures: Calls, chat sessions, 
inventory checks, etc.

Schwieters Chevrolet of Cold Springs

The Chevrolet dealership used lead and click-
to-Messenger ads to encourage customers to 
reach out to a sales representative and name 
their price auction-style, successfully boosting 
leads by 23 per cent.

• 75 per cent of conversations generated 
from the click-to-Messenger ads led to a 
sale

• 23 per cent of all digital leads came from 
Facebook during the campaigns.

“We liked the simplicity for the customer 
in submitting a lead. Facebook seemed 
to improve the digital experience for the 
customer. People like to feel connected to the 
places they do business, and Facebook is a 
great tool to connect and build a relationship 
with clients,” said Emily Showalter, General 
Sales Manager, Schwieters Chevrolet of Cold 
Springs.

Budds’ Chevrolet Cadillac Buick GMC: 
Thinking Digital First

• +66 per cent year-on-year increase in 
profits

• +51 per cent increase in new vehicle sales

• The strategy:

 ӹ Customer centric approach to address 
every stage of the path to purchase

 ӹ A testing mindset + automation

 ӹ Search + display marketing to address 
both intent and awareness

 ӹ ROI measures: Calls, contact us + 
directions page visits

The auto marketing and advertising agency, 
Turnkey Marketing, used Facebook’s offline 
conversion events to assess the connection 
between customers' in-store purchases and 
Facebook ads they saw beforehand, helping 
automotive clients increase their return on ad 
spend.

“Facebook has given us an effective way to 
retarget customers in the market to buy a 
new vehicle. In addition, we are able to use 
data matching to measure success. Digital 
advertising is no longer a guessing game. 
We have real sales attribution,” said Susan 
Anderson, Marketing Director, Moss Auto 
Group.

Facebook, Google and YouTube are the most 
powerful marketing tools at your disposal. Are 
you using them?
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DISRUPTION IS NORMAL: MILLS

Disruption is not ‘the new normal’, it has 
always been normal, delegates at the 
AADA National Dealer Convention 

Auto-IT Breakfast heard.

In his address ‘Mobility is and always will be 
the Dealer’s business’, guest breakfast speaker, 
Charles Mills, said we now live in the era of 
‘Relationship Commerce’ and Dealers should 
focus on forming the long-term relationships 
customers desire rather than the short-term 
profit imperative. 

His company, RoaR, stands for ‘Return on a 
Relationship’, and Mr Mills said ‘relationship’ 
is the key word Dealers should concentrate on. 
He said Dealers put far more resources into 
attempting to attract new customers when all 
the evidence points to a greater return from 
keeping existing customers happy.

Meeting increased customer expectations is 
the challenge Dealers now face.

“Customer expectations are incredibly strong. 
RoaR lead data in Europe tells us if we take 
care of a customer lead inquiry within an 
hour, we have a strong chance of closing that 
lead. Anything longer than an hour and you’re 
going to have a problem closing that lead. It 
used to be if you took care of a customer lead 
within six hours you were doing great; now it’s 
down to an hour,” Mr Mills said.

“Customers are able to share their experiences 
and access those experience views online. 
Whether it’s Facebook or Google, that 
information’s out there. Customers understand 

how our stores are operating; customers are 
making decisions based on our performance, 
which they’re seeing on Google, Facebook and 
even manufacturers’ and Dealers’ own websites 
where customer reviews are available.”

With sales grosses continuing to come down 
over time, Dealers need to look for other 
means of monetising their relationship with 
the customer.

“The big grosses we used to get…those are 
going away. What does that mean? It means 
we need to work harder, longer, to get more 
of the money from the customer…we need to 
do customer revenue management,” Mr Mills 
said. 

“It means we not only do their service or 
maintenance, but we need to get the tyres off 
the cars – and when we get tyres off the cars 
we start seeing other opportunities too. In 
America we gave up the tyre war a long time 
ago; now we’re clawing it back. We’re getting 
that tyre work back, and once you take the 
tyres off the car and get it up on the lift, you 
see more opportunity for business. 

“We have to get each of those transaction 
opportunities as part of this revenue 
management, so that we can actually get more 
of the money we used to get in our grosses, 
over the lifetime of that customer.

“At RoaR this idea of trying to get more money 
from a relationship, an individual customer 
relationship, we call it relationship commerce. 
And relationship commerce works on both 

sides of the equation. If the Dealer is focused 
on having great relationships, so they’re getting 
money from the customer longer, then the 
customer’s benefiting big because the Dealer 
is focusing on their needs. And when the 
Dealer’s focusing on their needs customers are 
delighted – customers feel like the Dealer sees 
them as an individual, not just a number.

“The (European) data tells us that reviews, 
reputation and previous experience are the 
number one reason for customers to be 
selecting a dealership. 

“A delighted customer will recommend you 
four times a year. Customers who aren’t 
delighted, not so much. So, again, it’s not just 
about the money you get from that individual 
customer; it’s their ability to share with their 
friends and families that you’re a great store 
and they need to be doing work with you.

“We feel so strongly about it that we named 
our company after it. We need to be looking 
at ‘what is our actual return on a relationship?’ 
So, independent of that relationship that just 
focuses on the car or then later on it becomes 
actual mobility services subscriptions, we 
still want to understand ‘what is my share of 
that customer’s relationship in that particular 
space? What is my percentage of that 
customer’s relationship in that industry?’”

Mr Mills said it was important to look not just 
at the revenue side of the relationship, but also 
to understand the cost of maintaining that 
relationship.
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An outstanding workshop program of 
Australian and international speakers 
ensured delegates to the 2018 AADA 

National Dealer Convention and Expo left 
armed with more tools and greater knowledge 
regarding all aspects of dealership operations.

In Track 1: Organisational Disruption, experts 
from Macquarie Leasing, BDO and Deloitte 
Motor Industry Services took delegates through 
a variety of issues pertaining to finance and 
insurance, data and security, and how to best 
manage your people for profit.

In his workshop, ‘Drive Sustainable F&I Growth 
in a Regulated Dynamic Market’, Russell Bryant, 
National Manager Strategy & Transformation, 
Macquarie Leasing, addressed the challenges 
posed by the changing regulatory environment 
in the retail automotive F&I industry. 

This area of operations has been the subject of 
much regulatory scrutiny in the past year or so, 
and Russell walked participants through the 
changes in detail, sharing valuable insight into 
the auto market and what the research is saying 
about evolving customer needs. 

Russell provided insight into the regulatory 
changes and gave delegates action items to 
implement in order to future-proof their 
dealerships.

In ‘Your People, Your Profit’, BDO partners, 
Randall Bryson and Matthew Cutt, shared 
insights they gained from the 2018 BDO 
Automotive Dealership Executive Salary 
Survey and their attendance at the 2018 NADA 
Convention.

They helped attendees understand the main 
drivers, including regulations, manufacturer 
influence and market pressure, to motivate their 
people to achieve outstanding results.

Grant Cameron, Lead Partner, Deloitte Motor 
Industry Services, conducted a workshop titled 
‘Fraud In and Outside of Your Dealership’. 
In it he explained that data security is set to 
be one of the biggest issues facing businesses 
over the coming years and outlined how cyber 
technologies can reach into businesses and 
create the risk of fraud. He shared effective 
strategies to combat these attacks and ensure 
dealership and customer data are safe.

Evan Stents’ and Christian Teese’s workshop 
provided valuable information on the Takata 
airbags recall, including all the obligations on 
Dealers and the processes they are required to 
follow.

In Track 2: Business Disruption, the focus 
turned to sales and warranties, customer 
experience, digital strategies and the use of data.

In ‘Turning Disruption into Opportunity’, 
Craig Rowney and Ian McLean, from Op2ma 
Australia, blended current market intelligence 
with practical actions to show delegates how to 
view disruption as an opportunity to reimagine 
key business processes and identify simple 
strategies to turn disruption into profit. 

They focused on the real reasons dealerships fail 
to convert enquiries into sales and challenged 
participants to find out why customers don’t 
buy. Attendees learned to identify areas of 
opportunity and to see disruption as a catalyst 
for positive change.

In ‘Transforming Automotive Retail – The 
Future is Now’, Deloitte  explored the latest 
insights on the future of mobility, addressing 
the dual challenges of remaining competitive 
today while preparing for an uncertain future, 
by focusing on the customer experience, digital 
and data. 

OUTSTANDING WORKSHOP PROGRAM
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Participants came away with a better 
understanding of the changing behaviours 
of customers, the future of automotive retail 
and the importance of delivering an engaging 
customer experience in the dealership.

In one of the most important workshops of 
the Convention, Alan Bergman, CEO, Star 
Automotive Consulting, helped delegates in 
‘Navigating Tricks and Traps of Warranty 
Reimbursement’.

According to Alan, warranty reimbursement 
is full of potential tricks and traps that will cost 
Dealers money if they are not on top of them. 
This workshop helped Dealers avoid the threat 
of manufacturer warranty reimbursement 
underpayments; unconscionable and unfair 
chargebacks, warranty audits and manufacturer 
imposed penalty imposts, passing on processes 
to reduce State Consumer Tribunal and Fair 
Trading hearings and disputed warranty claim 
lawsuits. 

Track 3: Managing Prosperity, concentrated on 
the importance of people. Lisa Fogarty, Founder 
and Director, Performance Circle, told those 
who attended her workshop that ‘Listening is 
the Key to True Connection’. 

In a world where everybody is talking, texting 
or tweeting, and virtually nobody is listening, 
Lisa explained how to empower salespeople 
to become better listeners and make real 
connections so as to boost leads, traffic and 
profits while decreasing turnover. She shared 

the mindset and simple secret to connection to 
unleash this competitive advantage. 

In her workshop titled ‘How Your Dealership 
CFO Can Reduce Your HR Costs’, Sharon Pask, 
Director, RemiPeople, argued that dealerships 
and OEMs struggle to measure the costs of 
turnover due to lack of transparency. As a result, 
the expense of high turnover is often dismissed 
and put into the ‘too hard’ basket. 

Sharon broke down recruitment and turnover 
cost through an easy step-by-step guide that 
demonstrated the actual cost to dealerships and 
showed Dealers how they can make big savings.

Ian Parker, CEO, IPMG, shared straightforward 
strategies and proven systems to help those who 
attended his workshop make their used car 
departments their most profitable sector.

Ian’s systems have increased used car 
department profits by up to 40% in many 
dealerships around the country. Those who 
attended his session left able to clearly define 
what areas of their used car department are 
failing and took away strategies to get back on 
track.

Track 4: Marketing Prosperity, turned attention 
towards the customer and how to better 
understand and serve the modern consumer. 

In ‘The Autonomous Customer’, Alex Heat, 
Industry Manager Automotive, Google, 
explained the needs, desires and habits of 
the modern consumer, and told participants 

how they can position their business to tap 
into today’s customer research and buying 
behaviours. 

Kane Hocking, General Manager Commercial, 
carsales, tackled the issue of how to sell to the 
‘Informed and Impatient’ modern consumer, 
who often knows more about the product than 
salespeople do.

Today’s consumers do more homework than 
ever before and this has tipped retail selling 
on its head. In this workshop Kane examined 
the trends that have led to this shift, what the 
consumer expects and the part Dealers play.

Joe Perkins and Gemma Faye Hernandez, from 
Facebook, explained how to drive dealership 
success using Facebook, Instagram and 
Messenger, in their workshop ‘Winning Your 
PMA on Mobile’.

In “Shifting Gears: How to grow and adapt your 
dealership in the age of disruption”,  Michael 
Cirillo, on behalf of Gumtree, explained 
why remaining local and relevant in your 
community is essential in building repeat 
purchase and spreading positive word of mouth 
for your dealership.

It was one of the best workshop programs 
AADA has ever put on. For those who missed 
it or would like to refresh their memories, audio 
recordings of most sessions are available for 
purchase from the AADA Convention website.
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MEARES INSPIRES, KOCH ENTERTAINS

Sport and business have many parallels, 
with lessons to be drawn from one to 
the other and back the other way. 

There was barely a dry eye in the house by the 
time Anna Meares, one of Australia’s greatest 
Olympians, had finished her address during 
the MotorOne breakfast at the 2018 AADA 
National Dealer Convention & Expo.

The only Australian athlete ever to win medals 
at four different Olympic Games, Anna told 
the inspiring story of how she recovered from 
a broken back suffered just months  prior to 
the 2008 Beijing Olympics.

“Upon reflection, my career success has not 
been about remaining undefeated, but how 
I’ve handled moments of defeat along the 
way, because I have actually lost more than I 
have won, even though I am the world’s most 
successful athlete in my discipline,” she said.

Anna experienced a career-stopping heavy 
fall during a time trial at the World Cup in 
Los Angeles in January 2008, less than eight 
months out from the Beijing Olympic Games. 
She was thrown from her bike in a collision 
with other riders and sustained a hairline 
fracture to her C2 vertebrae. She was two 
millimetres away from being a quadriplegic on 
a respirator for the rest of her life. Her other 
injuries included a dislocated AC joint in her 
shoulder, heavy skin grazing, torn tendons and 
muscle tissue damage.

“It sent me down a very slippery slope, 
mentally and emotionally. I started to talk 

in the context of ‘what if?’ What if that two 
millimetres had not been there? There were 
really only two options: quadriplegia and 
death. So I started to be driven by the fear of 
those two outcomes,” she said. 

After speaking to her coach, Martin Barras, 
Anna realised that she had to change the 
question she was asking herself from ‘what if?’ 
to ‘what is?’

Reframing the question changed her entire 
approach. Instead of being worried about what 
could happen, she focused on what she knew 
to be true – and went from there.

“When we think in the context of ‘what if ’ 
we are driven by the fear and doubt of the 
things we don’t want to have happen. ‘What if 
I present to the board and they don’t like my 
idea?’ ‘What if I apply for the job and I don’t 
get through the interview process?’ ‘What if 
the coach puts me in front of goals and I miss 
the shot for my team?’, ” she said.

“All those things have not yet happened. Yet 
when we start to think down that path we 
have a physical emotional response to those 
thoughts. That physical emotional response 
can then start to dictate the choices we make 
going forward, steering us in that direction we 
do not want to go. 

“When you think in the context of ‘what is’, 
you’re actually dealing with current, real, 
tangible information and decision-making. 
And for me, the ‘is’ of this situation was simply 

‘that two millimetres saved my life’. My body 
was healing, and I was getting stronger and 
healthier every day.

The power of words can be seen by Anna’s 
statement that just changing that one word 
of a question altered her whole attitude and 
approach to her recovery.

“My end goal had not changed; the timeframe 
to deliver had not changed; however, the 
process and the steps I now needed to follow 
to make that happen had completely changed. 
That is why that constant reassessment of 
where you are with what goals you are striving 
to achieve is crucial,” she said.

Ten days after her fall Anna was back on the 
bike, albeit for all of a minute before requiring 
help to dismount. Later that day she got back 
on and pedalled for five minutes. Within a 
week she was pedalling for up to half an hour, 
and was allowed to get into the pool.

The pool was where Anna could shed her 
neck brace and bandages, and start to get 
some movement back. After a month she was 
allowed back into the gym, rebuilding the 
strength and power required of a sprinter.

Her previous performances were already 
enough to guarantee her selection in the 2008 
Olympic Games team, however selectors 
insisted on a fitness test to determine if she 
was still capable of riding the kind of times 
required to be competitive at the level. They set 
her a time to beat, or miss out on selection.
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“I would go to that fitness test. I would not 
only just ride the time they required me to 
ride, I would ride a personal best time. I would 
get my name on the ticket, I would go to 
Beijing, and seven months after I would trade 
my neck brace for an Olympic silver medal,” 
Anna told the enraptured audience.

“Many people said to me, ‘you’re courageous, 
you’re brave, you’re determined. Where do 
you get your determination from, even your 
motivation?’ And I simply say to people, ‘I 
didn’t know I was capable of achieving this. I 
didn’t know my strengths and weaknesses, my 
limitations, until I found myself at rock bottom 
and I had my back against the wall’. 

“And the first question that’s hard to answer 
came to mind: ‘is it worth it?’ Is there value in 
that goal that I’m putting myself through this 
discomfort and this pain (to achieve) – is that 
worth it? To me it was worth it. The hard part 
was everyone has an opinion – and often it 
doesn’t coincide with mine, or yours; however 
the only opinion that counts and matters at the 
time is of the person chasing that goal. And for 
me, I saw the value and so I continued to chase 
it. Because I saw the value – even though my 
motivation was challenged, not just daily but 
three or four times a day – that was enough 
to help me push through the difficulty of that 
seven-month period.”

Anna’s remarkable comeback not only taught 
her much about herself and what she was 
capable of, but also how best to go about 
achieving her goals.

“Three things I learned: firstly, controlling 
the controllables. I realised that I wasted so 
much time, energy, effort, and sometimes even 
money, trying to pool my efforts into an area 
on which I could effect absolutely no change. 
So why did I do it? In this space I had no spare 
energy; I had very little time; I had very little 
money to my name or (in) my pockets, so I 
had to become very select as to where I put 
that and why. And so I actually learned about 
putting my efforts into the things where I 
knew I could affect a change on the outcome,” 
she said.

“Secondly I learned how important it is who 
you surround yourself with and who you 
choose to bring into your life. And the most 
important word in that sentence is simply 
‘choice’. You choose who’s in your personal 
space at home, in your private life, who 
you work with. In this space I was really 
reflective of the energy and the attitude that 
people brought to me. If they were negative, 
irritable and unhappy, I started to adopt a 
really victimised mentality. ‘Why me? Poor 
me. This sucks, it’s not fair’. But when I was 

surrounded by people who were driven, 
positive, motivated, my focus was not on the 
severity of the situation or how I felt about it, 
it was simply on the task I needed to achieve 
each day. So I started to become very selective 
about who I welcomed into my home, and 
with whom I spent most of my time at work. If 
they did not fit into that category, they weren’t 
welcome. 

“The final thing I learnt was how important 
‘now’ is. We can spend a lot of time looking 
to our past to learn from it, and looking to 
our future to plan for it, but often we overlook 
what we can do today to better set us up for 
tomorrow, to lead us into next week, next 
month and next year. We put off the small 
things – things we don’t think are important 
or significant, that we can catch up on later, 
eventually go to a list that ends up an A4 page 
long or we start to divvy that to someone else 
to do.”

Taking care of ‘now’ and looking after the 
small things are what Anna believes are the 
keys to success, because ‘now’ will look after 
the future and the little things will ensure the 
big things run smoothly. 

“It will not be something big that brings you 
undone or causes you failure, loss or defeat. 
Everyone can see the big things. It will be the 
accumulation of those small things that we 
don’t think are important that will cost you,” 
she said.

Determined to ensure she looked after all the 
little things, Anna’s victory at the 2012 London 
Olympics over arch-rival and hometown 
favourite, Victoria Pendleton, was a triumph of 
planning, and execution of that plan, by a team 
of coaches, physical trainers, masseurs and 
psychologists.

Pendleton had beaten Anna for gold at Beijing 
and had been undefeated for six years going 
into the London Games. 

“If I wanted to change my outcome from silver 
in Beijing to gold in London, I had to start to 
change my process and my application of how 
I wanted to go about making that happen,” 
Anna explained.
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“No-one in the world had worked out how to 
beat her (Pendleton). And to do that, my team 
decided we needed more information to be 
able to make those decisions to help us with 
the strategy required for that success.”

Watching more than 300 hours of Pendleton’s 
past performances gave Anna and her team 
a set of data that would help them devise the 
best method of beating the British champion.

“You know what doesn’t come with data? 
Emotion. Emotion comes with people, and 
when that comes in a competitive environment 
it can bring you unstuck and incapable of 
making some really hard decisions,” she said. 

“Change is also really hard and difficult 
because it takes you from what you know and 
are comfortable with and puts you into a space 
of what you don’t know and are uncomfortable 
with. But I had to face change; I had to get 
used to being uncomfortable; I had to feel 
discomfort for a long time in order to effect 
that change.”

Anna and her team’s forensic approach showed 
them that Pendleton preferred to ride from 
behind her opponent. Anna and her coach 
devised a plan to force Pendleton to take 
the lead by stopping her bike on the track, 
then balancing, stationary, and waiting until 
Pendleton could no longer hold her own bike 
motionless and would be forced to take the 
lead. 

It worked. The tactic caught the champion 
by surprise and Anna won the Gold, the 
crowning achievement of her career.

“I honestly believe that the only reason I won 
this day was because I executed my strategy 
better than my opponent executed hers,” she 
said. 

“In physical capabilities all that separated the 
two of us was eight-hundredths of a second; 
physically we were almost identical. So when 
you have two athletes, two products, two 
entities, whatever the case may be, what is it 
that makes one step up and succeed over the 
other? The execution of strategy, the ability 
to perform under pressure, the mental skills 
required in those environments.”

Quoting another coach of hers, Gary West, she 
concluded by saying: “You cannot guarantee 
outcome. But you can guarantee process and 
application. Gary never promised me gold 
medals. He never promised me that I would be 
world champion or Olympic champion. You 
cannot guarantee that – there is far too much 
out of your control to make that promise. 
However, how you choose to apply yourself 
and the process you follow – if you look after 
those two aspects the result will look after 
itself.”

Koch urges Dealers to set standards

At the carsales lunch, finance journalist, 
breakfast television host and Port Adelaide 
Football Club chairman, David Koch, 

reminded Dealers to invest in themselves and 
their own development in order to best lead 
the way for their businesses.

“You can talk about disruption, you can talk 
about innovation, but it’s all driven by you – 
you the Dealer-owners, the Dealer Principals. 
It’s how you approach it, because you are your 
organisation’s most important asset,” he said.

“Yes, customers are important; yes, staff 
are important, but you’re the dynamo. You 
set the culture. You set the direction of the 
organisation, and if you’re comfortable 
with coping with change, innovation and 
disruption, then your organisation’s going to 
flourish.

“I think we forget the importance we play in 
building within our organisations a dynamic 
that really embraces going forward. I’ve called 
it ‘The Start-up of You’, because that’s what you 
need to succeed in 2018 and beyond.”

Mr Koch covered the current economic 
climate, explaining that the fall in real wages 
had made consumers a little reluctant and 
urging Dealers to join ‘the campaign of 
optimism’ to stimulate growth.

He said the technological revolution we 
are currently in the middle of would have 
as profound an impact as the Industrial 
Revolution, and urged Dealers to keep pace or 
be left behind.
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