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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 schools, 

WE’D LIKE TO HEAR FROM YOU.
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

When we were forming AADA some 
seven years ago we were aware of 
a number of issues that required 

advocacy on behalf of all new car Dealers 
with government or regulator bodies to 
attempt to achieve the Aussie idiom of a fair 
go with our suppliers.

Whilst much has been achieved in the 
intervening period the industry we knew then 
bears little resemblance to today’s version.

We entered this year with high hopes of a 
much revised franchise code being determined 
by the 30th of June. Whilst one rarely gets 
what one would like it surely defies the fair go 

FROM THE AADA CHAIRMAN

Terry Keating
AADA Chairman

test that overseas multinational Manufacturers 
can be given such leniency by our Federal 
Government in their business arrangements 
with Australian-owned, and essentially 
family-owned, new car dealerships. However, 
a new code was introduced at the end of May, 
a month early, and it does little to address the 
real needs of our members.

Of course not all brands are culpable of bad 
behaviour but many are and they would not 
get to first base with these tactics in the United 
States of America for example. American states 
protect their Dealer businesses with laws that 
no Manufacturer would ignore without dire 
consequences.

You could ask why do some OEMs treat our 
Dealer body the way they do. Sadly the answer 
is because we let them.

Consider Holden’s treatment of some 185 
Dealers. A clear breach of a written Dealer 
Agreement, with in most cases a five 

year tenure torn up at half time. And the 
compensation offer is disingenuous in the 
extreme according to independent legal and 
accounting advice we have sought to help 
these Dealers.

You can be certain US GM Dealers would 
never be put in this position because the US 
legislators look after their Dealers and other 
businesses for that matter, with laws that do 
respect their version of a fair go.

Of course we will continue to press our 
parliamentarians to strengthen the code.

Finally, we are aware of how much the 
JobKeeper program has assisted our members.

Our secretariat is in constant touch with many 
senior cabinet members and members of the 
National COVID Committee to ensure they 
all understand the correlation between the 
payments we receive and fuller employment.

FROM THE AADA CEO

James Voortman
AADA CEO

There are few brands in Australia as 
iconic as Holden. The car with the badge 
of a lion rolling a stone was the choice 

of so many Australian households, its rivalry 
with Ford became the stuff of legend, and its 
dealerships were prominent in every city and 
country town across Australia.

In February, there was national sadness when 
it was announced that US parent General 
Motors (GM) would be withdrawing the 
brand. Any sadness, however, has been 
replaced by anger as GM is strong-arming the 
very businesses that played such a large part in 
Holden’s success, its Dealers.

Holden Dealers were shocked when GM 
announced its withdrawal. They had received 
assurances that the brand was here for the long 
term. Many had recently completed or were 
in the process of building new showrooms 
demanded by GM, with one Dealer forking 
out more than six million dollars. 

GM has breached the contract with Australia’s 
185 Dealers and needs to pay compensation, 
however the compensation they have offered 
is so poor that the number of Dealers to have 
accepted the compensation is negligible.

These Australian Dealers are now fighting with 
one of the world’s biggest companies for fair 
compensation. GM’s actions have seen both 
sides of politics combine to launch a Senate 
Inquiry; it has led to the ACCC shaming them 
into mediation and has drawn pleas from 
Federal Ministers for them to negotiate in 
good faith.

At every turn, GM has thumbed its nose at 
local Dealers, the Australian Government and 
by extension the Australian public, the same 
public that provided the company with more 
than $2 billion in taxpayer-funded assistance.

In the most recent development, GM has flat 
out refused a request from the Minister for 
Small and Family Business, Michaelia Cash, 
for it to settle this dispute via arbitration. If 
GM’s compensation offer is as fair as it claims, 
it should freely submit to arbitration.

GM also pointedly rejected the Minister’s 
appeal for it to extend the 30 June deadline 
it had given its Dealers to accept the 

compensation offer. Many Dealers cannot 
afford to go through a costly three-year legal 
fight – GM certainly can.

This brazen treatment of Australian businesses 
from an offshore Fortune 500 company is 
unsettling but is indicative of the power 
imbalance which exists between all Dealers 
and Manufactures.

As a country we need to urgently amend the 
automotive franchising regulations so that 
Dealers in Australia enjoy the same protections 
as Dealers in countries like the US. This will be 
the AADA’s number one priority and our focus 
will be on convincing the Government to act 
on the security of tenure, provide an industry 
standard for compensation and allow for 
binding arbitration to settle disputes.

GM, however, is not off the hook. It should be 
made to answer the questions the Australian 
public deserve and the Senate Inquiry will 
provide this opportunity.

On a final note, it is important to recognise 
the work of the Australian Holden Dealer 
Council. They have dedicated a great deal of 
time and effort and are doing a fantastic job of 
keeping the network unified during incredibly 
challenging times.
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go through a lengthy court process which 
could take three years or longer. GM is one 
of the biggest companies in the world with 
annual revenue of around $200 billion. It can 
afford an expensive and lengthy court case, 
but Australia’s Holden Dealers cannot,” Mr 
Voortman said.   

“GM made their initial offer for compensation 
in February and hardly any Holden Dealers 
accepted that offer. In the four months since, 
the offer has not changed and the number of 
Dealers that have accepted the offer is negligible.”

“Holden is an iconic Australian brand and GM’s 
decision to end the brand in Australia should be 
done in a dignified manner. It seems arbitration 
is the only way this can be achieved.”

There is a massive power imbalance 
between new car Dealer and the offshore 
Manufacturers to which they are franchised. 
The AADA has been campaigning hard 
for a minimum set of protections for new 
car Dealers. A strong set of Dealer specific 
regulations would stop companies like GM 
from being able to dump and run, leaving 
hundreds of Australian Dealers, with billions 
invested in the brand, to fend for themselves.

Senator James McGrath’s scathing statement 
in the Senate earlier this year was followed in 
June by parliamentary statements of support 
for Holden Dealers from his fellow Federal 
Government members Rowen Ramsey and 
Angie Bell.

AADA has welcomed the Australian 
Government’s call for General Motors 
(GM) and Australia’s Holden Dealers 

to settle their dispute via arbitration. 

Several government members made 
statements in parliament calling out General 
Motors’ poor treatment of Holden Dealers, 
as two days of mediation between GM and 
Holden Dealers failed to resolve the dispute on 
compensation for Dealers. 

GM’s compensation offer remains unchanged 
at $1,500 per new car sold over a set period.

“It is clear that we need a circuit breaker and 
arbitration represents an opportunity for 
both sides to put their case forward before 
an independent arbitrator,” said AADA CEO 
James Voortman.

“I understand the Holden Dealers are willing 
to participate and I urge GM to agree so we 
can reach a resolution. GM has constantly 
claimed that their compensation offer is fair, 
so I see absolutely no reason why they would 
refuse to participate in arbitration.” 

Mr Voortman said Australia’s Holden Dealers 
appreciated the ongoing efforts of Minister 
Michaela Cash to work towards a resolution 
on this issue. 

“Arbitration is less costly and will deliver a 
quicker resolution than going through the 
courts. The last thing we need is for this to 

Senator McGrath accused General Motors of 
not acting in good faith with Holden Dealers 
and their staff “for some years”, and expressed 
concern regarding allegations GM had 
engaged in misleading and deceptive conduct 
as defined by ACCC and ASIC regulations.

Mr Ramsey, the Government Whip and 
Liberal Party member for Grey in South 
Australia, told federal parliament that although 
businesses had a right to adapt and withdraw 
from markets, he did not believe GM had 
acted in a fair manner after assuring Dealers 
the company was “here for the long haul”.

“Dealers took that in good faith…then 
General Motors changed its mind,” Mr 
Ramsey said. “This left our Dealers in 
Australia high and dry.”

Ms Bell’s grandfather worked in Holden’s 
South Australian Woodville plant for 25 
years. The Liberal National Party member 
for Moncrieff in Queensland, told parliament 
it was unacceptable that the decision for 
GM to leave Australia “was made without 
government consultation when it affects so 
many jobs”.

In his address to parliament, Mr Ramsey 
criticised General Motors for insisting Holden 
dealers invest in “fancy showrooms” and “high 
technology equipment”, and then leaving them 
with “no Holdens to sell for these dealerships”.

GOVERNMENT JOINS DEALERS IN CALL FOR 
GM ARBITRATION
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“They have an enormous cloud over their 
future…through no fault of their own,” he 
said. “They are victims of a decision made in 
Detroit.”

On independent financial advice, Holden 
Dealers believe GM owes them the equivalent 
of $6,100 per new car sold over the specified 
withdrawal timeframe.

Mr Ramsey described GM’s initial 
compensation offer as “manifestly inadequate”.

“In Australia we believe in a fair go and their 
proposal does not represent that,” he said.

Mr Ramsey told parliament GM was 
threatening some Holden Dealers with not 
granting them parts and service agreements 
unless they signed the compensation offer.

“There is dispute over warranty work. In 
the past the company has come to the party 
because they wanted these dealerships to keep 
selling Holden cars, but we know they are 
likely to take a tougher line on those things 
now,” he said.

“General Motors Holden have soaked up 
hundreds of millions of dollars of taxpayer 
funds over the years through subsidies while 
they were manufacturing in Australia (and) 
has a market capitalisation of more than 
US$40 billion … and they are penny-pinching 
on their exit from Australia.

“Maybe they will never return to the 
Australian market, but my experience tells 
me, even when you plan not to come back, 
you should not slam the door on the way out. 
Treating dealerships in this way is simply not 
Australian.”

Mr Voortman welcomed the show of support 
for Holden Dealers.

“The behaviour of Holden, along with Honda 
more recently cutting their operations in 
Australia, again highlights the risks that many 
local car Dealers face and the imbalance that 
exists between them and the large foreign 
multinational car companies,” he said.

It's not just the car companies pulling out of 
Australia who are a threat to local Dealers. The 
unfair terms that many of them face in their 
commercial arrangements are an ongoing 
problem, not just for the local Dealers but also 
for Australian consumers and small business 
who rely on them.

“Since the emergence of the COVID-19 crisis, 
GM have reportedly turned the screws and 
failed to budge on their initial compensation 
offer, telling Dealers their ability to be a future 
authorised service Dealer is dependent on 
them accepting the offer,” Mr Voortman said 

He added that after so many Holden Dealers 
had given so many years to the brand, it was 
“incredibly disappointing” that during a very 
tough time for the industry, GM was not 
exiting Australia in a fair and dignified manner 
despite their assurances that they would do so.

“We have seen Holden terminate all of its 
Dealers and Honda have cut a substantial 
portion too. If these multinationals need to 
withdraw or restructure their networks, so be 
it, but there must be a set of regulations that 
ensure they do so fairly,” he said.

“Dealers are currently doing it extremely 
tough with some of the worst sales figures in 
living memory. The ability to recover from this 
economic downturn will be greatly assisted by 
laws which protect Dealers against the abuses 
of multinational vehicle Manufacturers.

“We need local Dealers to provide local jobs 
and work for local small businesses, and we 
need to encourage and support local Dealers 
to invest and grow their business, especially as 
we look to recover from the terrible impacts of 
drought, bushfires and COVID-19.”

GM says it believes its offer is “fair and 
reasonable” and has pledged to continue 
to support the 1.6 million Holdens still on 
Australian roads with a parts and service 
network for at least the next 10 years.

Holden Dealers say GM’s withdrawal threatens 
9,000 jobs at 203 showrooms and service 
departments nationally, while GM argues the 
number of job losses will be closer to 700.

Australian Holden Dealers have also taken 
issue with their New Zealand counterparts 
being offered compensation equivalent to 
$2,500 per new car sold compared to the 
$1,500 per car offer made to them.

Holden Chairman and Managing Director, 
Kristian Aquilina, told ABC TV’s The Business 
show that in 2019, Australian Holden Dealers 
averaged a loss of $600 per car for every new 
Holden they sold.“When it comes to looking 
at the New Zealand business, it’s just a fact 
that they were a far more profitable network 
of Dealers, and as such their (compensation) 
amount is different,” Mr Aquilina said.

“(Holden Dealers) are being led along by a 
legal firm that seems hell bent on wanting to 
take this through the courts and make this a 
protracted dispute to only serve the benefit of a 
lawyer’s picnic.”

There is currently a gap of almost $1 billion 
between the total compensation GM initially 
offered and the amount Holden Dealers say 
they are owed.

™
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Government and are the subject of a continued 
effort by AADA to ensure programs are put in 
place that will assist Dealer businesses and the 
Australian economy more widely to emerge 
from the pandemic with a path to sustainable 
business.

1. Extending the Instant Asset Write-Off

The expanded instant asset write-off policy 
announced on 12 March has been extended 
a further six months, to 31 December 2020. 
If as at this date volumes remain depressed, 
the scheme should be further extended 
to 1 July 2021. Because of the scale of the 
economic downturn many businesses have 
not been prepared to invest in assets during 
this lockdown phase. In addition, many of the 

Along with many other industries, the 
retail automotive industry has taken a 
battering from COVID-19 shutdowns 

and social distancing measures. With those 
restrictions now beginning to ease, AADA 
has come up with a few strategies we’d like 
to see the Federal Government implement to 
assist our industry to get back on its feet.

The AADA has held meetings with a number 
of important Government agencies in recent 
weeks on the state of the industry and what 
is needed to facilitate a recovery. Meetings 
with the National COVID-19 Coordination 
Committee and the Coronavirus Business 
Liaison Unit allowed us to provide an 
automotive industry perspective, on post 
COVID-19 recovery measures. These five 
measures have also been shared widely in 

intended recipients of the instant asset write-
off, such as sole traders, are being treated as 
high risk customers by lending institutions.

This policy will be more effective in the 
recovery phase of the downturn. The 
Government should also remove the car limit 
of $57,581 which is an unfair disincentive 
applied to one particular class of products and 
encourage as many businesses as possible to 
make use of the full $150,000 limit.

2. Fleet Renewal Scheme

The Government should develop a fleet 
renewal scheme that will provide a stimulus 
for the automotive industry and assist in 
making Australia’s passenger vehicle fleet safer, 
while also reducing emissions. 

FIVE AUTO RECOVERY MEASURES 
WE’D LIKE TO SEE
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Fleet renewal schemes have been successfully 
applied in other industrialised economies 
throughout the world during economic 
downturns. Such a scheme would provide 
significant benefits to motorists in terms of 
safety and fuel consumption, with a wider 
societal benefit in the form of reduced 
emissions.

ANCAP reports that vehicles built before the 
year 2000 represent only 20 per cent of the 
fleet but are involved in nearly one-third of 
fatal crashes while AAA research has shown 
that lowering the average age of Australia’s 
light vehicle fleet by one year would save up 
to 1,377 lives, creating a $19.7 billion benefit 
in trauma and emission reductions over a 
20-year period. In terms of efficiency, a 2016 
fuel efficiency RIS found that vehicle efficiency 
improved by 76 per cent from 2005 to 2015. 

The scheme would be particularly suitable 
for Australia because of the high average age 
of Australia’s vehicle fleet, which is around 
10 years and lags similar countries. It would 
also have a downstream benefit for small 
businesses in the industry. Such schemes are 
currently being considered by countries such 
as Germany, the United States and the United 
Kingdom to breathe life into automotive retail 
following the COVID-19 downturn.

3. Freeing Up Car Finance

The Banking Royal Commission has resulted 
in everyday car buyers finding it more difficult 
to get finance approval for the purchase of 
vehicles. To compound matters COVID-19 

has led to many occupations being deemed 
high risk resulting in a further tightening of 
credit. This is the biggest factor behind the 
downturn in new car sales over the past two 
years and if it persists will significantly affect 
the industry's ability to recover. 

Default rates in the motor vehicle finance 
industry have been relatively low in Australia 
and the Government should explore ways of 
freeing up credit to appropriate consumers and 
businesses.

4. Automotive Taxation Reform

New cars are subject to a range of inefficient 
taxes. Import tariffs, the Luxury Car Tax, 
state stamp duties and registration fees have 
all been identified by various reviews and 
inquiries as needing reform to ensure that they 
remain appropriate for the changing motoring 
environment. A range of automotive taxes 
should be abolished or substantially reformed.

There is no longer a local manufacturing 
industry to protect and many of the federal 
taxes are acting as a disincentive for motorists 
to buy safer and cleaner vehicles or equip 
them with safety accessories. At the state 
level, luxury stamp duties have been applied 
in several jurisdictions driving up the cost of 
the safest and most fuel-efficient vehicles to be 
among the most expensive in the world.

5. Reform Automotive Industry Franchising

Reform the laws surrounding Dealer Franchise 
Agreements to rectify the imbalance in power 

that exists between OEMs and Dealers.  The 
regulations updated earlier this month are 
important protections, but they need to 
go much further. They have not covered 
important elements, such as compensation, 
warranty practices and the insecurity of tenure.

The impact of the COVID-19 virus has 
resulted in reductions in car sales reported by 
many Dealers at around 60 per cent, which 
comes on top of 26 consecutive months of 
decline in new car sales. These unsustainable 
losses pose an existential threat to Dealers and 
the nearly 60,000 people they directly employ, 
as well as the tens of thousands employed 
indirectly in the businesses with whom they 
trade. 

A review of Dealer franchising will enable 
Dealers to right size their businesses in the 
prevailing market and remove the unfair and 
onerous obligations placed upon them by 
many of the OEMs.

There is a saying in politics that has been going 
around again in these times: “never waste a 
good crisis”. Now is the time for governments 
to review policies and we urge the Australian 
Government to give our recommendations 
strong consideration in order that our 
significant contribution to the Australian 
economy continues into the foreseeable future.

The AADA will continue to push these five 
recommendations with government and the 
appropriate agencies.

FEATURES       Australian Automotive Dealer Association 
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Regulation Authority (APRA) moved early 
in a coordinated action to support the flow of 
credit in the Australian economy, in particular 
for small and medium enterprises (SMEs).

The Coronavirus SME Guarantee Scheme 
supports these businesses, with a guarantee 
for loans of up to $250,000 per borrower, 
including an initial six-month repayment 
holiday. The loans are in the form of unsecured 
finance, meaning that borrowers do not have 
to provide an asset as security for the loan. 

That’s all well and good for SMEs, yet an 
individual with the ability to pay $50,000 cash 
for a car can’t get finance. Given the guarantees 
put in place by the Government, this should 
not be the case.

The RBA announced a term funding facility 
for the banking system, giving banks access to 
at least $90 billion in funding at a fixed interest 
rate of 0.25 per cent. That was supposed to 
reinforce the benefits of a low cash rate by 
reducing funding costs for banks, which 
in turn would help reduce interest rates for 
borrowers. In addition, the RBA announced a 
further easing in monetary policy by reducing 
the cash rate to 0.25 per cent. 

The Government also said it would provide 
the Australian Office of Financial Management 
(AOFM) with $15 billion to invest in 
structured finance markets used by smaller 
lenders, and that the AOFM would purchase 
assets that support small business (unsecured 
and secured loans) and consumer lending 
(including credit cards, automobiles and 
personal loans).

“This program will assist smaller lenders, who 
will not benefit from the RBA’s term funding 
facility, to maintain access to funding and 
support competition in the lending market,” a 

While the Federal Government has 
sought to keep credit flowing in 
the Australian economy during the 

COVID-19 economic slowdown, individuals 
who would normally have no issue financing 
a vehicle are having their credit applications 
denied.

AADA has heard of many examples where 
individuals with good income who would 
usually present low credit risk are having 
their income severely scrutinised and credit 
applications denied. One recent example saw 
a customer denied finance for a $50,000 car. 
The next day he returned to the dealership and 
paid cash for the vehicle. 

Another Dealer recently recounted a story 
about an applicant who was replacing a vehicle 
like for like and was seeking finance, just as 
he had done three or four years earlier. His 
living circumstances had not changed nor 
had his income or expenses. His credit history 
was faultless, yet he was rejected on unknown 
grounds, whereas his loan of some years ago 
went straight through, no questions asked.

Clearly the system failed these people, and 
there are many other instances too. These are 
examples of lending institutions – most if not 
all of whom have offered ‘hardship’ flexibility 
or even freezes on repayments to customers 
with existing loans – not being willing to take 
on any additional risk in these uncertain times, 
no matter how slight. 

Yet these institutions have benefited from 
government generosity to assist them to 
continue providing credit.

When the financial threat posed by the 
COVID-19 pandemic became clear, the 
Federal Government, Reserve Bank of 
Australia (RBA) and the Australian Prudential 

government statement said at the time. “This 
in turn will help keep mortgages and other 
borrowing costs for businesses low.”

APRA announced temporary changes to its 
expectations regarding bank capital ratios. 
The changes were intended to support banks’ 
lending to customers, particularly if they 
wished to take advantage of the new facility 
offered by the RBA.

And yet car buyers can’t get credit.

It’s a similar story in other countries, including 
the UK and the USA, where Wells Fargo, one 
of the largest lenders for purchases of new and 
used cars, is no longer making auto loans to 
most independent car dealerships. That has 
been taken as a sign the bank is concerned 
about defaults in the wake of the pandemic. 

In May, Wells Fargo sent letters to hundreds of 
independent auto dealerships – which typically 
sell used cars – telling them that the bank was 
dropping them as a customer.

“As a responsible lender, we also have an 
obligation to review our business practices in 
light of the economic uncertainty presented 
by COVID-19 and have let the majority of 
our independent Dealer customers know that 
we will suspend accepting applications from 
them,” Natalie Brown, a spokesperson at Wells 
Fargo, told USA TODAY. 

Given the measures the Australian 
Government has taken to ensure liquidity 
in credit markets, finance companies are 
being needlessly cautious in denying credit 
to formerly A1 candidates. This is adding an 
extra layer of difficulty for our industry in 
what are already unprecedented times. 

Automotive Dealer Magazine has sought 
comment from lenders.

THE COVID CREDIT SQUEEZE
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Australian anti-microbial treatment specialist 
Protection Brands Pty Ltd has been engaged by 
the Royal Australian Navy to treat Australia’s major 
surface ship fleet with an anti-microbial shield 
coating, applied to surfaces on RAN vessels.   

The non-toxic, long lasting, hypoallergenic process 
is capable of eradicating close to 100% of all known 
pathogens and viruses. 

Protection Brands and subsidiary company Permagard 
Australia are leading suppliers of asset protection 
services and bio-hazard protective coatings. 

The company is an established service provider to the 
commercial aviation and automotive sectors in Australia 
and to companies including Qantas, Virgin Australia, 
Honda Australia and Mercedes Benz Australia Pacific. 

“Whilst we offer a range of asset protection services, 
interest in our anti-microbial shield treatment has 
escalated dramatically during the COVID-19 pandemic,” 
said Protection Brands Group Managing Director Mark 
Pettitt.

Protection Brand’s ‘Persistent Antimicrobial Shield 
Technology’ is a well established and proven 
technology.  It has been successfully tested against 
pathogens and viruses capable of creating the rapid 
spread of person to person infections in confined 
spaces, such as within aircraft, ships and motor 
vehicles,” he said.

“Prior to the outbreak of the COVID-19 pandemic we 
were primarily liaising with operators in the commercial 
aviation and motor vehicle sector.”

“Airlines and transport companies are acutely aware 
of the risks associated with SARS, Bird Flu, Swine 
Flu and Ebola virus and the continuing prevalence of 
other serious diseases such as Norovirus and now 
Coronavirus,” he said.

“With most airlines suspending operations, we 
have seized the opportunity to pivot and expand our 
specialist services into new channels in an effort to 
assist in containing the pandemic both here in Australia 
and overseas. We are tremendously proud to have 
been selected to work with the Royal Australian Navy 
in helping protect their personnel during the COVID-19 
pandemic.” - Andrew Forster, General Manager, 
Protection Brands and RAN Project Lead said the initial 
treatment had been successfully implemented in record 
time.  

“Within a four-week period, we have completed 
treatments of more than 30 Royal Australian Navy 
vessels located in all major Australian ports,” he said.   

“The vessels have included Amphibious Assault Ships 
HMAS Adelaide and HMAS Canberra and Guided 
Missile Destroyers HMAS Brisbane, HMAS Hobart and  
HMAS Sydney,” he said.

Protection Brands has a standing offer to continue 
treating the Royal Australian Navy vessels.

Royal Australian Navy commissions 
Protection Brands, Australia’s major 
surface ship fleet treated with 
Antimicrobial Shield.

To find out more about how the 
Permagard Automotive team can help 
your dealership offer genuine, tested and 
long acting sanisatation products and 
services get in touch with your account 
manager or email us at: 
info@permagard.com.au

Alternatively, make an an inquiry through 
our website: permagardautomotive.com.au

https://permagardautomotive.com.au/permagard-antimicrobial-shield/
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a new definition, namely 'new vehicle 
dealership agreement', which means 
a motor vehicle dealership agreement 
relating to a motor vehicle dealership that 
predominantly deals in new passenger 
vehicles or new light goods vehicles (or 
both).  This definition expands on the 
previous definition of a 'motor vehicle 
dealership' which relevantly referred to 'a 
business of buying, selling, exchanging or 
leasing motor vehicles that is conducted 
by a person…'.  This change appears 
to be intended to capture 'agency' type 
arrangements.

End of term obligations

Manufacturers and Dealers are now 
required to provide at least 12 months’ 
notice when not renewing a dealership 
agreement when the agreement is 12 
months or longer. It will also require 
manufacturers and Dealers to discuss, plan 
and agree on end of term arrangements 
when not renewing an agreement. 
This includes an obligation requiring 
manufacturers and Dealers to provide 
a statement to the other party outlining 
why a dealership agreement is not being 
renewed.

Application, saving and transitional 
provisions apply, which means the new 
end of term obligations apply to dealership 
agreements entered into, on or after the 
commencement of these new regulations (1 
June 2020) and won’t apply to agreements 
in force immediately before until such time 
as the agreement is renewed or extended.

Capital expenditure disclosure

Manufacturers will be required to provide 
a greater degree of specificity to pre-
contractual disclosure of significant capital 
expenditure. These provisions will apply 
if a disclosure document is created or 
updated after commencement of these new 
regulations and the dealership agreement 
is entered into, renewed or extended after 
the disclosure document was created or 
updated.

On 1 June 2020, the Federal Government 
announced amendments to the 
Franchising Code directly aimed at 

better protecting the interests of new vehicle 
Dealers. Minister for Industry, Science 
and Technology, Karen Andrews, said 
that the amendments “balance the need to 
better protect Australian car Dealers with 
ensuring an environment that is attractive to 
manufacturers to invest in our nation.”

The amendments to the Franchising Code 
have come about after the Government 
released an exposure draft of the ‘New 
Vehicle Dealership Agreements’ regulations, 
which amend the existing Franchising 
Code of Conduct to apply specifically to 
new motor vehicle Dealers, on 14 February 
2020.  This was prompted by the 2017 
ACCC market study of new car retailing and 
the 2019 Parliamentary Joint Committee 
on Corporations and Financial Services 
‘Fairness in Franchising’ report, both of which 
identified concerns at the power imbalance in 
commercial relationships between large car 
manufacturers and new car Dealers (among 
other things).  

A Regulatory Impact Statement was 
subsequently released which identified four 
specific amendments to the Franchising Code 
of Conduct, which the Government considered 
addressed key concerns raised by stakeholders 
in the new motor vehicle industry regarding 
end of term arrangements, capital expenditure 
disclosure and access to dispute resolution.

The amendments to the Franchising Code are 
summarised below.

Expanded definition of Vehicle 
Dealerships

The amended Franchising Code includes 

Access to dispute resolution

This change now expressly allows multi-
franchisee dispute resolution. These 
provisions apply irrespective of whether 
the dealership agreement is currently in 
force or entered into at a later date.  This 
change would assist in situations like the 
dispute Holden Dealers are having with 
GM Holden, where over 150 Dealers 
are all affected by the decision to retire 
the Holden brand in Australia.  Absent 
this new provision or agreement by the 
Manufacturer, every Dealer would have 
to participate in a separate mediation in 
which the same issue is in dispute.

The amendments to the Franchising Code 
omit some material protections that Dealers 
have been lobbying for inclusion in any 
amended Franchising Code. These protections 
include:

- better security of tenure;

- the abolition of 'no fault' terminations; 

- equitable compensation for Dealers 
for early termination of their Dealer 
agreements; and

- the right to renew being solely at the 
Dealer's discretion.

The Government also announced that it is 
continuing to explore how it can support the 
automotive sector through the broader review 
of the Franchising Code and it is hoped that 
these additional protections are included in 
any further review.

A detailed Explanatory Statement of the 
changes to the Franchising Code can be 
obtained from the following link: https://
www.legislation.gov.au/Details/F2020L00636/
Explanatory%20Statement/Text

This article was written by Evan Stents, Lead 
Partner, Automotive Industry Group, HWL 
Ebsworth Lawyers.

AMENDMENTS TO THE FRANCHISING CODE TO 
SUPPORT DEALERS

FEATURES       Australian Automotive Dealer Association 
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franchisees (and franchisors) if they do not 
intend to either extend or enter into a new 
agreement.  In practice, this was already 
occurring under clause 18 despite no explicit 
requirement for distributors to do so.   

What the change should have covered:

To reflect Dealer expectations, the clause 
47 notification obligation should have been 
a minimum of 12 months. Additionally,  it 
should have been supported by the regulations 
enacting Dealers’ calls for longer term Dealer 
agreements. A minimum term of five years 
with an automatic renewal of one term 
upon the Dealer’s choice is not unreasonable 
given that other industries offer agreements 
spanning 20 years.

Key Change 2: Reasons Requirement

Explanation of change:

If distributors (per s 47(5)) or Dealers (per s 
48(4)) provide a notice that they do not intend 
to either extend their agreement or enter into 
a new agreement, the notice must include the 
reasons for their intention.  

Analysis and evaluation of the change: 

The requirement for distributors to provide 
reasons for their intention is terrific news and 
will make it somewhat easier for Dealers to 
challenge distributors when their reasons are 
unjustified and/or they are not acting in good 
faith.  In our view, of all the new regulations, 
this is the biggest win for Dealers. 

What the change should have covered:

This change is in line with Dealers’ 
expectations and will hopefully put an end to 
the risk of no-fault termination.

Key Change 3: Obligation to manage 
winding down of agreement

Explanation of change:

If either the distributor or Dealer provides 
a notice intending to neither extend the 
agreement nor enter into a new agreement, the 

The recent release of the Competition 
and Consumer (Industry Codes – 
Franchising) Amendment (New Vehicle 

Dealership Agreements) Regulations 2020 
sought to address the power imbalances that 
exist in commercial arrangements between 
Dealers and distributors. 

Below we explain some of the key changes 
made by the Franchising Code of Conduct 
(the Code) and offer our analysis and 
evaluation of those changes.  Where we believe 
the regulations fall short of expectation, we 
offer our thoughts as to what the changes 
should have covered.  Finally, we discuss the 
key automotive industry issues that are not 
covered by the Code at all but should have 
been. 

Key Change 1: Notification Obligations

Explanation of change:

Distributors (per clause 47) and Dealers (per 
clause 48) are now required to notify each 
other in writing as to what they intend to do 
upon the expiry of the existing agreement.  If 
the term of the agreement is 12 months or 
more, distributors and Dealers are required to 
provide at least 12 months’ notice.  If the term 
is six months or more, then at least six months’ 
notice is required.  If the term is less than six 
months, then at least one months’ notice is 
required.  

Analysis and evaluation of the change: 

Previously, if a distributor intended to 
extend or enter into a new agreement, it 
had to provide Dealers with the maximum 
notification of six months. Now, however, 
if the term of the agreement is 12 months 
or longer, 12 months’ notice is required.  
Furthermore, distributors (and Dealers) 
now have the additional obligation to notify 

new clause 49 requires that the parties agree 
to a written plan to manage the winding down 
of the dealership, and cooperate to reduce the 
Dealer’s stock over the remaining term of the 
agreement.  

Analysis and evaluation of the change: 

As most Dealer agreements contain a 
plan to manage the winding down of the 
dealership and for reducing stock, clause 49 is 
unnecessary.  The point that has been missed is 
that the terms of any buy-back of vehicles and 
parts should be on commercially reasonable 
terms. 

What the change should have covered:

The only adequate solution to address 
Dealer concerns is placing an obligation on 
distributors, in the event of non-renewal, to 
buy back stock at cost.  

Key Change 4: Requirements regarding 
Significant Capital Expenditure

Explanation of change:

Under the new clause 50, distributors cannot 
require Dealers to undertake significant 
capital expenditure during the term of the 
franchise agreement. The fact that a distributor 
“considers it necessary” for the Dealer to 
undertake capital investment is no longer a 
valid excuse.

Analysis and evaluation of the change: 

Clause 50 is an important win for Dealers.  
Many Dealers have been required to make 
significant expenditures, rationalised by 
alleged research and methods lacking the 
transparency for Dealers to adequately 
consider and challenge such expenditures.    

What the change should have covered:

This change is welcomed and is broadly in line 
with Dealer expectations for the amendments.

AUTOMOTIVE CODE – WHAT IT SHOULD COVER 
AND DOESN’T!

Vinesh George
Company Secretary 
and Legal Counsel, 
AADA | Principal, 
VS George Lawyers
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automotive industry.  The regulations could 
have prohibited clauses that are particularly 
harmful to Dealers such as clauses that set 
unrealistic or arbitrary performance targets.  
However, the regulations failed to mention, let 
alone address the issue of UCT.   

Security of tenure:

The regulations failed to address the insecurity 
of tenure that Dealers experience due to 
short term Dealer agreements.  The AADA 
advocated for a minimum five-year term, 
or a link between the term of the agreement 
and capital investment. A more ambitious 
target may be to seek automatic renewal terms 
(as exist in lease agreements or long term 
contracts) subject to the Dealer having a right 
to terminate on 12 or six months’ notice, in 
accordance with other sectors of the franchise 
sector. 

Fair and transparent target setting:

Dealer performance targets cause a number 
of issues for Dealers.  Targets can be arbitrary 
and unrealistic, based on faulty research that 
Dealers are not aware of; failing to meet them 
can mean termination of the Dealer agreement 
even where the Dealer is performing well.  In 
our view, the issue of performance targets was 
a missed opportunity to regulate conduct in 
the automotive industry.  At our breakfast 
briefing in December 2019 a retired Federal 
Court judge agreed with us that unfair targets 
could amount to misleading and deceptive 
conduct.

Warranty Obligations:

In the automotive industry, Dealers are 
required to fulfil distributors’ warranty 
obligations.  In theory, any work completed 
by Dealers should be compensated for by 
distributors.  However, in practice, distributors 
regularly reject warranty claims for minor 
non-conformities.  Furthermore, distributors 
engage in practices like the extrapolation of 
warranty claims in order to to avoid the cost 
of conducting a full audit.  Recommendations 
regarding warranty obligations insist that 
distributors act honestly, carry out audits 

Key Change 5: Multi-franchisee dispute 
resolution

Explanation of change:

Where a distributor has entered into franchise 
agreements with two or more Dealers, and 
two or more of those Dealers have a dispute of 
the same nature with the distributor, clause 52 
enables them to ask the distributor to deal with 
them jointly in the dispute.

Analysis and Evaluation of the change: 

For Dealers, the insertion of clause 52 is a 
step in the right direction.  Whilst not perfect, 
clause 52 indicates that the regulators are 
aware of the power imbalance in negotiations 
between Dealers and distributors and are 
encouraging multi party dispute resolution.  
There are weaknesses in the precise drafting 
of clause 52 in that it does not impose an 
obligation on distributors to participate. In our 
view, consistent failure to commit to multi-
party dispute resolution will likely lead to this 
provision being mandated the next time the 
Code is reviewed. 

What the change should have covered:

To be effective, we believe clause 52 should 
have mandated distributor compliance with 
the franchisees’ request.

Key Issues not addressed in the Code

Unfair Contract Terms to be extended to 
Dealers:

Unfair Contract Terms (UCT) legislation 
originally applied to consumers but has 
recently been extended to cover small 
businesses as well. As most dealerships do 
not qualify as a small business under UCT 
legislation, they are afforded no protection 
under the law.  However, Dealers are just as 
deserving of UCT protection as consumers 
and small businesses, particularly given their 
unequal negotiating position with distributors 
makes it difficult for them to effectively 
advocate for the removal of unfair terms. UCT 
legislation could “blacklist” clauses that are 
unfair and such clauses can be specific to the 

within a reasonable period, ensure that 
payment regarding warranty claims are 
made within a reasonable time, and that 
extrapolation is prohibited.  Unfortunately, 
the regulations did not extend to the issue of 
warranty obligations.

Industry Standard for Compensation:

The recent exit of the Holden brand from 
Australia has highlighted the need for a 
compensation system that ensures Dealers 
are treated fairly when a distributor exits 
the country, or drastically alters the way it 
operates.  The compensation offered to Holden 
Dealers has been criticised as inadequate and 
validates the need for regulatory intervention 
rather than reliance on the distributor’s 
goodwill.  The new Regulations were a missed 
opportunity to provide a framework for fair 
and adequate compensation.

Whether an agency agreement is covered by 
the Code:

Concerns have been brewing in the 
automotive industry for some time now 
about a possible widespread change from the 
franchise model of distribution to an agency 
model.  The regulations do not provide a clear 
answer as to whether an agency model would 
be captured by the the Code or not.  Yet again, 
we believe the new regulations were a missed 
opportunity to clarify this issue.

Conclusion

The regulatory changes do cover some key 
areas of concern for Dealers, such as no-fault 
non-renewals.   However, we consider the 
regulations are not comprehensive enough 
in scope to address the majority of issues that 
matter to Dealers.  Certain key issues relevant 
to the automotive industry (such as warranty 
obligations or an industry standard of 
compensation) are not covered by the Code at 
all.  Those gaps certainly ought to be addressed 
in future amendments to the Code or through 
some other legislation. 

FEATURES       Australian Automotive Dealer Association 
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beginnings will be as much a learning exercise 
for them as for Dealers.

A 2018 report prepared by EY, titled 
Automotive retail 2030: Evolution of dealerships 
and potential new roles in retail, concluded that 
even with the ongoing transformation, the role 
of traditional dealerships as a link between 
the OEM and the customer is not likely to 
diminish, at least in the short-term. 

“Reduction in the number of visits to 
dealerships has made the initial visit even 
more crucial while also increasing the 
prominence of sales personnel,” the report 
says.

Disruptive competition in the form of direct 
sales and brand boutiques by OEMs, and 
third-party service providers including digital 
giants such as Amazon in the automotive retail 
space, are challenging traditional dealership 
operations with enhanced flexibility and 
accessibility to customers.

“Automotive retail is undergoing a significant 
transformation with increasing digitalisation, 
evolution of mobility-as-a-service and with 

With Honda’s announced intention to 
shift to an agency model, Mercedes-
Benz doing the same for electric 

vehicles, and Volkswagen likewise in Europe, 
it raises a number of questions AADA 
believes Dealers deserve to have answered.

AADA is not against a change in model in 
principle, but has several questions around 
trade-ins, ramifications for staffing, facilities, 
equipment, and the like. 

“Dealers being asked to sign up to an agency 
agreement, deserve to have all the facts and 
OEMs need to address some key questions,” 
said AADA CEO James Voortman. 

“For example, how does the trade-in work, will 
there still be sales targets, will compensation be 
offered for facilities which may no longer be fit 
for purpose?” 

OEMs are yet to provide details with 
information on how agency models will 
address these concerns. Given they are as 
accustomed to the traditional dealership 
model as Dealers are, perhaps they don’t yet 
have the answers, and these ‘toe-in-the-water’ 

OEMs taking an even larger role in managing 
the customer journey and experience. This, 
however, does not dilute the role that a 
dealership plays — linking the OEM and the 
customer,” the EY report says.

“Most OEMs lack the necessary people, 
processes, technology and, most importantly, 
the seller mindset to make the shift from a 
wholesaler to a retailer. Further, a majority 
of the customers prefer visiting a dealership 
to take a test drive and conclude the vehicle 
purchase. Dealerships remain critical for 
customers.”

An EY-Puls survey in Germany found that 
58% of respondents say they will choose a 
traditional dealership over other channels to 
buy a car even in 2025. However, when broken 
into age groups, the numbers become 66% of 
over-50s who would select traditional dealers 
as the preferred sales channel in 2025, but just 
49% of over-30s. 

So, perhaps a shift is coming. OEMs need to 
keep an open dialogue with Dealers, who are 
their representatives and still the customer’s 
preferred agent. As business models evolve, 
communication is vital to ensuring all involved 
make informed choices.

AGENCY MODEL RAISES QUESTIONS
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sharply in 2020, however petrol powered 
vehicles still dominate the fleet.

"While electric vehicles are still small in 
number, less than 0.1 per cent of the fleet, the 
14,253 electric vehicles registered in 2020 is 
almost double the previous year," said Sarah 
Kiely, Director of ABS Transport Statistics.

There were 19.8 million registered vehicles 
in Australia on the 31st of January 2020, an 
increase of 1.5 per cent from 2019. Diesel 
registrations grew again in 2020, with diesel 
powered vehicles now comprising 25.6 per 
cent of the national fleet. Petrol powered 
vehicles in 2020 account for 72.7 per cent of 
the fleet, down from 73.6 per cent in 2019. 

While the national vehicle fleet grew by 1.5 per 
cent between 2019 and 2020, this was a slower 
rate of growth than the previous year. All states 
and territories reported a slowdown in growth 
in 2020, with the exception of Tasmania 
(remaining steady at 2.6 per cent) and Western 

Data released by the Australian Bureau 
of Statistics shows that the average age 
of passenger vehicles in Australia has 

now reached double figures, at 10.1 years. 
Tasmanian cars were the oldest on average, at 
12.5 years and the Northern Territory, New 
South Wales and Australian Capital Territory 
are the youngest, sitting at 9.5 years, below 
the national average.

The average age of light commercial vehicles 
including Utes in Australia is older than 
passenger vehicles at 10.6 years. Tasmanian 
Utes were the oldest again, at 13.5 years 
and the Australian Capital Territory is the 
youngest, sitting at 9.4 years.

The national fleet of registered vehicles 
increased by 1.5 per cent over the past year, 
which was a slower rate of growth than the 1.7 
per cent the previous year.

Electric vehicle registrations almost double

Registrations of electric vehicles have risen 

Australia (1.5 per cent growth, up from 0.6 per 
cent in 2019). The Northern Territory was the 
only state or territory to record an overall fall 
in the number of vehicles registered, with a 
decrease of 0.7 per cent.

Toyota continued to hold out top spot as 
the most popular vehicle make registered in 
Australia, with 3.0 million Toyotas registered 
in 2020. Registrations of Holdens and Fords 
continue to decrease, with both falling by 
5.8 per cent from 2019. Despite the decline, 
Holden remains the second most popular 
make and Ford comes in at fourth. Mazda 
retains its place as the 3rd most popular make 
registered in Australia and Hyundai rounds 
out the top 5.

The 2020 Motor Vehicle Census details 
the number of registered motor vehicles in 
Australia and provides information such as 
vehicle type, vehicle characteristics including 
the year of manufacture, and type of fuel used. 

AVERAGE AUSSIE CAR IS 10 YEARS OLD: 
ABS MOTOR VEHICLE CENSUS
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of control which was more common among 
young drivers.

The NSW research was consistent with 
national data from the independent car safety 
ratings group ANCAP showing drivers of 
older cars, made before 2000, were four times 
more likely to die than those in a new car.

About a third of all crashes by drivers of all age 
groups were in vehicles older than 15 years.

Older cars don’t have as many safety features 
as new ones, which are loaded with safety 
features and injury protection in case of 
accidents. Technologies such as lane-keep 
assist, traction control and blind spot 
monitoring help prevent accidents, while 
stronger compartments, better seat belts, air 
bags, side impact protection and crumple 
zones protect the occupants if a crash does 
occur. ANCAP tests and rates the safety of new 
vehicles to help consumers identify the safest 
models.

The environmental case

Older vehicles are less fuel-efficient and 
therefore worse for the environment. A 2000 
study titled On The Road In 2020: A life-cycle 
analysis of new automobile technologies, found 
that 75 per cent of a car's lifetime carbon 
emissions came from the fuel it burned. 
Another 19 per cent was production and 
transportation of the fuel, leaving six per cent 
for the car's manufacture.

Even accounting for fewer emissions from 

The 2020 Australian Bureau of Statistics 
Motor Vehicle Survey found that 
average age of vehicles across Australia 

is 10.1 years, a figure that is twice as high as it 
should be.

Tasmanian vehicles were the oldest at 12.5 
years, while the Australian Capital Territory 
and Northern Territory had the youngest fleet 
with an average age of 9.5 years.

AADA would like to see the average age of 
our national car park closer to five years. It has 
been ageing steadily since the 1990s. 

Older cars are less safe, are involved in 
more accidents and fatalities, and are less 
environmentally-friendly than new vehicles – 
even when the environmental impact of their 
manufacture is taken into account.

In the five years from 2012 to 2017, nearly 80 
per cent of young drivers under 20 who died 
and 71 per cent of those who seriously injured 
in car crashes on NSW roads were driving cars 
older than 10 years.

Almost half –  45 per cent –  of those killed 
were driving vehicles at least 15 years old. P1 
drivers – the first stage of NSW provisional 
drivers licensing system – make up just three 
per cent of the six million drivers on NSW 
roads, yet over 20 per cent of fatalities.

"You can clearly see there is a strong 
association with younger drivers with a 
higher proportion of fatalities coming from 
older vehicles," Centre for Road Safety senior 
researcher Andrew Graham told a 2017 road 
safety seminar.

Studies showed that young drivers in older cars 
had three times the risk of being hospitalised 
or killed, according to safety researcher 
Rebecca Ivers. Yet the rate of young people 
driving old and unsafe vehicles, often the only 
ones they could afford, hadn't changed.

"We need to have a much stronger education 
campaign for parents and young people about 
the safety of the cars," said Professor Ivers.

Electronic stability control – only available 
in newer vehicles – halves the risk of having 
a single-vehicle crash risk and prevented loss 

newer ‘old’ cars today, a Volkswagen study 
found that with vehicle efficiency rising 
steadily, 68 per cent of the car's lifetime 
emissions still came from driving it, while the 
manufacturing process accounts for 22 perc 
ent.

The USA car park is even older than 
Australia’s, with a report released in July last 
year finding that the average age of cars in the 
USA was 11.8 years. That is the highest it has 
been since that figure started being tracked in 
the early 2000s, according to the report by IHS 
Markit. 

The recession caused by the 2008 Global 
Financial Crisis played a role in boosting the 
average age of American vehicles, while a 
factor in common with Australia is that quality 
improvements have enabled drivers to keep 
their cars for longer. 

“The quality is higher, lasting longer, 
withstanding the weather,” said IHS Markit 
Director of Global Automotive Aftermarket 
Mark Seng.

As well, loans and warranties often stretch for 
six or seven years, giving owners an incentive 
to keep their vehicles for longer.

IHS projected that the number of vehicles that 
are at least 16 years old will increase by 22% 
from 2018 to 2023. The way we are tracking, 
we can expect a similar increase in Australia, 
with the associated safety and emissions issues. 
It’s a problem that needs addressing.

OUR AGEING CAR PARK A CONCERN
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Dealer Principal at Grand Toyota Wangara, 
and Clarkson and Northside Nissan & 
Suzuki starting in 1999. In his early years, 
Tyson also worked for an overseas vehicle 
Manufacturer in WA. 

As an owner and an operator, Tyson has an 
in depth knowledge of the retail automotive 

The AADA Board and Secretariat welcomes 
Tyson Sutton as the newly elected Western 
Australia Board Director.

Tyson Sutton has been Managing Director 
for the Regent Motors Group in WA since 
2007. The Group is comprised of 12 vehicle 
franchises. Prior to that, Tyson was the 

industry. Combining this with his time 
spent at a Manufacturer, it is fair to say he 
has all-round knowledge of the industry, 
and will be an asset to AADA.

Congratulations Tyson, and welcome 
aboard!

TYSON SUTTON ELECTED 
AS WA BOARD DIRECTOR

of the financial year as there are some very 
good deals to be had.

“While this is very welcome news, we 
will continue to call on the Government 
to remove the car limit of $57,581 which 
applies to the instant asset write-off. There 
is no justification for a car limit. There are 
no limits on other goods, and we’ll be asking 
the Government to review this.”

The ATO have recently advised that the 
car cost limit for depreciation increases 
to $59,136 for the 2020-2021 financial 
year. This is a very modest increase on 
an arbitrary threshold which AADA will 
continue to argue holds back the full 

AADA has congratulated the Federal 
Government for extending the 
expanded instant asset write-off until 

the end of the year.

AADA CEO James Voortman said it was 
very welcome news for car Dealers and 
hoped it would help the industry recover 
from the significant downturn in new car 
sales.

“I would like to congratulate the 
Government on this announcement which 
will encourage businesses to invest during 
a time in which our economy will need it,” 
he said.

“I would urge eligible businesses looking to 
invest in a vehicle to do so before the end 

potential of the scheme and discriminates 
against one class of asset.

The AADA has been calling for the 
extension of the instant asset write-off along 
with a number of other measures to help the 
industry through this difficult time. 

New car sales have been falling for 26 
months in a row, and sales figures in April 
and May saw some of the biggest declines on 
record due to the effects of the COVID-19 
pandemic. 

New car Dealers employ around 60,000 
people in cities and country towns across 
Australia and are responsible for more than 
$55 billion in sales.

INSTANT ASSET WRITE-OFF EXTENSION
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spaces, and the current closed borders. With 
Australians currently unable to take that 
overseas holiday, will they instead spend that 
money on a new car? How do we encourage 
them to do that?

In such an uncertain economic environment, 
people might postpone any major purchases, 
such as buying a new car. Research conducted 
on carsales.com.au in March saw 19% of 1600 
respondents say they were ready to buy “now” 
and 50% say they were planning to buy within 
the next month. But new car sales continue to 
fall. Yes, they have been falling for more than 
two years now, but the lowest May new car 
sales total in 26 years – a 35% reduction on the 
same month last year – tells you the pandemic 
is having a significant effect on new car sales 
figures. 

What is clear is that the customer experience 
is now the most important consideration. In a 
world in which people can now work in their 
pyjamas and participate in meetings from their 
lounge rooms, making our services accessible 
to consumers is crucial.

Consumers are demanding more online and 
personalised services, and the dealerships 
that embrace this and invest in digital sales 
tools are going to be the ones that thrive. 
Consumers are expressing a desire for a 
more flexible purchasing process that doesn’t 
necessarily have to be conducted during 
traditional business hours.

The global COVID-19 pandemic and 
associated enforced shutdown has 
changed the way we live and work, at 

least in the short-term. Wherever possible, 
people are working from home, meetings are 
being conducted by Zoom, and a business 
meeting in a cafe has become a no-no.

Most of the changes we are experiencing will 
hopefully be short-term, but some will be 
permanent, as workers and employers find 
new and better ways of doing things. 

The most obvious example is the ability of staff 
to work remotely. A recent Gallup survey in 
the US found that 54% of employees would 
leave their current job for one that allowed 
them to work remotely. It’s not for everyone, 
of course, with many saying they miss the 
personal contact of the workplace, but the key 
word going forward will be ‘flexibility’.

How that works for Dealers remains to be 
seen. Much of car buyers’ research is now 
conducted online, even before this pandemic. 
A remote-working salesperson can take an 
online or telephone enquiry and book a test-
drive, but dealerships will still need to cater for 
the person who simply walks in off the street 
to look at a vehicle. Service and repair work 
will still be conducted on-site.

Other factors that might impact car sales are 
a potential move away from people using 
public transport so as not to expose themselves 
to large numbers of people in confined 

“For digital, this whole disruptive period 
with corona is an inflection point from 
which there’s no turning back,” Mike Jackson, 
chairman and CEO of AutoNation, the USA’s 
largest auto retailer, recently told investors.

Consumers want the ability to conduct as 
much of the buying process online as they 
desire. They don’t want to spend time waiting 
in dealerships. We have seen the likes of 
Tesla and other new auto retailers adopt the 
online model, and the enforced online world 
of COVID-19 is accelerating the need for all 
dealers to consider how they will adapt to this 
new paradigm. 

Mr Jackson said the shutdown had boosted 
online auto sales. Contrary to fears that online 
sales would eat into more profitable dealership 
sales, he said AutoNation had not suffered a 
decline in profitability from sales conducted 
online versus those in a traditional showroom.

That doesn’t mean showrooms will become 
obsolete, but they will have to change, 
including new sanitisation processes and a 
greater mix of online and in-person sales.

“I think the bar has now been raised for 
any company that wants to perform in this 
marketplace. You need first-class digital 
capability, you need a safe environment for 
your customers and a safe environment for 
your associates,” Mr Jackson said. 

“That is the Holy Grail going forward.”

CHANGES IN THE INDUSTRY AFTER COVID-19

John Mihelakis  0431 110 774 •  john@citywideconsulting.com.auwww.citywideconsulting.com.au

• BUY/SELL ADVISORY • BUSINESS VALUATIONS • DUE DILIGENCE • OEM/FINANCIER PROPOSALS • PROCESS CONSULTING

Buying or Selling a Dealership.
Citywide Dealership Consultants can 
help negotiate your business sale or 
business purchase with confidence.
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NEW DATES: 15 - 17 MARCH 2021 
SYDNEY INTERNATIONAL CONVENTION CENTRE 
DARLING HARBOUR, NSW, AUSTRALIA aadaconvention.com.au 

NATIONAL DEALER CONVENTION & EXPO

Australian Dealer to complete a new car 
sale entirely online? What kind of digital 
experience will you provide for prospective 
customers that gives them the confidence 
to go all the way through to purchase in a 
completely virtual manner? Even if buying a 
car sight unseen proves too much for most, we 
have already seen over the past several years a 
massive migration in buyer research methods 
from physically visiting several dealerships to 
letting their megabytes do the walking. 

One thing businesses and employees are 
learning from this crisis is that it is possible 
to work from home. Many businesses will 
emerge with leaner operations and Dealers 
will embrace a pared-back bricks-and-mortar 
presence, utilising best practice and contactless 
customer relations?

Making it easier for people to interact with 
your business will be the steepest learning 
curve for many. The world has changed, 
forever. That is why it is essential to reinvent, 
and in March 2021, we will show you how.

“The best-laid schemes of mice and men / Go 
often askew” - Robert Burns.

COVID-19 has played havoc with plans 
to hold any kind of mass gathering, 
but with things beginning to open 

up again, AADA is confident our rebooted 
AADA National Dealer Convention & Expo 
will be a roaring success.

Traditionally held in September, the pandemic 
forced the postponement of the 2020 event. 
The Convention will now take place from 
15-17 March 2021, at the ICC Sydney. 

It has given us extra time to plan, and develop 
a program suited to “the new normal” in 
which we will all operate going forward. 
AADA always strives to develop topical and 
challenging themes for our Conventions, and 
in 2021 we bring one of the most important 
and relevant yet. Our theme, Essential Re-
Invention – The Dealership of Tomorrow, 
will provide delegates with the tools and 
knowledge to thrive in “the new normal”.

Even prior to the COVID-19 outbreak, our 
industry was facing significant challenges, 
including two consecutive years of falling new 
vehicle sales, General Motors’ decision to pull 
out of the Australian market, and Honda’s 
call to cut its Dealer numbers and move to an 
agency model. 

On top of the record drought, unprecedented 
savage bushfires and destructive floods, it 
has made for a terribly difficult time for all 
businesses, but auto retailers in particular.

Our society has become more and more of an 
online culture over the years, and with “social 
distancing” likely to be with us for a while yet, 
internet use has spiked. With that in mind, 
AADA is compiling a program designed to 
give Dealers an express education in digital 
marketing in order to adapt to a changed 
world.

For years consumers have been comfortable 
buying clothes, books, food and other 
products online. Who will be the first 

JOIN US AT THE REBOOTED 
AADA CONVENTION NEXT MARCH
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DIGITAL FOCUS IN EXPO
their roles and drive your business forward. 
Even a visit of just a couple of hours after work 
could be incredibly beneficial.

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

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

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

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

There are always a few treats to eat, interesting 
people to talk to, important innovations to 
hear of, and a bit of fun to be had as well. 

The Expo is open for the duration of the 
Convention.

It is no longer sufficient for dealerships to have 
a token online presence. They must become 
expert in the methods, technologies and 
strategies required to bring customers through 
their digital front door. 

Designing the best, most interactive and 
complete experience of a vehicle will become 
possibly the most important tool in a Dealer’s 
kit. Not just photos, but video. Not just video, 
but 360-degree virtual walkarounds. Virtual 
test drives – who will harness Virtual Reality 
technology to provide customers with an 
experience as close as possible to sitting in the 
car?

The Expo side of the annual AADA National 
Dealer Convention & Expo is always a 
showcase for cutting-edge products and 
services, and with the COVID-19 pandemic 
marking a shift to an even more online world,  
the Expo will have a heavy focus on bringing 
Dealers the latest and greatest in online tools 
and strategies.

The Expo Open Day will also return, granting 
the chance for Dealers and staff to enjoy a free 
visit the array of new products and services 
on display. A new initiative at the AADA 2019 
National Dealer Convention & Expo, the Expo 
Open Day was extremely successful, and we 
look forward to even more Dealers taking up 
the opportunity.

Dealers, managers, staff, allied industry 
professionals, and anyone else involved 
with the retail automotive industry, will 
benefit from the opportunity to mingle with 
contemporaries and discuss new products, 
services and opportunities with exhibitors.

For those who want to extract maximum 
value, AADA has timed the Expo Open Day 
to lead into the two Team Events sessions 
for sales and marketing staff. These will run 
from 7:00pm to 8:30pm that evening. An 
afternoon of learning about the latest products 
and services, followed by sales and marketing 
sessions conducted by leading experts in their 
fields make for a day rich in information.

In an ever-evolving industry it is vital your 
people are armed with the most up-to-date 
knowledge of what is out there to make their 
lives easier and your business stronger.

AADA always strives to put together an Expo 
showcasing the latest and greatest gadgets, 
gizmos and goodies, and with more than 80 
exhibitors, the Sydney Expo promises to be 
one of the most comprehensive yet.

For locally-based Dealers in particular, the 
Expo Open Day offers a golden opportunity 
to build their staff’s understanding of the latest 
developments in their departments. In an age 
when knowledge is power, the better-informed 
your people are, the better they can perform 

AADA NATIONAL DEALER CONVENTION & EXPO       Australian Automotive Dealer Association 



AADA invites speakers who would like to be 
a part of event to submit applications in the 
following categories:

• Vehicle Sales
• Fixed Operations
• Advertising & Marketing
• Social Media
• Digital
• F & I
• CRM
• HR Management
• Accounting
• Legal Compliance
• Inventory Management

With plans underway for the rebooted 
AADA National Dealer Convention 
& Expo we are creating a dynamic 

and engaging program to meet the new 
challenges that the COVID-19 crisis has 
brought to the front of our operational 
agenda’s. It is a new world and automobile 
dealerships will not be immune to adopting 
better business practices and the “Essential 
Reinvention“ that is upon us.
Presenting at AADA National Dealer 
Convention & Expo is outstanding exposure 
for your business. It is a two-way street, with 
delegates gaining the benefit of your expertise, 

and you gaining access to a captive audience of 
Australia’s retail automotive Dealers.

The AADA National Dealer Convention 
& Expo regularly attracts in excess of 1000 
delegates, representing the cream of the 
Australian franchised motor vehicle industry. 

Workshops will run for 60 minutes. Each 
workshop will be conducted once with 
sessions in the morning and afternoon on the 
day allocated.

See our website for deadline details and an 
outline for submissions.

WE WANT YOU! 
SPEAK AT THE AADA CONVENTION

AADA NATIONAL DEALER CONVENTION & EXPO       Australian Automotive Dealer Association 

*Australian Insurance Industry Awards 2018.
Allianz Australia Insurance Limited (ABN 15 000 122 850) AFSL 234708.

2018 
WINNER
Large General 
Insurance Company 
of the Year

While business conditions and context continues to 
evolve, it is good to know that Allianz has had a long 
term track record of supporting the automotive industry.

Allianz is committed to helping your business move 
ahead creating revenue opportunities supported with 
simple sales processes and insurance products that  
meet the needs of your customers.

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

YOUR THING IS  
MAKING YOUR BUSINESS SUCCESSFUL  
FOR TODAY AND TOMORROW.
OUR THING IS 
A PROVEN TRACK RECORD OF SUPPORT  
FOR DEALERS AUSTRALIA WIDE.

https://aadaconvention.com.au/
http://www.allianzdealerinsurance.com.au/motor-insurance
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Firstly, I hope that this editorial finds you, 
your family and your co-workers, safe 
and well.

Record car-shopping activity

Australia is a very different place than it 
was back in March, where social distancing 
measures, health fears and general uncertainty 
made trading conditions particularly 
challenging not just for car Dealers, but for 
most retailers. 

Thankfully, there’s no doubt that in the auto 
sector, tangible signs of recovery have emerged 
– perhaps quicker than many in the industry 
had forecast. 

The ongoing recovery is particularly evident in 
our carsales.com.au audience and engagement 
data. For example, search activity on carsales.
com.au has surged since mid-March. Around 
55 million vehicle searches were conducted 
on carsales.com.au between 16-22 March. 
Just two months later, over 83 million vehicle 
searches were conducted between 14-20 May. 

And the increased car-shopping momentum 
has carried through to June. Between 3-9 June, 
88 million vehicle searches were undertaken, 
resulting in over 19 million detailed views of 
inventory. 

Overall, carsales served 32.2 million sessions 
in May 2020 – our highest ever month of 
traffic. May was also a record month for 
engagement with our Editorial content – a key 
indicator of interest in new and soon-to-be-
released cars.

In great news for Dealers, there is genuine 
purchase intent underpinning the increasing 
car-shopping activity and it’s resulting in both 
immediate sales opportunities, and a pipeline 
of prospects to keep warm over the coming 
months. In May, we saw record days of sales 
enquiries sent to Dealers.

And in further good news, as state 
governments ease restrictions on domestic 
travel and consumers re-evaluate their 
lifestyles and transport preferences, many signs 
point towards an uptick in car ownership.

Enquiry response rates deteriorate

In times like these, of very strong car-shopping 
activity on carsales.com.au, it’s critical 
that Dealers ensure that their inventory is 
published, highly visible and well presented.

It’s also imperative that Dealers follow up 
enquiries in a timely and effective fashion. 
Unfortunately, we’re now seeing the rate of 
Dealer enquiries that remain uncontacted 
after two hours and 24 hours trending higher 
– lagging behind the expectations of most 
consumers. 

Some markets are performing better in 
following up prospective buyers than others. 
In recent data from May, Dealers in South 
Australia, the Australian Capital Territory, the 
Northern Territory, Tasmania and Victoria had 
the highest rates of following up prospective 
buyers within a two-hour timeframe, while 
Western Australia, Queensland and New 
South Wales Dealers had had the lowest rates 
of response.

When it comes to effective follow up, every 
minute counts. Our advice to Dealers is to 
aim to contact prospective buyers within 
30 minutes and ascertain their specific and 
unique needs. Post lockdown, consumers are 
particularly impatient and will buy another 
vehicle from a competitor Dealer if they don’t 
receive both speedy and personal service.

Quick and effective follow up is especially 
critical on a Saturday, where there is a 
greater chance that the prospective buyer is 
available to make an appointment to visit you 

CARSALES METRICS POINT TO MARKET 
RECOVERY, ONGOING CHALLENGES AND 
ROOM FOR IMPROVEMENT
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Michael Holmes
Executive Director - 
Dealer, carsales
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immediately – and even conclude a deal on 
the day.

Our tools such as SMS via the AutoGate 
Mobile App, and SMS and email auto-
responses, can assist Dealers with timely 
follow-up.

The most effective way to get in touch 
with a prospective buyer is to use the same 
communication channel that they used 
to submit their sales enquiry. That means 
responding to an email enquiry with an email. 
An SMS enquiry with an SMS. A phone call 
enquiry with a phone call.

For example, if you respond to an SMS 
enquiry with an email, there is greater chance 
that the buyer will not see your response. 
Many consumers will not have their email 
notifications switched on, or regularly check 
their email account, particularly on a Saturday.

In addition, a consumer that sent a text or 
email enquiry might not always be inclined 
to pick up a phone call from an unknown 
number on a Saturday.

Servicing after-hours shopping

A presence on carsales means that you’re 
open for business 24/7. With car buying now 
involving a laptop perched at the dinner table, 

or relaxation with the smartphone on the 
couch, consumers are visiting carsales and 
engaging with your inventory at all times of 
the day and night.

In May, over 50% of carsales sessions and over 
40% of enquiries were submitted outside of 
traditional 9am-5pm business hours.

It’s important to ensure that you have strategies 
in place that immediately acknowledge a buyer 
enquiry outside of your business hours, such 
as auto responses via SMS and email.

Staggering your staffing hours may also enable 
you to better cater to these shoppers.

‘Buy from home’ facilitates sales transactions

The challenges of the COVID-19 period has 
seen our commitment to helping Dealers, 
with both effective products and innovative 
technology that meets evolving car-buying 
expectations, increase even further.

A key example of this commitment was our 
agile rollout of the new ‘Buy from home’ 
feature in April to meet the unique trading 
conditions caused by COVID-19. The ‘Buy 
from home’ feature groups the promotion of a 
number of ‘virtual showroom’ Dealer services 
that empower car buyers to better engage with 
cars - without leaving home. For example, by 

using the ‘Buy from home’ feature, Dealers can 
better highlight to consumers that they can 
package home test drives, finance applications, 
trade-in valuations, remote payments and 
driveway deliveries for a more seamless 
and remote sales transaction. These are key 
services that are required for a consumer to 
confidently buy a car from the comfort of 
home and sight unseen.

This feature has quickly resonated with 
consumers and Dealers across different brands 
and price points. Prominent on both the 
search results page and detailed view page of 
an inventory item, the ‘Buy from home’ feature 
is now available on more than 30,000 Dealer 
cars on carsales.com.au – and everything from 
a $1,000 2003 Kia Rio to a $1.2 million Rolls 
Royce Phantom 687S.

For Dealers, ‘Buy from home’ will be 
important to meeting evolving customer 
expectations and will continue to shape how 
sales transactions are conducted not just now, 
but well into the future. There are multiple 
resources across business.carsales.com.au and 
autogate.com.au that will assist Dealers in how 
to get started with ‘Buy from home’.

If you need further information, do not hesitate to 
contact your carsales Digital Account Manager.

FEATURES       Australian Automotive Dealer Association 
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Richard Ireland OAM
Dealer Principal,  

Ireland's of Cairns.

AADA congratulates Cairns Holden 
Dealer, Richard Ireland, and Gold 
Coast automotive royalty, Rebecca 

Frizelle, after they were both awarded the 
Order of Australia (OAM) in the latest 
Queen’s Birthday honours.

Mr Ireland received the honour for his service 
to the motor industry and to the community 
of Cairns in North Queensland, making him 
the third generation of his family to be so 
honoured. His father Ron was also awarded 
the OAM, in 1997, as well as the Centenary 
Medal in 2001. His grandfather Francis Ireland 
received an MBE in 1987. All three men were 
honoured for services to the community and 
to the motor industry.

Dealer Principal of Ireland Holden, HSV, 
Mitsubishi and Isuzu Truck franchises, Mr 
Ireland is also co-managing director with 
his brother David of the family-owned FR 
Ireland Pty Ltd. In his role with the Australian 
Holden Dealer Council, has been intimately 
involved in negotiations with GM Holden over 
compensation packages for Holden Dealers 
following GM’s decision to end the brand.

He was a director of AADA Queensland, a 
position he held from 1994 to 1996. He has 
also served as a director of the Motor Trades 
Association Queensland, and on Holden, 
Mitsubishi and Isuzu Truck state and national 
Dealer committees.

A member of the Rotary Club of Cairns for 
more than 30 years and a former president and 
secretary, Mr Ireland is a Paul Harris Fellow, 
Rotary’s greatest accolade. He is president of 
the Far North Queensland Youth Assistance 
Fund, having been a member since 1987 and 
part of the management committee since 1995.

He’s a life member, former director and former 
deputy chair of Advance Cairns, former 
director and chair of the Reef and Rainforest 
Research Centre, former chair of the Marine 
and Tropical Science Research Facility, 
foundation shareholder and director of the 
Cairns Taipans NBL Basketball Team, and is 
on the Cairns Campus Founders Committee 
of James Cook University.

Ms Frizelle is Chief Operating Officer of 
Frizelle Prestige and a key shareholder at 
Frizelle Sunshine Automotive and PWA. 
Known for her strong advocacy for the city of 
Gold Coast, she is one of the largest employers 
on the Gold Coast, employing more than 800 
people. She was honoured for service to the 
automotive sector, and to rugby league. 

In 2015, Ms Frizelle was appointed to the 
Board of the Gold Coast Titans National 
Rugby League team and became the first 
female Chair in the NRL code. She is a director 
of the Griffith University Advisory Board, 
Audi Australia Foundation Board, and St 
Hilda’s School Foundation. She was also a 
director of Sunland Group Ltd since January 
2018 and a Member of the AICD.

The mother of four is a loyal supporter of 
women in leadership roles, and was a member 
of the gender diversity panel at the AADA 
2019 National Dealer Convention & Expo.

AADA could not be prouder of these two 
outstanding corporate citizens and community 
leaders, and congratulates them on their well-
deserved recognition.

DEALERS AWARDED OAMS

FEATURES       Australian Automotive Dealer Association FEATURES       Australian Automotive Dealer Association 

Rebecca Frizelle OAM
Chief Operating Officer, 

Frizelle Sunshine Automotive Group.
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year. Again, volumes were much lower in 
2019, but the addition of new well-priced 
offerings and the appeal of great product 
capability and robustness combined with 
a stonking HEMI V8 is driving this one 
hard. Electric vehicles? Never heard of 
them!

• Luxury and Prestige rules – BMW, 
Porsche, Audi, Lexus and Mercedes all beat 

May 2020 VFACTS arrived in all its 
expected ugliness – but with a few 
surprises both positive and negative. 

The accompanying chart shows which 
franchises won or lost – although perhaps 
given the COVID-19 crisis it’s more a case of 
who did the ‘least worst’.

Let’s look at the national picture first.

The national media headlines were all about 
the 26th consecutive year-over-year monthly 
decline. But that glosses over some important 
variations in performance and ignores some 
reasons for growing optimism.

The national market came in at 59,000 sales 
for the month. You have to go back 26 years 
to May 1994 to find a lower May total – no 
surprise there. That said, the month was down 
35.3% on May 2019. That was marginally 
better than the 48.5% reduction suffered in 
April. Still, no getting away from the dire 
reality that for the five months through May, 
the industry declined 23.9% compared to 
2019.

The reduction in the monthly rate of decline is 
at least a positive and - let’s face it…we’ll take 
what we can get right now. 

If we turn to the performances by individual 
franchises, interesting variations start to 
emerge. On the upside, consider the following: 

• Two newcomer brands – Haval and 
MG (both Chinese) top the list of out-
performing franchises. Admittedly, 
both are coming off low volume bases. 
However, their emergence shows the 
enduring consumer appeal of affordable 
product offerings with enough features and 
defensible quality levels – it’s not rocket 
science, right?

• A big bold truck brand – RAM also had 
a stellar month and is up 31.3% for the 

THE NUMBERS GAME
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Total Market 2020 2019 2020 2019 MTH YTD MTH YTD
Haval 207 119 899 457 88 442 73.9% 96.7%
MG 664 580 4,394 2,704 84 1,690 14.5% 62.5%
RAM 333 234 1,123 855 99 268 42.3% 31.3%
Great Wall 120 150 581 486 -30 95 -20.0% 19.5%
Peugeot 113 144 670 665 -31 5 -21.5% 0.8%
Ferrari 20 26 100 103 -6 -3 -23.1% -2.9%
BMW 2,013 2,052 9,273 9,882 -39 -609 -1.9% -6.2%
Rolls-Royce 2 3 15 16 -1 -1 -33.3% -6.3%
LDV 454 571 2,111 2,253 -117 -142 -20.5% -6.3%
Porsche 328 465 1,708 1,837 -137 -129 -29.5% -7.0%
Mercedes-Benz Vans 478 523 2,323 2,553 -45 -230 -8.6% -9.0%
Toyota 14,466 18,820 74,862 83,573 -4,354 -8,711 -23.1% -10.4%
Audi 1,126 1,177 5,202 6,100 -51 -898 -4.3% -14.7%
Kia 2,760 5,533 20,731 24,864 -2,773 -4,133 -50.1% -16.6%
Lexus 620 860 3,180 3,838 -240 -658 -27.9% -17.1%
Maserati 29 59 170 208 -30 -38 -50.8% -18.3%
Chrysler 7 29 102 126 -22 -24 -75.9% -19.0%
Bentley 14 16 66 82 -2 -16 -12.5% -19.5%
Mercedes-Benz Cars 1,777 2,621 9,927 12,413 -844 -2,486 -32.2% -20.0% WINNERS
Skoda 402 623 2,055 2,610 -221 -555 -35.5% -21.3%
MINI 238 265 1,099 1,408 -27 -309 -10.2% -21.9%
Suzuki 933 1,500 5,575 7,189 -567 -1,614 -37.8% -22.5%
Isuzu Ute 1,439 2,129 7,323 9,667 -690 -2,344 -32.4% -24.2%
Ford 3,894 5,788 20,027 26,850 -1,894 -6,823 -32.7% -25.4%
Volvo Car 400 600 2,257 3,029 -200 -772 -33.3% -25.5% LOSERS
Aston Martin 6 9 34 46 -3 -12 -33.3% -26.1%
Fiat Professional 37 76 269 365 -39 -96 -51.3% -26.3%
Nissan 2,216 3,970 14,433 19,836 -1,754 -5,403 -44.2% -27.2%
Subaru 2,023 4,023 11,182 15,518 -2,000 -4,336 -49.7% -27.9%
Jeep 341 501 1,631 2,292 -160 -661 -31.9% -28.8%
Honda 1,952 3,697 13,106 18,569 -1,745 -5,463 -47.2% -29.4%
Volkswagen 2,781 4,520 13,858 20,391 -1,739 -6,533 -38.5% -32.0%
Lamborghini 6 13 46 69 -7 -23 -53.8% -33.3%
Mazda 5,661 8,578 29,427 44,565 -2,917 -15,138 -34.0% -34.0%
Hyundai 4,109 8,106 23,050 34,940 -3,997 -11,890 -49.3% -34.0%
Land Rover 452 841 2,612 3,962 -389 -1,350 -46.3% -34.1%
McLaren 7 10 25 40 -3 -15 -30.0% -37.5%
Holden 1,689 4,392 12,190 19,700 -2,703 -7,510 -61.5% -38.1%
Alfa Romeo 28 58 228 373 -30 -145 -51.7% -38.9%
Mitsubishi 3,010 5,120 21,367 35,136 -2,110 -13,769 -41.2% -39.2%
Jaguar 110 164 615 1,027 -54 -412 -32.9% -40.1%
Renault 360 573 1,827 3,054 -213 -1,227 -37.2% -40.2%
Fiat 44 88 246 490 -44 -244 -50.0% -49.8%
Citroen 10 56 76 170 -46 -94 -82.1% -55.3%

Total 59,894 92,561 332,181 436,649 -32,667 -104,468 -35.3% -23.9%

PERFORMANCE RANKING 

Month YTD Variance +/- Vol. & %

Based on brand YTD % variation vs.Total Market

the overall market decline handily. So did 
Ferrari, Maserati and Bentley (off small 
numbers). How can that happen in the 
midst of this economic crisis foisted on us 
by COVID-19?
Anecdotally, the reasons floating around the 
market include:

- consumers can’t travel (skiing in NZ 
for example) so they self-gratify with a 
slightly indulgent vehicle purchase;

Reprinted with permission of VFACTS

David Blackhall
Industry Consultant, 
Raglan Ridge 
Advisory
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- a couple of brands did place large 
numbers of company vehicles, demos 
and loaners into service; and

- for various reasons orders were held over 
so deliveries for some brands ran ahead 
of true ambient demand for the month.

• Toyota continues to dominate – Even 
in the midst of a 26-year low and a 
pandemic Toyota continues to reap the 
market benefits of simply consistently 
getting it right on all the important 
factors most of the time. Almost 75,000 
sales in five months. What crisis? 

• Some other volume players hung in – 
Ford and Isuzu Ute both delivered Y-O-Y 
% deltas just a whisker below the market 
average. In both cases, newer product and 
a high-quality right-sized and capable 
Dealer Network seems to be the answer 

compared with other less successful 
volume players.

At the other end of the table there is plenty of 
woe to go around. 

Having sat in an OEM’s managing 
director chair myself, I’m not going to try 
to understand the complexity that faces 
good people doing their best under trying 
circumstances. There are many reasons why 
franchises fall off the pace in various markets. 
Very often, those reasons lie at the feet of 
decision-makers in far-off centres. 

In 1966 Professor Geoffrey Blainey wrote a 
seminal work entitled The Tyranny of Distance: 
How Distance Shaped Australia's History.

For the leaders of the local arms of some of the 
offshore multi-national vehicle manufacturers, 
distance certainly continues to shape the 

fortunes of many franchises. 

At about 1.2% of the annual global new 
light vehicle market (pre-COVID-19) the 
Australian market is often brushed aside. 

There might have been over-use of the broom 
in the last few months?

Finally, it’s important to acknowledge the 
efforts being made by the Federal Chamber 
of Automotive Industries (the owners of 
VFACTS) and some of the leading franchisors 
to improve the integrity of the numbers by 
eliminating fake reporting of retails. 

Perhaps that is a further factor at play in 
reducing reported numbers in 2020.

Mr Welch said he had been privileged to serve 
associations comprised of franchised new-car 
and truck Dealers for 30 years. 

“We have accomplished so much on behalf 
of our nation’s franchised auto Dealers. And 
for the next eight months, I will be focused 
entirely on helping dealers get through the 
pandemic and unprecedented economic 
downturn, and assisting the NADA Board in 
its selection of my successor,” he said.

“Organisations like NADA are at their best 
when times are toughest, and right now we’re 
at our best because of Peter Welch,” said 
NADA Chairman Rhett Ricart. 

“Peter is certainly not leaving easy shoes to 
fill, but the organisation he has built and the 
team he has assembled at NADA have made 
us fully prepared to tackle any challenge no 
matter how great, including the one we’re in 
right now. As we begin the process of finding 
Peter’s replacement, I take great comfort in the 
assurance Peter has given us that he will be 
with us every step of the way.”

NADA has chosen international search firm 
Spencer Stuart, which oversaw NADA’s CEO 

The US National Automobile Dealers 
Association (NADA) announced in 
May that President and CEO Peter 

Welch would retire at the end of 2020.

Mr Welch, 67, who spoke at the 2015 AADA 
National Dealer Convention, was appointed by 
the NADA Board of Directors in January 2013. 
NADA reported that under his leadership, 
NADA strengthened its core mission of 
advocating on behalf of franchised dealers 
in the federal legislative, regulatory, industry 
relations and public affairs arenas.

“Under Welch’s stewardship, NADA achieved 
a series of legislative and regulatory victories in 
a number of areas, including auto finance, tax 
reform, vehicle safety and international trade 
issues,” a NADA statement said. 

“Welch also led NADA through the sale of 
its used-vehicle valuation guidebook and its 
retirement planning business, oversaw an 
organisation-wide re-branding initiative, led 
the planning of NADA’s year-long centennial 
celebration in 2017, and orchestrated the 
organisation's move to a new state-of-the-art 
office facility in 2018.”

selection process in 2012, to oversee the 
transition process. 

Prior to joining NADA, Mr Welch held several 
positions with the California New Car Dealers 
Association (CNCDA), the nation’s largest 
state auto Dealer association. He spent 13 years 
as CNCDA’s Director of Government and 
Legal Affairs, and 10 as president and CEO, 
following a career as a partner in a Los Angeles 
based law firm.

NADA BOSS TO RETIRE

Peter Welch, NADA CEO since 2013.



 
“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 MICHAEL BENAD OR MARK MACLURE ON 1800 458 237
TO DISCUSS HOW WE CAN CONTRIBUTE TO YOUR BUSINESS.

http://www.valvoline.com.au
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May saw the beginnings of ‘green shoots’ and 
some really positive turnarounds. In some 
cases there were upward trends exceeding 
previous year’s results.”

For used cars, activity levels fell dramatically in 
April, however online buyer activity recovered 
to normal levels by the first week in May, 
actually back in line with 2019 metrics. The 
number of used vehicle listings online are 
almost back to pre-COVID levels, driving 
online consumer activity, which suggests used 
vehicles sales are bouncing back.

Monitoring listings data showed that there 
was an 88% increase of ‘de-listed vehicles’ 
(effectively sold vehicles) in May compared 
to April. Compared to the same period last 
year the number of de-listed vehicles actually 
increased by 33% in May 2020 compared to 
May 2019. Vehicle pricing also fell in March 
and April however recovered in May to be 
within 5% of the same time last year.

Results in Manheim’s digital auction ‘lanes’ 
reinforces the return of activity to the used 
vehicle market and also reflects returning new 
vehicle sales volumes. The company reported 
OEM’s franchise Dealer only digital auctions 
returned to similar volumes and pricing in 
May compared to pre COVID-19 levels. 

These Dealer-only auctions see low km, 
excellent quality used vehicles make their way 
from OEM company fleets onto Dealer lots, 
providing desirable stock for the returning 
used vehicle buyers. The increase in volume 
and stronger pricing indicates Dealers were 
purchasing with intent; to satisfy the demand 
they are experiencing online and in their 
dealerships.

“The trend has also carried over to the open 
Manheim auction channels,” Director of 
Marketing and Communications for Cox 
Automotive, Matt McAuley, said. 

“Dealer participation in the now 100% digital 
auctions more than doubled in May compared 
to March and April. Auction clearance rates 
are as high as they have been at any time 

According to data collected across Cox 
Automotive’s brands in Australia, May 
showed the first glimpses of recovering 

new and used vehicle markets as COVID-19 
social restrictions begin to lift.

With new vehicle sales down 18% in March 
and a 48% in April, some were surprised to 
see the results in May being down ‘only’ 35% 
on the same time last year. However, when 
you look at the vast array of wholesale and 
consumer data and insights brands such as 
Manheim and Dealer Solutions collect, the 
indications were positive for May and as 
a consequence for the months to follow. It 
certainly appears there are early signs that 
consumers are returning to the new and used 
vehicle markets.

Michael Sommerton, CEO of Dealer 
Solutions, said that already by early May, 
there was a marked increase in the market 
compared to April activity. 

“Across the website platforms we manage for 
large numbers of Dealers, unique visitors were 
up 27% per day which translated into 20% 
more leads than the same time in April.” Mr 
Sommerton said. 

“Across all the key consumer metrics we track, 
all leads were up considerably and leads for 
specific Dealer inventory were up almost 30%. 
While this analysis was based on a limited 
period of time, we could see that by early 
May consumers were starting to return to the 
market, at least in research and comparison 
stage of their shopping journey.

“Our full month’s analysis showed that despite 
the decline in sales of new and used vehicles 
after the COVID-19 lockdown and moves to 
social distancing in late March, the month of 

POSITIVE SIGNS IN MAY ACCORDING TO COX 
AUTOMOTIVE’S INDUSTRY DATA

this year, pre-COVID and pricing has also 
recovered from a sharp dive in April with all 
segments seeing increases in May.

“The results reflect increased Dealer and 
consumer confidence and there is no 
doubt the constrained supply of vehicles is 
assisting the recovery in pricing. The federal 
government’s increase in the threshold for 
instant-asset write-offs from $30,000 to 
$150,000 is the main driver for prices holding 
up in the light commercial segment which for 
most part have been unaffected by COVID 
economic impacts.”

Manheim expects vehicle prices to recover and 
increase to above average levels in the long 
run on the back of constrained supply brought 
on by the shuttering of new car factories and 
assembly lines around the world. Historically, 
used car prices have risen when the sale of new 
cars has fallen in the years following the GFC.

“Anecdotally we are hearing many of our 
Dealer customers reporting record months 
for used car sales and the wholesale market 
has also been much more vibrant in May,” Mr 
McAuley said. 

“Public buyers have also found their way into 
our online sales channels and have been very 
comfortable buying online whereas in the past 
they would have needed to visit a Manheim 
site in order to buy a used car at auction.”

Manheim’s website stats add to the story of 
increasing Dealer and consumer activity. 
Unique visitors to their website were up 24.3% 
in May compared to April and even up 11.5% 
on May 2019. It was a similar story with 
website sessions, which were up more than 
25% on April and May 2019 and actual page 
views were up a massive 53% compared to 
May 2019.

“Our Auctioneers have reported a much more 
positive sentiment throughout May compared 
to the last few months. They are seeing Dealers 
pick up on the rising consumer demand and 
participating strongly in our sales to make sure 
they have the inventory to take advantage of 

Matt McAuley
Director of Marketing 
& Communications, 
Cox Automotive 
Australia & 
New Zealand
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buyers returning to the market,” Mr McAuley 
said. 

Dealer Solutions is also in a unique position to 
see what is happening on the consumer side 
of buying activity. They manage hundreds of 
Dealer websites and publish Dealer vehicle 
data to multiple classified sites, affording them 
a very good perspective on industry wide 
activity.

While there was a sharp drop in April activity 
(down 25%) compared to March, there was a 
60% per cent increase in unique visitors across 
the Dealer websites they manage, compared 
to April. The large increase in Dealer website 
visits was reflected in total leads. The number 
of leads generated from Dealer websites 
directly were up 35.7 per cent in May 
compared to April.

“It is obvious the increased enquiry and lead 
activity flowed through to the new car sales 
figures in May, as well as the rising used car 
sales we monitor via Dealer online listings. A 
number of factors are at play, as some Dealers 
have moved on older stock to reduce inventory 
levels and buyers who have held off for a few 
months in the depths of the lock down are 

returning to the market,” Mr McAuley said. 

“Some buyers are also worried about public 
transport use and have elected to purchase 
affordable and reliable used vehicles. What 
is also evident from the search trends is the 
popularity of commercial and 4WDs, which 
were the most searched vehicle type in May. 
We believe this trend is linked to the Federal 
government’s instant asset write off scheme.”

As for the longer-term effects of the global 
pandemic? Manheim believes COVID-19 has 
accelerated the shift towards digital auctions. 
While all their auctions were already broadcast 
online using Simulcast, the company has 
added many new weekly sales in a channel 
called BidNow, which is essentially an online 
only timed auction. 

In a recent UK Dealer study, 40% of Dealers 
said they have increased their use of digital 
auction platforms due to lockdowns, with half 
of those indicating this will be a long-term 
change. Half of the Dealers who responded 
were using online platforms prior to 
COVID-19, but there’s no doubt the lockdown 
has brought forward adoption amongst those 
yet to embrace digital auctions. For a sizeable 

proportion, the survey indicates that this usage 
will continue to become the ‘new normal’.

Recently launched Cox Automotive brand 
Dealer Auction, which is a digital only sales 
platform for franchised and independent 
Dealers, has also seen increasing numbers 
of transactions on its site. As a purely online 
marketplace it allows franchised Dealers to 
buy and sell in a contactless manner, in a fast 
and convenient digital format. COVID-19 has 
seen the company bring forward their national 
launch plans as they expand from Queensland 
into New South Wales and Victoria in the 
coming months.

Dealer Solutions can see how social and 
business restrictions has really hit the fast 
forward button for digital retailing, which is 
still in its infancy here in Australia. OEMs and 
Dealers have rushed to move as much of the 
traditional sales transaction process online as 
they can, as consumers have actively embrace 
buying vehicles digitally. The company is 
actively working on a suite of tools to assist 
OEMs and Dealers lead the charge into online 
retailing in Australia.
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Hyundai initially offered the extension for 
warranties expiring between 1 March 2020 
and 30 March 2020, extending the coverage to 
31 May.

The original extension covered about 27,000 
Australian cars, which increased to around 
30,000 vehicles. 

For the second time since the COVID-19 
lockdown began, Hyundai Australia has 
increased its warranty extension period 

to compensate for decreased car use.

Hyundai cars that had warranties due to expire 
between 1 March 2020 and 31 May 2020, had 
their warranty extended to 30 June 2020. That 
is up to three months’ extension for some 
vehicles.

The extension covers all Hyundai models 
except the commercial iLoad van.

Hyundai has done the same worldwide, and 
estimates it has affected more than 1.21 million 
cars globally.

HYUNDAI INCREASES WARRANTY EXTENSION 
DUE TO COVID-19
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The deal for eBay Classifieds Group 
(eCG) through Gumtree, to acquire 
CarsGuide Autotrader Media Solutions 

(CAMS) was finalised in June.

To find out more about the acquisition, and 
what it means for the future of Australia’s 
automotive industry including how it 
will benefit both Dealers and consumers, 
Automotive Dealer Magazine spoke with 
Mark Kehoe, Gumtree’s newly appointed 
Managing Director, and Shaun Cornelius, 
CEO CarsGuide Autotrader.

Q: Starting off, congrats on your recent 
appointment as Gumtree’s new Managing 
Director, Mark! You are starting your new 
role at a very pivotal moment in time for 
ecommerce and online trading, what are 
your plans for Gumtree and Gumtree Cars 
in particular?

Mark Kehoe: Thank you! Gumtree is a 
pioneer of the online marketplace in Australia 
and I am delighted to join the business at such 
a crucial moment. We are currently seeing a 
significant shift in consumer behaviour as a 
result of COVID-19, as more Australians look 
to shop locally within their community and 
turn online to connect with others. We have 
also seen a growing number of Australians 
tapping into the second-hand economy by 
utilising our platform and there is a great 
opportunity to continue leveraging our 
leadership in this space for buyers and sellers 
alike.  

As the business just closed the deal with 
CarsGuide Autotrader Media Solutions, 
one of my key focuses is to support the 
CarsGuide Autotrader team to develop one, 
consolidated proposition for car Dealers and 
commercial partners to deliver incremental 
value. Consumers will also have a choice 

between three shop windows to browse, buy 
and sell. This is just one step in the direction 
of, together, becoming the leading automotive 
marketplace in Australia, in line with eBay’s 
global vision for automotive classifieds. 

Q: The acquisition will see the leading 
automotive platforms in Australia join forces 
and create a combined portfolio. What can 
we expect here?

Mark Kehoe: The deal will see the combined 
strength of Gumtree, CarsGuide.com.au and 
Autotrader.com.au create an attractive car-
buying platform for Australian consumers. 
The three brands stand alone as industry 
leaders, known for their respective strengths: 
Gumtree as the #1 destination for privately 
listed vehicles, CarsGuide.com.au as the #1 in 
automotive editorial and Autotrader.com.au 
as the #2 for Dealer network customers. 

By harnessing their collective strengths, 
the acquisition will create a comprehensive 
automotive ecosystem for Dealers providing 
more reach, insights and tools. 

Shaun Cornelius: CarsGuide Autotrader 
brings together quality automotive editorial 
content and an engaged audience of auto 
intenders through our leading editorial site 
CarsGuide, a strong Dealer customer base 
through Autotrader and cars specific tools and 
resources to support Australian car buyers and 
sellers. Our team has deep vertical expertise 
and with a combined network of Dealers 
over 2,500, we are excited to create a stronger 
automotive destination across the three 
brands. Along with Gumtree’s reach, insights 
and monthly connections, the collective will 
significantly benefit the Australian automotive 
industry.

EBAY CLASSIFIEDS GROUP, GUMTREE 
AUSTRALIA & CARSGUIDE AUTOTRADER 
MEDIA SOLUTIONS, COMBINE FORCES 
FOLLOWING SUCCESSFUL ACQUISITION
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Mark Kehoe, Gumtree’s newly appointed Managing Director, 
and Shaun Cornelius, CEO CarsGuide Autotrader
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Q: What’s the plan for integrating the three 
brands?

Shaun Cornelius: We are following a 
thoughtful and considered approach to 
working together in partnership. The 
integration of the three brands will be led 
by CAMs and the Gumtree Cars team, with 
support from global resources of eBay. 

However, it will be business as usual in the 
short-term. We plan to retain all existing 
brands in the market including Gumtree, 
CarsGuide and Autotrader and they will 
maintain their own unique buyer-facing 
experience. Working in partnership, each 
brand will provide value to the market as 
we integrate. CarsGuide Autotrader Media 
Solutions is a business focused on automotive 
- supporting Dealers and OEMs - whereas 
Gumtree carries the insights and reach of 
multiple goods categories and is one of the 
leading automotive platforms for privately 
listed vehicles.

Mark Kehoe: By combining our strengths, we 
are creating a stronger automotive destination 
and improving our competitive edge in the 
Australian automotive market. The acquisition 
jointly positions the three platforms as a 
leading destination in auto classifieds. We are 
excited that this deal results in an even more 
competitive market, which is good for both 
Dealers and consumers.

A big priority for us is understanding 
the lessons adopted from eBay’s global 
verticalisation strategy. Specifically looking 
at the success of the cars category in other 
markets such as Canada, UK and Germany. 
We will then look at other opportunities for 
the three businesses to support each other in 
Australia.

Q: Speaking of eBay’s global verticalisation 
strategy, what long-term goals is eBay 
following with this acquisition?

Mark Kehoe: The deal with CarsGuide Media 
Solutions is a significant transaction for eCG 
globally. The brand seeks to cement its vision 

of being number one in automotive classifieds 
globally, and the acquisition continues the 
verticalisation strategy locally, that’s already 
being executed successfully elsewhere, 
including the UK. For reference - last year, 
eCG completed the acquisition of Motors.
co.uk in the United Kingdom.

Q: What does the acquisition mean for 
Dealers?

Shaun Cornelius: Gumtree, CarsGuide and 
Autotrader will come together to create a 
comprehensive automotive ecosystem and 
a joint proposition providing more reach, 
insights and tools for Dealers. The joint 
offering provides Dealers with three shop 
windows to advertise and reach millions of 
unique buyers, a strong suite of Dealer tools 
providing opportunities for cross-platform 
synergies, as well as audience insights into 
prospective customers. We will also offer 
a larger Dealer and sales support team, 
working together to continue to deliver 
quality and quantity. Dealer support remains 
a main priority, as the automotive industry is 
working hard to recover following COVID-19 
restrictions easing.   

Mark Kehoe: For both users and Dealers, 
the combined offering provides a viable 
standalone option in the automotive industry. 
For consumers, it creates a car-buying, 
browsing and selling destination across 
the three brands and significant volume of 
inventory in both privately listed and Dealer 
listed vehicles.   

Q: You just briefly touched upon the current 
challenges Australian Dealers are facing, 
as the automotive industry is trying to 
bounce back from COVID19. What are your 
predictions for the upcoming months?

Shaun Cornelius: Despite current challenges, 
the Australian automotive market represents a 
significant opportunity with 4 million cars sold 
per year - 3 million used cars and 1 million 
new cars sold. Our continued investment 
supports the growth opportunity we see.

COVID-19 has accelerated the trend 
towards digital within automotive, just as 
other industries have seen the importance 
of digitisation, car Dealers are also seeing 
the value it provides their businesses and 
need support as they evolve. Consumers are 
also looking for more seamless car-buying 
experiences, which with the power of our three 
brands we hope our proposition can provide.

Q: What are some of the consumer and 
Dealer trends you’ve been observing?

Mark Kehoe: Even during the lockdown, 
we’ve seen popularity in Gumtree’s automotive 
category, meaning Australians were still 
actively searching for cars online. In particular, 
we saw a 23.3% increase in people browsing 
cars and 18.9% increase in people browsing 
motorcycles and scooters in the second half of 
April, compared with the three weeks prior. 

Our recent COVID-19 Consumer Sentiment 
Research revealed the impact COVID-19 is 
having on consumer car buyers’ sentiment 
and behaviour as restrictions start to ease. 
The report uncovered that 95% of Gumtree 
Cars buyers are still actively looking to 
purchase a vehicle despite COVID-19, and 
87% of Gumtree Cars buyers are intending 
to purchase a vehicle within the next three 
months.

In May, Gumtree Cars Dealers experienced a 
+17% increase in views and +47% increase in 
connections compared with the same period 
in April. 

Shaun Cornelius: Dealer leads from 
Autotrader are also at an all-time high in May, 
36% higher than pre-COVID-19 levels (Feb 
2020). 

Mark Kehoe: Overall, it seems would-be 
buyers are embracing online like never before, 
whilst those Dealers who are accelerating 
digitalisation are set to reap the rewards of this 
burgeoning consumer trend.

FEATURES       Australian Automotive Dealer Association 
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“All I wanted to do was get the price and 
now I own a new vehicle, that was a great 
experience!” This is the dream phrase every 
car Dealer and car salesperson wants to hear.  

Oddly, after 25 or so years of offering a 
remarkable array of online tools for 
customers to shop for their new vehicle, 

we have yet to perfect the experience. At some 
point in each path to purchase there seems 
to be an impediment to ultimate success. 
What’s the ultimate? I like this vision: a 
Dealer walks into the dealership and the sales 
manager greets the Dealer and says we sold 
five overnight! All solid deals and they are 
scheduled for delivery today and tomorrow. 
Combine that with the open hour sales and 
we had an excellent 24 hours. 

Perhaps a dream state would also allow us to 
update the role of our sales team members 
to be completely focused on the customer 
experience and to ensure an easy purchase 
process. If the website becomes a true member 
of the sales team then we can evolve the 
dealership to a more efficient and profitable 
venture. As it is, many dealerships are 
struggling to make a profit from new vehicle 
sales and part of the reason are the variable 
costs associated with the sale.  

If you look at the COVID-19 pandemic impact 
in most markets worldwide where consumers 
were literally sheltering in place to prevent 
contracting the virus, we got perhaps a glance 
at the possibility of the future of automotive 
sales. At the beginning when the shelter in 
place guidance was given, consumers went 
online to learn about the virus, to secure toilet 
paper and other vital goods to wait out the 
virus. After a week or two, when things settled 
down a bit consumers started to shop and 
shop they did. We saw big spikes in shopping 
volume and interest for vehicles. However, 
with many showrooms closed to customers, 
the only path was to purchase online to the 
extent that it was possible.  

So the question quickly became “are we setup 
for customers to self-serve and buy a vehicle 
online?” The answer was generally yes, if 
they could navigate and cobble together the 
information they needed to feel confident in 
making the purchase. Most website have the 
basics – inventory (pics, videos, descriptions), 
pricing, incentives, trade-in estimators, 
payment calculators, etc. Even though most 
are not linear, experienced online buyers 
could build their deal and end up making the 
commitment to buy.  However, this clumsy 
approach is not aligned for self-selling in 
volume. Enter Digital Retailing.

Digital Retailing, much like movie 
superheroes, was supposed to save dealerships 
working through a challenge like they had 
never faced before and allow consumers to 
do the heavy lifting online and make the 
commitment to purchase. Did they work as 
planned? Not so much! The market leading 

tools improved the aforementioned clumsy 
processes but they still required a lot of back 
and forth communications with the dealership 
to complete a purchase.  

Additionally, we saw a lot of excellent 
inventory display tools leverage to make “the 
car the star!” with 360-degree views and the 
ability to point out flaws and details to enhance 
the credibility of the dealership. Customers 
love these tools and they really do help bring 
the vehicle to life but I think there is more 
they can do. I think the next level will include 
virtual test drives where the customer can feel 
a part of the vehicle and really give them a try 
while still on their couch at home.  

Additional opportunities for improvement are 
in the paperwork part of the transaction as 
we overwhelmingly had to have some form of 
a “wet signature” on physical forms to satisfy 
banks and governments.  This must be solved 
to make this process end to end.  

The truth is we have made great progress and 
it’s much improved over just a few years ago 
but we have so much more ground to cover 
before we can claim success in selling a vehicle 
completely online. This crisis has given the 
industry a lot of real-life data to review and 
if we use it to craft better solutions, I believe 
we will see this digital retailing code cracked 
opening up new opportunities to grow and 
prosper.  

If you wish to share your own experiences with 
Digital Retailing, contact; 
david@kainautomotive.com

WE HAVE TALKED ABOUT ONLINE FOR YEARS... 
SO HERE WE ARE AND WHERE ARE WE?
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The world has changed drastically since 
Mark Ward and Randall Bryson from BDO's 
Automotive team attended the 2020 National 
Automobile Dealers Association (NADA) 
conference in Las Vegas in February 2020. 
Since then, the Australian state and federal 
governments have announced a range of 
stimulus measures to assist individuals and 
organisations impacted by COVID-19.

For automotive Dealers, the stimulus measures 
have provided some breathing space, allowing 
many to turn one eye back to business 
fundamentals. This renewed focus is critical, as 
prior to the pandemic the industry was facing 
significant structural change, in part reflected 
by a prolonged period of declining volumes 
and profitability. For this reason, now is the 

appropriate time to share some key insights 
from the NADA conference.

The 2020 exhibition was hosted in Las Vegas 
in February. This event is the largest Dealer 
convention in the world, with over 25,000 
people attending from over 53 different 
countries and covers a range of topics, 
including-  
1. Dealer/executive
2. After sales
3. Human resources
4. Legal and regulatory
5. Marketing (including digital marketing)
6. New and used vehicle operations.

At the time of the convention, there were less 
than a handful of COVID-19 cases in the 
US and certain high-ranking government 
officials were telling the US people that this 
was a China issue, which puts into context 
the positive mood of the convention at the 
time. US Dealers were celebrating a strong 
market result for 2019 and forecasting much 

the same for the foreseeable future. Dealership 
values were also on the increase again and the 
hysteria around the impact of mobility services 
and autonomous vehicles seemed much more 
certain and less disruptive.

The key challenges and opportunities for the 
sector in the US is with regards to increasing 
their aftersales offering and retention (only 
35% of vehicles services by dealerships). 
Similar to Australia, US Dealers have 
experienced gross margin erosion on new 
vehicles. While this has been somewhat 
offset by OEM KPI bonuses, US Dealers 
acknowledge the impact on gross margin in 
pursuit of OEM incentives that don’t always 
promote sensible dealership operational 
decisions.

The 2020 NADA Report explores insights 
from the conference and outlines recent 
changes that may impact your dealership.

To obtain a copy please contact Mark Ward 
or Randall Bryson from BDO Automotive or 
downloaded at https://www.bdo.com.au/en-au/
insights/automotive

BDO NADA CONVENTION UPDATE
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DEALERSHIP OF TOMORROW: 2020 UPDATE 
GLEN MERCER | GM AUTOMOTIVE LLC

An update on the original report produced by NADA two and a 

half years ago, overall this session presented a positive outlook 

for the US auto dealer market. There continues to be change 

but nothing revolutionary or disruptive was expected as the 

industry moves from the recessionary era to “the age of the 

operator” where better managed stores will continue to lead in 

their marketplace.

The study looked at the market from an “Inside” and 

“Outside” context.

INSIDE

NEW CARS SALES OUTLOOK

NATURE OF THE STORE

STRUCTURE OF THE STORE NETWORK

CHANGES IN DEALER ECONOMICS

New car sales volumes have remained extremely stable in the US at 

around 70m units, prices have risen as buyers have become more 

affluent, but returns to dealers have fallen with a worrying trend to 

rely on OEM incentives. The original report expected sales to fall as 

the percentage of millennial customers increased, but the evidence 

is that, whilst they are deferring their purchase, the middle of the 

market is holding steady and the older generation are driving for 

longer than before.

The number of stores of around 18,000 has at worst flat-lined but is 

more likely showing a small increase, whilst the ownership count has 

shrunk as consolidation slowly continues. The expected increase in 

public company ownership / consolidation has plateaued often down 

to OEM framework limits.

NADA 2020 
REVIEW
MARCH 2020

Randall Bryson
Partner,  
BDO Automotive

https://www.bdo.com.au/en-au/insights/automotive/expert-commentary/nada-2020-review
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in tough times it’s sponsorships that always 
get treated the most harshly when the bean 
counters introduce heavy cutbacks. Contracts 
due for renewal with existing sponsors will 
be very hard going for both the Series and the 
teams. Hard to quantify, but maybe for every 
dollar previously invested in good times, it 
may now be more in the area of 70 cents post-
COVID. 

Government 

The various state and territory governments 
are very generous financial contributors to 
Supercars. Given their tough road ahead with 
serious budget deficits already coming into 
play, one could assume all governments will 
be taking a very hard look at ‘Essential’ versus 
‘Non-essential’ expenditure contracts.  It’s not 
hard to forecast government money going into 
the sport in a manner, to which Supercars have 
previously been accustomed, could be seriously 
scrutinised and squeezed.  

As unbelievable as it sounds Supercars are 
currently pushing to move the calendar to a 
summer season. This could also create some 
disquiet with governments, particularly in 
northern regions which hopefully does not put 
at risk contracts currently on foot. 

Holden

The news that broke on February 17th this year, 
a week prior to the first race in Adelaide, that 
Holden would exit Australia, stunned the entire 
nation. The flow-on effect of Holden’s exit from 
Supercars is profound. The impact of 16 of the 
24 cars on the grid carrying a defunct brand 
and logo for the next two years is a marketing 
nightmare. 

It was concerning to read a report of a team 
owner suggesting car brands are now irrelevant 
as the sport is only about providing great 
entertainment. This is bollocks and is treating 
Holden loyalists with contempt given the 
significant investments in the sport over the 
past 50 years by the massive Holden fan base. 

Australia’s leading motorsport series 
has a lot to contend with as it prepares 
to restart its racing season. With only 

two races conducted over seven months, 
and the next not scheduled until 27 June, 
the organisers face a considerable range of 
challenges as the show gets restarted. 

COVID-19 has thrown up many serious issues 
for all sports, however Supercars have also been 
hit with a number of other heavy predicaments 
to wrestle with. This is not a perfect storm, it’s 
more like a cyclone they are facing.

So significant is the combination of both 
COVID-19 issues and other untimely dramas, 
I would suggest Supercars need to immediately 
establish a specialist ‘Crisis Cabinet’ (this 
term maybe overdramatic but not when you 
hear feedback from stakeholders in the Series 
who feel many major issues require urgent 
action) This Crisis Cabinet would address both 
transformational change and problem solving.  

Is it unreasonable to suggest that the current 
structure and leadership of Supercars does not 
have the capacity or capability to handle all the 
urgent concerns? They will be fully stretched 
just managing business operations thrown 
up from the pandemic. The added brain 
power and specialist expertise and experience 
necessary to implement robust solutions to 
navigate the business threats noted below will 
have to come from either new ownership/
management and or a highly skilled team of 
external specialist advisers. 

Regardless of whether it’s new ownership and/
or a’ Crisis Cabinet’ model that is urgently 
needed, the person central to any recovery and 
reset of Supercars must be former supremo, 
Tony Cochrane.  His proven leadership and 

intellectual sports deftness is crucial for 
Supercars’ right now.   

The three different storm cells creating these 
cyclone conditions are: 1) those flowing from 
COVID -19 being sponsorships, government 
funding and team sustainability; 2) those that 
are self-inflicted: television contracts, Supercars 
For Sale sign and Team Sydney; 3) out of the 
blue events, being Holden Exit, Virgin Airlines 
Receivership and Adderton Mk II.

The primary components of the Supercars 
economy are television rights, sponsorships 
and government funding. It’s not unreasonable 
to assume each of these crucial revenue streams 
are under pressure – both for teams and Series. 

Here is some commentary and opinion on each 
of these disturbances to the momentum of the 
Supercars business.

Sponsorships 

This is a double-edged sword. Firstly, if for 
example, a sponsor at the start of the season 
had signed on for $500,000pa, what would 
their expectation be for a reduced figure given 
the revised calendar, fewer races, experimental 
unproven new racing formats, loss of customer 
coach’s box experiences and limited media 
attending the races until we come out of 
current COVID restrictions?  A sponsor 
may feel it’s reasonable to renegotiate a 25% 
reduction now and a further 15% if certain 
KPIs were not achieved by year end. 

Teams will be trying extremely hard to sell the 
benefits of the E Series, however that program, 
as well promoted and televised as it has been 
with enthusiastic social media driver posts, 
did not register on my passion meter. Not 
sure Sponsors would be prepared to accept E 
Series represented any sponsorship value as its 
appeal was artificially inflated by one-off sports 
starved audiences during lockdown.

Secondly, if recessionary conditions and a 
much tougher economy plays out over the 
coming years, corporate and retail marketing 
budgets will be hammered. Unfortunately 
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Team Viability 

The financial health and viability of the teams 
is the most crucial element of the overall 
Supercars business model – always has been 
and always will be. How will teams come out 
of COVID is the 64 million dollar question. To 
what degree will teams, already experiencing 
tough going with operating budgets, be 
impacted for the balance of this year and next?  

Incomes will be down, it’s only a matter by how 
much. The only counter measure a team has 
to offset any major loss of income is to attack 
their cost base, which is very delicate exercise. 
When you take large chunks of money out of 
the ‘product’ you often gamble with customers’ 
reactions to big changes.

It did not take long for the first victim of 
the downturn to present itself. A major 
tool company was forced to withdraw its 
sponsorship, which then triggered a long-
standing stalwart of the industry having to 
totally withdraw his franchise, which in turn 
meant a well-established driver lost his seat.

 The first task and priority a new ‘Crisis 
Cabinet’ should tackle would be an action plan 
to address team profitability and ideas for new 
revenue streams.  This is where a Supercars 
recovery plan must start.

Supercars for Sale 

As mentioned in a previous article the worst 
possible look for any business, in particular a 
major sporting body, is a ‘For Sale’ sign hanging 

By any measure the Holden closure is a huge 
blow to Supercars, this year, next year and 
ongoing. No one should underestimate the 
emotional wrench and potential loss to the 
sport of three generations of loyal Holden 
racing fans with their hero car brand gone 
forever from Australia and NZ showrooms.  
A competitor ARG has already left Supercars 
flat-footed by seizing the brilliant initiative for a 
Holden  racing revival program later this year. 

Virgin Airlines

On April 21st, two months after Holden’s exit 
announcement, came the news that the highest 
profile brand in the sport, and naming rights 
sponsor, Virgin Airlines, went into receivership.

It doesn’t get more serious than this in terms 
of financial impact on the Series. The loss 
of income and special travel offsets for both 
the Series and the teams will be significant. 
Primary naming rights sponsorship is a 
costly business, so post receivership, one 
would foresee any new owner of the airline 
hardly in any hurry to renew old sponsorship 
arrangements.

Naming rights sponsorship for a sport such 
as Supercars should attract $1 million-plus 
annually and finding replacement sponsors 
in that league will be difficult in the post virus 
landscape. 

Television Contracts 

 The Supercars Foxtel and Free to Air television 
deal has not yet been renewed for next year. 

Delays in Supercars getting a deal locked 
away by now is a conundrum. Their job 
has just become a lot harder with recent 
announcements that two major sports and 
networks have finalised their deals. The NRL 
have just concluded negotiations with an 
estimated $2 billion deal over a seven-year 
cycle and the AFL have extended their big 
money Foxtel and Channel 7 deals to the end 
of 2024. 

Both these deals would have created 
palpitations for Supercars, knowing such a 
significant amount of money has already been 
sucked out of the television sports coffers prior 
to their deal being done. 

There are reports in media circles that 
Supercars CEO Sean Seamer last November 

rejected a very attractive Foxtel deal that would 
have created a clear platform for going forward. 
If this was the case it defies belief, as eight 
months later opportunities for an improved 
new contract would seem a much tougher 
proposition.  

One wonders if Supercars’ current crazy push 
to shift races to a summer series is more a roll 
over to accommodate the networks who wish 
to build content for their soft summer sports 
programming.  Surely Supercars could not be 
so mindless to move to a summer series where 
‘eyeballs’ are nowhere near a TV screen, as our 
sensational summers beckon all generations 
of Australians to our entrenched culture of 
enjoying our beautiful outdoors lifestyle.  

Team Sydney 

Last year Supercars trumpeted the prospect of 
a Sydney team coming into play for the 2020 
season as virtually the biggest fillip for the sport 
in a long time. Then in January there were 
media reports the new dream team ‘was on the 
skids’, but suddenly the Supercars CEO insisted 
it would proceed. 

All this uncertainty on the eve of season start 
up was a bad look. But worse was still to come 
when immediately after the first race the 
highly-promoted supposed star and glue of 
the Sydney team, James Courtney, walked out. 
This effort has been a big embarrassment for 
Supercars and one can only ponder whether, 
after the worst start imaginable, what the future 
now holds for Supercars’ big plans for a high 
profile Sydney team.
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With the huge egos of Adderton and Courtney 
now coming into play, head coach ‘Tickford 
Tim’ will have his hands full. With four cars, 
four drivers and four naming rights sponsor, all 
parties will need to remember the first lesson 
we learnt at school sports: “No Individual is 
bigger than the team”. Then as we moved to 
more senior ranks of sports, every change 
room or coach’s room featured a bold sign 
again reminding us of this and “There is no I 
in team”. Maybe this could be a first for a team 
in Supercars with ‘Tickford Tim’ placing such a 
sign in their pit garages.

All these issues noted above are significant 
by any standard, and whilst new ownership 
(whenever that may come about) will hopefully 
introduce transformational change in the 
Series, most of the problem areas above need 
attention now. There would be little argument 
from good judges the sport urgently needs 
Tony Cochrane.  Every button should be 
pushed to have Tony either head up the ‘Crisis 
Cabinet’ or take a lead role in organising a new 
ownership regime.

over a business for a prolonged period, which 
is the case with Supercars. All the behind the 
curtain scenarios of who might or might not 
be candidates to buy the business is unsettling 
for stakeholders. A ‘Crisis Cabinet’ must find a 
way to determine an appropriate solution and 
quickly stabilise this situation. 

There is currently plenty of noise circulating 
that a certain party and syndicate are working 
through an acquisition plan and possibly 
making a play. This hearsay noise however 
seems to be setting off negative alarm bells.

Adderton Mk II

As the Team 23 door closed at Tickford, 
another one opened for a return sponsor, who 
at the end of last season claimed he would have 
nothing further to do with Supercars. Will this 
‘overnight’ marriage of convenience sustain or 
end in tears in motorsport’s high risk minefield 
where sponsors back the driver rather than the 
team?

The new sponsor is Peter Adderton with his 
company Boost. He resides in America and is a 
24/7 social media self -promoter who nonstop 

posts photos of himself. In April last year in this 
article when Adderton took on the sponsorship 
of the Garry Rogers team, I flagged how this 
unusual cocktail of two differing personalities 
could be a future best seller. Sure enough there 
was excessive argy-bargy on social media from 
Adderton’s keyboard where his hubris saw him 
give Supercars an ultimatum on demanding 
certain technical changes which the Series 
rejected. The long established Garry Rogers 
Team is now no longer part of the Series.

Given the unpleasant dust-up between 
Supercars and Adderton last year, hopefully 
Supercars would have stipulated Tickford 
include some strict contractual undertaking for 
his sponsorship re-entry to prevent any repeat 
of last year’s disputations.  

From firsthand experience, conducting a four-
car team requires exacting balance and precision 
management skills. Its complexities make it six 
times more onerous than running a two-car 
outfit. Whilst it’s no holds barred between 
the four drivers on the race track, all off-track 
marketing, activations and media activities 
present challenges around proportionality of 
energy on any one car or driver.
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Understanding that retail automotive 
Dealers are operating in an 
increasingly disrupted environment, 

McKinsey spent five years working with US 
Dealer groups, individual dealerships, and 
OEMs to study the impact of disruptions on 
automotive retail and the traditional Dealer 
model, resulting in a report it released in 
January 2019, detailing its perspective on the 
space and its likely evolution.

Disruption meant Dealers were forced to 
review their own operating model, identify 
and unlock operational efficiencies, and 
discover new ways to operate in a digital, 
omnichannel environment. 

According to McKinsey, third-party digital 
channels for research (carsales, Autotrader, 
CarGurus, Cars.com, and TrueCar) and digital 
vehicle purchases (Carvana, Shift, and Vroom) 
are increasing vehicle pricing transparency 
and enabling consumers to make product 
comparisons easier, thus limiting the ability of 
Dealers to capture margin on the vehicle and 
to influence customers’ buying behaviour.

“Likewise, used-car retailing is also digitising 
rapidly as disruptive new entrants (such as 
Carvana, Roadster, Shift, and Vroom) launch 
price-competitive business models that 
simplify the buying and selling experience for 
consumers,” the report says. 

“Four automotive industry megatrends—
autonomy, connectivity, electrification, 
and shared mobility (ACES)—will reshape 
the overall automotive ecosystem. At the 
same time, the digitisation of the customer 
experience and dealership franchise dynamics 
will cause changes to automotive distribution 
in the short to midterm. Influenced by 
evolving consumer expectations, these trends 
will occur in parallel and mutually reinforce 
one another. 

“Automotive retailing’s continued digitisation 
and the growing importance of omnichannel 
marketing will put further pressure on 
margins. For example, we estimate the new car 
purchase journeys will shift to 10–25 per cent 

digital from 0 per cent today, with used cars 
increasing to 25–50 per cent digital from 
around 6 per cent today. Used-vehicle profits 
could suffer due to greater price transparency 
and vehicle availability across markets. 
However, these innovations could offer better 
ways to serve customers and extract more 
lifetime value via tailored F&I offerings or the 
up-sale of parts-and-service contracts during 
vehicle negotiations.”

McKinsey predicted that disruptive, more 
‘nimble’  high-tech companies would 
introduce new business models quickly, 
further reinforcing disruptions in the 
automotive ecosystem.

“These disruptions will put additional pressure 
on industry earnings over the coming decade. 
For instance, in a ‘do nothing’ situation, 
dealerships could see their total operating 
profit as a percentage of total gross earnings 
decrease to –0.3 per cent due to shrinking 
traditional franchise dealership profit pools,” 
the report says.

“It makes sense to improve the in-store 
customer experience as rapidly as possible, 
introducing digitisation, making online 
and offline changes possible throughout the 
purchasing journey (a true omnichannel 
experience), and enabling flexible test-drive 
plans and other innovations. 

“Potential midterm goals could include 
offering a seamless, digitised experience along 
the entire vehicle purchase and ownership 
experience to create stickiness and link 
shoppers to the dealership. Moving from a 
view based on vehicle or vehicle identification 
number to a customer-based view for 
marketing and creating more personalised 
customer outreach will further help 
dealerships grow share of wallet.”

The report found that Dealers who took an 
aggressive stance on operational efficiencies 
and redesign in-dealership operations to 
cater to a more digitised customer base often 
captured greater sales volumes and profitability 
(for example, capturing larger share in or 

beyond territory, up to 300 basis points higher 
return on sales than comparable dealers). 

Examples of such approaches include:

• Extensive training regarding the 
management of digital leads. This 
includes the introduction of lead scoring, 
response-time optimisation (with best in 
class measured at less than ten minutes 
with a tailored, personalised response), 
and after-hours touch points.

• Rigorous, data-driven performance 
dialogues with sales consultants and 
managers. While this approach is often 
considered basic, many dealers miss 
opportunities to identify the specific 
problems of individual sales consultants 
by sales-funnel stage and lack targeted 
one-on-one coaching and training.

• Integration of the sales-manager and 
finance-manager roles and sales-
consultant upskilling to manage more 
of the process. This will reduce head 
count, creating a more seamless customer 
experience with fewer handovers 
and ultimately resulting in a shorter 
overall sales process. Dealers that have 
implemented this approach successfully 
have maintained F&I attachment rates 
and front-end or back-end gross margins 
while reducing head count and process 
times, improving customer satisfaction, 
and increasing sales conversion.

• Digitisation of the in-dealership 
process. For example, this can be 
done with virtual trade-in appraisal, 
scanning of customer ID upon arrival 
for easy document preparation, and 
use of external data to create a more 
comprehensive view of customers. 
The dealership should put all available 
customer data at the fingertips of the 
sales consultants, including prior 
transactions and service histories, 
insights into sociodemographic elements, 
and so on, to enable a highly customised 
sales interaction. It also means using 

IMPROVING YOUR ONLINE GAME: STUDIES TO 
LEARN FROM

FEATURES       Australian Automotive Dealer Association FEATURES       Australian Automotive Dealer Association 



automotivedealer.com.au  |  JUNE 2020  |  41

Dealer and third-party data to reach out 
proactively to customers with the right 
marketing offer at the right time.

The McKinsey report concluded that with 
the entry of new digital disruptors, customer 
expectations are rapidly changing. 

“Dealers can no longer simply post their 
inventory online and hope for the best. 
Instead, they need to build the capabilities 
required to engage customers both online 
and offline via an omnichannel strategy. They 
must fine-tune their e-commerce solutions 
and enable customers to dig deeply into 
the offering online before coming into the 
dealership. Dealers should also think about 
their marketing spending efficiency including 
not just lead count but also lead quality, 
conversion, and customer insights provided by 
third parties. As the digital universe expands 
with online retailers and software offerings 
from established and newer players, dealers 
need to approach partnerships strategically 
to strengthen their digital presence and their 
omnichannel purchase path.”

Another report, prepared in 2018 by EY, titled 
Automotive retail 2030: Evolution of dealerships 
and potential new roles in retail, said that 
digitalisation is the prime driver of change in 
the vehicle distribution industry, impacting 
everything from customer acquisition and 
vehicle delivery to aftersales. 

“From point of sale via digital tools (3-D 
screens, media walls, virtual and augmented 
reality, etc.) to customer data analytics, remote 
servicing and predictive maintenance — the 
way vehicles are purchased, distributed and 
serviced is changing dramatically,” the report 
states.

“Online presence is increasingly becoming 
critical to attract first-time customers. 
However, it continues to be a blind spot for 
traditional Dealers as most of them do not 
intend to increase online presence. Whereas, 
select OEMs, captives and brokers are offering 
sophisticated portals capable of performing 
entire customer journeys online.

“Dealers need to actively increase their 
online presence and optimise their efforts on 
traditional marketing channels. Digitalisation 
has reduced the need to contact the Dealer 
in the first instance. Customers are able to 

quickly interact and easily access information 
across media and devices. Over time, the 
average number of customer visits to dealers 
before buying a car has dropped considerably, 
as most customers now visit the dealership 
only to close the vehicle purchase.”

The EY study found that 70% of new car 
buyers said they intended to buy from the 
Dealer they first visit, while four out of five 
customers buy from the first salesperson they 
come into contact with (in-person, online or 
on-call). 

“Sales representatives hold prominence for not 
only closing sales with willing customers but 
also persuading unwilling customers. As per 
our survey, lack of social skills in a salesperson 
is the biggest barrier to successful sales, 
followed by brand image and price. While 
visiting a dealership, customers consider 
service orientation and expertise of the 
salesperson as most critical,” the report writers 
noted.

“While some of the OEMs, captives, brokers 
or special concept companies are excelling at 
the online purchase journey, Dealers have not 
aligned resources in this direction yet. Today’s 
technology permits implementing the entire 
customer journey online, offering a faster and 
easier buying process while also enhancing 
trust and quality.”

EY found the following “first-class features” 
shared by leading online vehicle sales portals:

• Information phase: enhances the 
customer experience with digital tools 
to help select a product based on select 
requirements while providing product 
and sales process information via 
different channels such as videos, chats 
and texts

• Consideration phase: provides the 
customer an interactive 3-D view, 
360-degree videos and a virtual reality 
experience; allows comparison of vehicle 
financing products and booking test 
drives, including “bring” services

• Purchase phase: provides flexibility and 
access to reserve a vehicle online (without 
any charges or with short-term online 
credit), allows for virtual documentation 
with e-signature, provides preferred 

mode of car delivery with real-time 
status.

Last year, digital business transformation 
company Publicis Sapient published a report, 
titled The Automotive Sales Model of the Future.

It concluded that an increasing focus on the 
customer was an “undeniable turn of events” 
in the evolution of the automotive landscape.

“Customer behaviour now stands at the 
centre of the transportation and mobility 
web influencing everything from design, 
engineering and innovation to relationships 
between original equipment manufacturers 
(OEMs), national sales companies (NSCs) and 
dealers,” their report states. 

“The race is on as players across the 
automotive industry are striving (in some 
cases, scrambling) to incite long-term 
customer loyalty and value via more accessible, 
convenient, personalised and rich experiences.

“Leaders need to drive human-centric 
transformation, both internally and 
externally. Technology is not the sole driver 
of transformation. In fact, it should only exist 
to empower and enable those that are: one’s 
employees and customers. The understanding 
of these two cohorts is where every initiative 
should begin, thereby ensuring that whatever 
is designed and built is done with employees in 
mind and in customer-centric ways.”

According to Publicis Sapient, those looking 
to accurately serve existing and new customers 
must make better connections in order to 
inform, engage and wow the customer of the 
future. 

“The loosely connected online and offline 
touch points that hinder today’s customer 
journey stand to transform into the seamless, 
consistent and multi-channel experiences 
that future generations of customers cannot 
live without,” the report says. “And, one-size-
fits-all interactions are giving way to more 
personalised and relevant ones than ever 
before.”

The key to success will be combing new 
technologies and existing systems in a way 
that delivers a cohesive, enhanced customer 
experience, across departments.
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You are your reputation... at least, almost 
by definition, you are in the eyes of your 
customers and potential customers.

The Local Consumer Review Survey, conducted 
by BrightLocal last December, revealed just 
how important a business’s reputation is. We’ve 
always known that word of mouth and friends’ 
recommendations are the best free marketing 
a business can buy, but the study found that 
consumers trust the word of strangers too. 

Key findings:

• 90% of consumers used the internet to 
find a local business in the last year, with 
33% looking every day

• 82% of consumers read online reviews for 
local businesses, with 52% of 18-54-year-
olds saying they ‘always’ read reviews 
(93% of 35-54-year-olds)

• Positive reviews make 91% of consumers 
more likely to use a business, while 82% 
will be put off by negative reviews

• The average consumer reads 10 reviews 
before feeling able to trust a business

• Only 53% of people would consider using 
a business with less than 4 stars

• The average consumer spends 13 minutes 
and 45 seconds reading reviews before 
making a decision

• Among consumers that read reviews, 
97% read businesses’ responses to reviews

“The number of consumers writing reviews is 
growing, with two-thirds of consumers now 
having written reviews for local businesses, 
and the average reviewer writing 9 reviews in 
2019,” the report said. 

“While consumers report being more likely to 
write a review for a positive experience than a 
negative one, businesses can still make a real 
difference by remembering to ask consumers 
to leave feedback on the sites that matter.”

The survey also found that the “automotive” 
industry received the seventh-most online 
reviews, and “car dealerships” was 10th, so you 
better believe your reputation is important. 

How you feel about your dealership is one 
thing, and you know how you want it appear 
to others. But how they experience or perceive 
it doesn’t necessarily marry up with your 
expectations.

Consumers don’t wait until they know 
everything about a business to decide 
whether to engage with it, or even ensure the 

information they do have is accurate. They use 
whatever is readily available to them to make a 
decision, namely your reputation.

Your reputation is in your website, your social 
media, customer reviews, your showroom, 
service department, and your staff.

It radiates out to your target audience, 
your customers, competitors, community, 
employees, those who support your business 
and those who don’t. Your reputation helps 
you understand how others actually perceive 
your business, and it can help you stand out 
from your competitors.

Monitoring Your Reputation

While you build your reputation in order 
to influence what people think of your 
dealership, reputation monitoring reflects what 
they actually are thinking and saying about it. 
Monitoring your reputation involves keeping 
a close eye on the various channels people 
use both to engage with your business, and to 
engage with others about your business.

Your reputation is less tangible than your 
stock, service department, or brand, but just as 
important. You are your reputation. People will 
decide whether to engage with you based on it. 
So make it a good one.

REPUTATION IS EVERYTHING
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In the latest of our series, thanks to legendary service 
adviser trainer, Lloyd Schiller, of LloydSchiller.
com and Brooke Samples of Profit Blueprints, 
Brooke shows you how to turn a lost sale into an 
opportunity to improve.

We know we can’t sell something to 
every Customer. However, when 
we track Lost Sales to discover 

the underlying reason for the losses, we 
ultimately will improve our sales. There 
are probably no more than half a dozen 
reasons for a Customer to say “No thank 
you,” whether they voice their excuses or 
not. The most common excuses are: Price 
was too high; we did a poor job explaining 
the benefits of buying the service or product 
from us; we didn’t have the vehicles or parts 
in stock. But if we were better at tracking the 
Lost Sales, and determining “why” we lost 
them, we could better anticipate the demands 
of the marketplace, and thus continue to 
grow our sales. We need inventory to sell 
vehicles and parts, but we know that to stock 
inventory that doesn’t sell is simply a recipe 
for high holding costs, inventory damage & 

obsolescence. It is a balancing act with a lot 
of money on the line. When you track Lost 
Sales, you have the necessary information 
to stock inventory that is in demand and 
what will be in demand. Each Department 
Manager has his or her own challenge of 
gathering and using Lost Sales data to make 
their department thrive and grow.

Vehicle Sales Department 

Surveys show that Customers visit an average 
of less than two dealerships before they make a 
buying decision as so much preliminary work 
is done on the Internet. With that in mind, the 
goal should be to have at least a 50% closing 
ratio. Regardless what your closing ratio is, we 
can improve our sales if we understand why a 
prospective Customer didn’t buy from us. Are 
there specific salespeople or certain products 
or services that have a higher Lost Sales rate? It 
is only when we ask the Customers why they 
didn’t buy (whether it is the staff, the price, 
the vehicle selection, product availability or 
the services offered) that we can determine 
the cause of the loss. Even if we don’t make 
a sale, the information gathered will help us 
make the next sale. This same principle applies 
to the Finance Department—why didn’t we 
sell a recommended product and what can 
we do better next time? Many years ago, I 
wanted a used convertible. This was before the 
proliferation of  Internet sites to find the exact 
vehicle I wanted, so I toured the dealerships 
most likely to stock a convertible. While not 
one had a used convertible in stock (this is 
Florida–what’s wrong with that picture?), no 
one bothered to take my information should 
the Used Car Manager “come across one.” 
The reason for this Lost Sale was because they 
didn’t stock the car and no effort was made 

to obtain a vehicle. To this day, I wonder if 
it was because I was a “girl” or because the 
Salesperson wasn’t properly trained. (I have 
since then owned three convertibles and not 
one was purchased from the dealerships I 
shopped.) Make it part of your best practices 
to log and understand why a sale wasn’t made. 
Then take the logs and develop a strategy to do 
better next time. 

Service Department 

I hate to say it, but probably the most 
frequent reason for a Lost sale in the Service 
Department happens when the Advisor simply 
doesn’t ask for the sale. Price, time, and not 
providing the Customer with a compelling 
reason to buy today, are the next most frequent 
culprits in Lost Sales excuses. When you 
implement a Second-Effort process, not only 
do you have another chance to make a sale, 
but you then learn why the recommended 
work was declined in the first place. After the 
Manager checks the vehicle’s service history, 
the Manager’s contact might sound like this: 
“Hi Ms Jones, this is Brooke Samples, the 
Service Manager at Paradise Motors. First, I 
want to thank you for all of your past business. 
My Service Advisor Gabby Smith advised me 
that you are here for a recall and your vehicle 
was due for brakes and tyres. Your tyre treads 
are down to 2/32” and your front brakes were 
down to 3/32mm. Both of these measurements 
are below safety standards. We recommended 
that you replace the front brakes and resurface 
the rotors; and we offered three prices to 
replace the tyres. I’m just curious, if you don’t 
mind my asking, why did you decide not to 
get the work done today?” Log the responses 
(even if the Customer ultimately decides to 
have the work done). Is pricing a consistent 

LOST SALES DON’T HAVE TO BE A TOTAL LOSS
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issue? Then evaluate your pricing and menu 
packages; do you need to offer BEST, Better, 
good options? Is there one Service Advisor 
who does worse than the other Advisors? Will 
training help, or do we need to upgrade an 
Advisor? If  the Customer didn’t have time, 
can we offer alternate transportation or break 
the job down into what can be done today and 
schedule the rest for later? 

Parts Department 

If the mindset is “we can get the part 
tomorrow, we don’t need to stock it,” consider 
the Parts and Service Gross Profits lost 
as a Tech waits (averages between $100-
$125 per hour), or the potential Wholesale 
Customers stop calling because the parts are 
“never in stock.” The Parts Department is 
fortunate because the DMS is built with the 
ability to track lost sales, IF we use it. Last 
year, for Dealers from whom I receive Parts 
management reports, I added “Lost Sales” 
to the Parts Inventory analysis. I did this 
because I would see huge variances between 
dealerships, even those in the  same Dealer 
Group. Some would show hundreds of Lost 
Sales, while others showed Zero! Zero? How 
is that possible? Well, it could be true if you 
have NO incoming phone calls for the front 
counter or for the wholesale counter. From 
the size and locations of most dealerships, 
zero probably doesn’t reflect reality. Most parts 
management systems are smart at inventory 
control; they take your stock orders, customer 
orders, emergency purchases and lost sales 
to determine what you should stock. This 
assumes all emergency purchases (regardless 
of where they were purchased) are posted with 
the factory part numbers.

Problems arise when people try to outsmart 
the system and think “Oh, we’ll never stock 
that part, no need to post the Lost Sale,” or 
“It’s just another Dealer who called, no need 
to post the Lost Sale.” Lost Sales are defined as 
a part you would have sold had you had the 
part and the price had been right. This means 
if you have to go down the street to get a part 
for a Customer, it’s not a Lost Sale. If you order 
the part from the factory, it is not a Lost Sale. 
If you order a part and the Customer went 
elsewhere to get the part, instead of waiting, 
the DMS will log the demand in the system 
and that is good enough since you receipted a 
customer ordered part. In my opinion, most of 
the time I wouldn’t enter it as a lost sale.

If you quote the part’s price to a potential 
Customer and he doesn’t want the part 
because of the price, there is no reason to 
enter it as a Lost Sale…after all availability of 
the part wasn’t the issue. You can track the 
reason why the sale wasn’t made which could 
be useful for you and your Manufacturer. You 
can define whether the parts number should 
be considered when looking at parts to phase 
in. When I see Zero to Low Lost Sales logged, 
I wonder why a Counter Person wouldn’t take 
the time to accurately track a demand. After 
all, if the part had been on the shelf, the part 
could have been sold, profit would have been 
made and commission earned. Perhaps it 
comes down to education and the importance 
of just a few key strokes.

For the Front/Wholesale Counter Sales 
People,a log can help determine whether a part 
number should be posted as a Lost Sale or not. 
Track Customer inquiries by jotting down the 
name and part number in a spiral notebook. 

At the end of the day, if the Customer didn’t 
call back to order the part, enter it into the 
Lost Sales Screen. If the Customer just called 
to check on the price, do not enter it as a 
Lost Sale. Post-It-Notes, like Pattie, a Texas 
Toyota Parts Manager, uses on the Counter 
People’s computer monitors, help her have 
an inventory that supports the Technicians, 
instead of hindering them, and makes her 
Parts Department the choice of Wholesale 
Customers.

Bodyshop 

Track your estimates and two days after 
the estimates were written, follow-up with 
Customers whose vehicles weren’t totalled or 
who did not set an appointment. Use a script 
similar to the Service Manager’s script to try 
to set a date for the work. If the Customer 
says the work will be done at a different shop, 
inquire as to why your shop wasn’t selected. 
If the Customer wants to keep the insurance 
cheque, explain the downside of that action to 
the Customer. Track your closing ratio of sales 
to the number of estimates written.  Eighty 
per cent sold is a good target. Ultimately, your 
log, and noted explanations of “Lost Sales” will 
help you sell more work in your shop.

Each department needs its own system to 
track lost sales and then determine which Lost 
Sales could have been prevented. The amount 
of time necessary to track and analyse the 
information is small compared to the benefits. 
With better processes, you can minimise the 
loss of these opportunities. The upside to a 
Lost Sale is that it gives us the opportunity to 
become better, and who doesn’t want that?
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Nissan has announced it will end sales 
of two compact cars in Europe and 
Russia, citing a consumer swing away 

toward utilities in the segment.

It follows General Motors’ announcement it 
would to cease production of right hand drive 
vehicles, and Honda’s decision to significantly 
cut its Australian Dealer network and adopt an 
agency model, as it has in New Zealand.

Nissan stopped building the Pulsar hatchback 
for Europe in June and will end production of 

the Almera sedan in Russia later this year, the 
company said.

The decision was made in response to “a 
rapidly increasing switch by European 
customers from traditional vehicle segments 
to crossovers,” Nissan said in a statement. “The 
story in Russia is similar,” a spokesman said. 
The electric Leaf is the only remaining non-
SUV compact car sold by Nissan in Europe.

The Pulsar was launched in 2014 to give 
Nissan a competitor to cars such as the 
Volkswagen Golf and Ford Focus, and fill a gap 
in Nissan's range in Europe that had existed 
since the automaker ended production of 
the original Almera compact in 2006. Nissan 
predicted European annual sales of 64,000 
for the Pulsar but last year the model sold 
just 25,221, according to figures from market 
researchers JATO Dynamics. The car was 
produced in Nissan's plant in Barcelona, Spain.

NISSAN PULLS OUT OF EUROPE'S COMPACT 
CAR MARKET
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