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T
he Australian Competition Policy 
Review - led by emeritus profes-
sor Ian Harper - has recommend-

ed that restrictions on parallel and used 
imports vehicles be relaxed in favour 
of giving consumers’ choice, in its final 
report on Australia’s competition rules, 

the first of its kind in 20 years.
The review found that restrictions 

should be immediately removed, mak-
ing it easier for individuals or retailers 
to import certain products without 
needing to go through an authorised 
distributor or IP owner.

This would see 
a dramatic drop in 
the price of some goods, including 
second-hand and parallel import cars.

The endorsement could see Australia 
mirror the New Zealand system, where 

Used and parallel imports 
recommended for Oz

Continued on page 47

T
he government last month re-
leased the Responsible Lending 
Code, a piece of guidance aimed 

at tidying up activities at the riskier end 
of the finance market.

“We know that most lenders are 
already following responsible lending 
practises with their customers,” says 
consumer affairs minister Paul Gold-
smith. “However, a percentage of lenders 

– such as loan sharks and unscrupulous 
payday lenders – are not.”

The code and lender responsibil-
ity principles come into force on June 
6, 2015, and while mostly targeted at 
‘loan sharks’, they are worth reviewing 
for anyone in the lending market – 
including dealers.

In AutoTalk’s Finance and Insurance 
section in this issue - found on page 20 

Responsible Lending Code - who is responsible?
- Autosure national sales manager Tony 
Neems reviews the code for dealers, 
noting most dealers will be above the 
need for the code.

“Most dealers have invested massive 
amounts of time and money into their 
businesses and most can be classed as 
true business professionals,” Neems says.

For dealers, Neems notes the impor-
tance of provisions around insurance sales.

“Under the code you must make all 
reasonable enquiries before entering 
into the contract and be satisfied that 
the insurance products provided under 
the contract will meet the borrower’s 
requirements and objectives.”

Read more on page 20
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INDUSTRY SUPPORTERS RECOGNISED BY 

Nissan boss takes MIA chair

N
issan NZ managing director 
John Manley has taken the 
chair of the Motor Industry 

Association - as part of its normal 
two-year cycle.

Glynn Tulloch, managing director 
of European Motor Distributors was 
re-appointed as one of two vice-pres-

idents, while Corey Holter, managing 
director of Ford New Zealand took the 
other vice-chair role.

In his column in this month’s 
AutoTalk, association chief execu-
tive David Crawford thanks outgoing 
president Andrew Clearwater, head of 
Mazda New Zealand, for his work.

“I would like to take this opportunity 
to thank Andrew for his leadership and 
guidance over the last two years, he has 
been instrumental in helping me transi-
tion into my role as the association’s 
chief executive following the retirement 
of Perry Kerr who had held the role for 
the previous 27 years,” Crawford says. 

T
he latest decision in the case 
of the Commerce Commission 
against Sportzone Motorcycles 

and Motor Trade Finance over the 
charging of fees has gone against the 
dealer and lender.

The Court of Appeal hear-
ing in the case was held in 
November 2014, with the court 
dismissing the appeal in a 
judgement released last week.

The Court of Appeal 
has upheld both the High 
Court’s ‘Liability Judgment’, 
that some fees charged 
under the loan contracts were un-
reasonable in terms of the Credit 
Contracts and Consumer Finance Act 
2003 (CCCFA), and the ‘Quantification 
Judgment’, which detailed specific 
costs that could be recovered by way 
of the relevant fee.

The High Court had earlier dismissed 
claims by the Commerce Commission 

that MTF had not 
clearly stated the 
charges.

MTF, in a statement, notes the 
amount by which the fees have been 
held to be unreasonable, and is to be 
repaid to 39 Sportzone borrowers, is 
less than $10,000.

“MTF is disappointed with the decision 

that the amount of some fees charged 
were considered unreasonable,” it says.

“MTF did not attempt to recover 
any costs other than the costs of 
running its finance business and did 
not make a profit from any of the fees 
charged,” it says. “All costs recovered 
through fees were previously being 
recovered through the interest rate 
charged to borrowers.

“MTF specifically adjusted the average 
interest rate down by two percentage 

Loss for MTF in 
Court of Appeal

points to compensate borrowers for the 
introduction of the CCCFA fees model.”

The broader issue could be with 
claims from other borrowers – and 
MTF says not in a position to finally 
quantify any potential implications at 
this stage, but MTF is well advanced in 
this process and hopes to work with 
the commission to ensure the current 
fee model is compliant.

As the matter remains before the 
courts, MTF will not be making any 
further comment.

For the Commerce Commission, 
commissioner Anna Rawlings says the 

Court of Appeal has provided 
a clear statement on the ap-
proach lenders should take 
to the fees they charge.

“The court’s ruling pro-
vides easy to understand 
guidance for lenders, making 
it clear that credit fees should 
only cover costs that are 

closely related to the particular loan 
transaction,” Rawlings says.

“The commission will be publishing 
further credit guidance to reflect the 
judgments of the High Court and Court 
of Appeal, and to ensure that lenders 
are clear about what the law requires.”

The court has instructed MTF and 
Sportzone to pay the commission’s 
costs. The companies have 20 days to 
seek permission to appeal the ruling to 
the Supreme Court. 

DEFINING COSTS:
“To be reasonable, the cost the creditor seeks to recover 
must be sufficiently close and relevant to the establishment 
of the particular loan, to the administration and mainte-
nance of a particular loan, or to the actual consequences 
of the particular default.”
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K
iwi dealer and distribu-
tor Neville Crichton 
has landed a deal 

to expand his Australasian 
vehicle distribution business 
significantly wider.

One of his companies, 
European Automotive Im-
ports, has been appointed 
to distribute the Maserati 
brand in South Africa.

The deal commences May 
1 through its subsidiary Eu-
ropean Automotive Imports 
– South Africa (EAI-SA).

“We are extremely hon-
oured to be given the oppor-
tunity to handle Maserati in 
South Africa,” says Crichton. 
“This is not just an outstanding 
vote of confidence in what we 
have achieved in Australia and 
New Zealand,“ it is also a clear 
acknowledgement that we 
have the people and the ex-
pertise to transform Maserati’s 
position in the South African 
market – to offer a new 
benchmark for exclusivity and 
dedicated customer service 
supporting Maserati’s unique 
range of performance cars.”

EAI took over the distribu-

tion of Maserati in 
Australia and New 
Zealand in 2005. 
New Maserati deal-
ers opened in all 
the state capitals 
of Australia and in 
Auckland, as well as 
Maserati’s first cus-
tomer service centre 
in the South Island. 

Last year saw a 
199.3% increase in Austral-
ian sales and a 400% rise in 
New Zealand sales in 2014 
over the previous year.

The launch of Euro-
pean Automotive Imports 
in South Africa is being 
overseen by Glen Sealey, 
general manager of Ma-
serati’s EAI operations. 

EAI-SA will be based in 
Johannesburg with a South 
Africa dedicated team. EAI-
SA will open and run the 
Johannesburg Maserati deal-
ership. It is seeking partners 
for representation in Cape 
Town, with a dealership in 
Durban planned for 2016.

“South Africa holds 
considerable potential for 

Maserati and has 
a wide range of 
synergies with 
Australia and 
New Zealand well 
beyond that they 
are all right hand 
drive markets,” 
says Sealey. 
“These include a 
larger than aver-
age performance 

market sector, similar speci-
fication requirements and 
customers who demand 
real exclusivity and high 
levels of personalisation. 

“For European Automotive 
Imports the move into South 
Africa is a unique opportu-
nity to expand our company 
into a growing market, with 
a dynamic economy and an 
outstanding future.

“While Maserati sales in 
South Africa, as they have 
around the world, will inevi-
tably increase as we put our 
plans in place, achieving this 
sales target or that market 
share is not what our long 
term plan for South Africa is 
about,” says Sealey. 

AutoTalk Magazine and 
autotalk.co.nz are published 
by Auto Media Group 
8/152 Quay Street, Limited. 
P.O. Box 10 50 10,  
Auckland City, 1030. 
Ph. 09 309 2444. 

NEWSTALK

Kiwi lands South 
African distribution 
deal
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PORT TO DOOR SERVICE INCLUDING:

T
he Motor Trade Association says 
there is nothing wrong with dash 
cams being left on in cars that are 

being serviced - but owners should be 
informing the repairer.

The issue of dashcams in cars be-
ing serviced came to prominence in 
Australia last month, with a Toyota 
franchise dealer’s refusal to work on 
cars where dashcams were activated.

Toyota Australia was quick to 
point out that the policy is not a 
company-wide initiative, while ser-
vice associations say they have no 
issue with the cameras running.

New South Wales based Nowra 
Toyota  put up a strongly-worded 
sign informing its customers that 
they must disable any type of 
recording equipment they have 
running in their vehicle before they 
drop their car off.

The sign reads: “The above 
serves as a warning that staff or 
agents engaged by this establish-
ment will not be subjected to 
UNAUTHORISED SURVEILLANCE 
at any time or for any purpose.”

“Please note, due to this Com-
panies (sic) Privacy Policy, under 
NO CIRCUMSTANCES will any 
work or test driving be undertaken 
by our personnel (or independent 
contractors) if ALL or ANY audio/
visual recording device/s fitted this 
vehicle is/are not removed and/or 
deactivated,” it adds.

First published on Facebook 
page Dashcam Owners Australia, 
the notice struck a particular nerve 
with users who were quick to com-
ment on the policy.

By far the most common ques-
tion in the hundreds of comments 
centred around trust. “If you’ve got 
nothing to hide, you’ve got nothing 
to fear,” Jonathan Cheng wrote.

In New Zealand it is not illegal 
to record people, and MTA industry 
relationships manager Greig Epps 
notes they have not issued specific 
guidance on the issue.

“But legally, there’s really noth-
ing anyone do if a person installs 
an inward-facing dashcam to 
protect their vehicle – that’s their 
right, as owner,” Epps says.

But camera owners should inform. 

“If the camera is 
outward-facing, the 
owner should definitely 
inform the repairer or 
dealer, as it may capture 
information unrelated to 
the car and its service,” 
he says. “We also suggest 
there is a moral obliga-
tion to inform anyone 

being filmed that their im-
age is being captured, and 
of course, any repairer can 
refuse to work under those 
circumstances.

“However, MTA members 
represent the best in the 
industry; and we don’t really 
expect many, if any, of these 
cases to arise.” 

Dashcams ok if informed - MTA
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T
he new body lobbying for the 
imported vehicle trade across the 
Tasman – the Australian Imported 

Motor Vehicle Industry Association – has 
announced two new financial supporters.

The association has signed logistics 
firm Autohub and vehicle inspection 
and verfication service JEVIC as its first 
two ‘foundation supporters’.

AIMVIA vice president Ross Pendergast, 
told AutoTalk the association’s board was 
very pleased with the new supporters.

“There is still a long way to go in 
terms of what we want to achieve, but 
this is a very important first big step.”

AIMVIA is currently looking for 
members and foundation supporters – 
generally members of the import supply 
chain and associated industries.

“Both JEVIC and Autohub are also 
members but also show a greater 
level of support than just becoming a 
member, which is vital for the ongoing 
activities of the association.”

Autohub’s international coordinator 
for New Zealand and Australia, Tony 
Tiehuis, told AutoTalk that Autohub is 

happy to be a part of an association that 
represents the logistics industry.

“We see ourselves as a key financial 
supporter for AIMVIA but also we want 
to provide advice where we are quali-
fied to provide advice. We have rep-
resentation in Australia, New Zealand 
and the UK as well as our head office 
in Japan, so we can offer advice in our 
field, which is logistics,” Tiehuis says.

“AIMVIA is in the development 
phase and starting to find their foot-
ing, but I believe they will be the key 
organisation in Australia to represent 
the vehicle imports industry.”

“AIMVIA will end up representing a 
broad front for the imports industry, 
whereas current and previous organisa-
tions only represented small sections 
of the industry, the fact that AIMVIA will 
encompass all of the industry is a posi-
tive step forward,” Tiehuis adds.

JEVIC chief executive Euan Philpot 
says the company is enthusiastic about 
providing the support.

“JEVIC is keen to be an industry sup-
porter and interested in assisting the Aus-

tralian marketplace, and agrees with the 
aims of the the association around age 
of fleet, competition, and protecting the 
consumer. Those are three key things for 
the association and we are keen to be part 
of supporting the industry,” Philpot says.

“Our support as a Foundation Sup-
porter with AIMVIA is recognised as 
a long term goal. We already have an 
appointment for the Australian Govern-
ment to provide our services offshore 
and we are engaged with regulators and 
industry experts. We also have a lot of 
knowledge on the Australian market-
place so we are well positioned to be 
able to support AIMVIA with the chal-
lenges ahead,” Philpot explains.

Both companies currently operate 
within the Australian vehicle import 
model and are committed to the con-
tinued marketplace access for used 
imported vehicles.

AIMVIA’s mission is to strengthen 
the case for the relaxation of current 
import restrictions and tarrifs in light of 
the announcements that car manufac-
turing will cease by the end of 2017. 

AIMVIA signs first supporters
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Ford readies for life with 
new ‘flagship’
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I
n communications to journalists 
leading up to the launch of the new 
Mondeo, Ford NZ’s communications 

manager Tom Clancy called the 
car their ‘flagship’ - a sure sign Fal-
con is now pushed very much into 
the back of the company’s mind.

The long-awaited new model 
is rolling out to dealers this 
month, where it will become 
the model to push to those not 
just wanting a medium-segment 
vehicle, but those wanting a 
bigger Ford as well.

Managing director Corey Holter 
is obviously expecting big things.

“The all new Mondeo con-
tinues Ford’s plans to shake up 
the market in every segment and 
offer New Zealanders whole new 
levels of reliability, smart technol-
ogy and driving excitement,” says 
Holter. “We did it for utes with the 
Ford Ranger and now the new 
Mondeo will continue that trend 
in its segment.”

How much they are expecting 
is unclear, the company was shy 
on NZ sales expectations at this 
week’s launch in Canberra.

The company is expecting the 
new car to take on competitors 
outside of its existing segments.

“We have our segment com-
petitors of course, but even 
New Zealanders with a luxury or 
premium brand vehicle on their 
shopping list should be taking a 
look at the new Mondeo,” says 
Ford New Zealand marketing 
manager Chris Masterson.

Helping sales will be that the 
pressure on supply will be com-
ing off. Even late into the life 
of the old model, supply was 
constrained, but with production 
moving to Valencia, supply should 
free up.

While in a long steady decline, 
the medium segment has been 
holding steady over the last 
year at 5% of the overall market 
- and will gain as large vehicles 

continue to disappear from the main-
stream market.

In Australia, Ford quotes Camry 

heavily as its key competitor - in New 
Zealand it is more likely to be Mazda 6 

Continued on page 8
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in Mondeo’s sights.
New Zealand Mondeo 

shoppers will have access 
to three levels of specifica-
tion, three engines - two 
turbo-charged petrols and 
a turbo-diesel - and hatch 
and wagon body styles. Pet-
rol hatches will be the most 
popular combination.

The engine range opens 
with a 149kW and 345 Nm 
2.0-litre EcoBoost petrol 
on the the Mondeo Ambi-
ente, or optional 132kW and 
400Nm TDCi diesel on Am-
biente and Trend. The Trend 
and Titanium models will 
offer a high output 177kW 
version of the EcoBoost 
engine.

A six-speed automatic 
transmission is standard 
across the range. No manual 
is coming to New Zealand 
despite being offered in 
other markets.

The company is claiming 
fuel economy of 5.1l/100km 
for the diesel, 8.2l/100km 
for the base petrol, and 
8.5l/100km for the more 
powerful version.

The Mondeo is the first 
model for New Zealand 
to be built on Ford’s new 
global CD-segment plat-
form, debuting Ford’s new 
integral link rear suspension 
configuration.

Utilising high-strength 
steel, Ford says the body is 
10% stiffer than the outgo-
ing model. For the first time 
the model gets electric 
power steering, teamed 
with ‘torque vectoring 
control’ - placing power at 
a selected wheel to assist 

steering and handling.
Ford is pushing the car 

as a technology and safety 
leader, and is making much 
of an exclusive safety 
technology for now - inflat-
ing rear seatbelts standard 
across the range. The belts 
are designed to operate like 
conventional seat belts with 
the added ability in the event 
of a collision to deploy a 
‘mini-air bag’ over an oc-
cupant’s torso and shoulder 
in 40 milliseconds.

The inflatable rear 
seatbelts feature spreads 
crash forces over five times 
more area of the body to 
help reduce pressure on the 
chest and control head and 
neck motion for rear seat 
passengers.

“Inflatable rear seatbelts - 
now on all our new Mondeos 
- are a great example of Ford 
going further for our cus-
tomers,” says Masterson. “It’s 

FORD READIES FOR LIFE WITH NEW ‘FLAGSHIP’
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an important and effective 
new safety feature that cus-
tomers will appreciate having 
for their passengers, whether 
it’s the kids in the back or 
work colleagues.”

Mondeo also gets an in-
house developed pre-colli-
sion and pedestrian detection 
system, using camera and 
radar measurement, teaming 
up with blind-spot monitor-
ing and lane keeping monitor 
and assist systems on Trend 
and Titanium models.

For those with young 
drivers in the family, the pro-
grammable ‘My Key’ system 
allows speed and the auto-
dial system to be restricted.

On the technology side, 
SYNC2 arrives in Mondeo, 
a voice-activated commu-
nications and infotainment 
system which includes two 
USB ports, SD card port, 
iPod and audio/video RCA 
inputs, bluetooth connectiv-
ity and navigation.

Higher models get an LCD 
dash unit, providing multiple 
information screens in and 
around the gauge cluster.

On Titanium models, the 
Mondeo will park itself in 
parallel and perpendicular 
spots - and can also unpark 
itself from parallel situations.

The Ambiente gets 17-
inch wheels, daytime running 
lights, active grille shutters 

on the diesel, power 
heated mirrors, front 
and rear parking 
sensors, hill launch 
assist, load levelling 
rear suspension on 
the wagon, paddle 
shift, cruise control 
and dual zone climate 
control.

It also gets ‘MyKey’ 
and a full count of 
airbags and braking 
assist systems.

The Ambiente’s 
extras include keyless 
entry and start, adap-
tive cruise control, 
power front seats 
that are heated, auto 
headlights including auto 
high beam, rain sensing wip-
ers, part leather, a rear view 
camera, blind spot detection, 
active city stop and pre-col-
lision assist with pedestrian 
detection.

Titanium brings 18-inch 
wheels, a body kit, pano-
ramic glass roof, power 
tailgate, adaptive suspen-
sion, adaptive LED head-
lamps, full leather sports 
seats, power reach and 
rake on the steering wheel, 
lake keeping aid and assist, 
lane keeping warning and a 
driver impairment monitor, 
on top of other additions.

Pricing starts at $43,990 
for a 2.0-litre EcoBoost 
Ambiente up to $54,890 for 

a top EcoBoost Titanium.
AutoTalk had a chance to 

briefly drive diesel models in 
Australia this week and came 
away impressed.

The car rides extremely 
well considering a relatively 
firm handling setup, while the 
2.0 litre diesel is brisk. More 

impressive, however, is how 
quiet it is despite hauling a 
substantial vehicle.

Accommodation, both 
front and rear, is spacious, 
and boots on both the 
wagon and liftabck appear 
huge, with decent loading 
access. 

 Full border inspections 

 Authorised MPI inspections 

 Authorised NZTA inspections

 Odometer verification 

 Pre-export appraisal

 Vehicle history reports

JEVIC NZ
09 966 1779   www.jevic.co.nz

Specialists in  
pre‑shipment inspections  

in Japan & UK

Continued from page 8

F
ord Australia has been on 
an aggressive advertis-
ing strategy in Australia, 

deliberately ‘poking the bear’ 
by running adverts quoting 
figures that purport to show 
how its vehicles are superior 
to Toyota’s options.

Kuga was first, and with 
Mondeo - and soon Ranger - 

they will continue the strategy.
“We will continue to tacti-

cally challenge,” one Ford 
Australia exec. told journal-
ists. “The way you do it is 
important and we are simply 
telling the facts.”

With Kuga first, and now 
Mondeo, Ford NZ is following 
the same aggressive strategy. 

NZ follows aggressive 
Aussie advertising 
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A
 call to action has been 
made for the automo-
tive industry: “Change 

now while times are good.” 
In a presentation at the 

2015 Automotive Forum in 
New York City, Cox Automo-
tive president Sandy Schwartz 
issued this call to action.

Building on insights from 
US Autotrader’s just-released 
Car Buyer of the Future 
study, Schwartz emphasised 
that consumers are coming 
to the car-buying process 
with expectations shaped by 
their increasingly digital expe-
riences with other products.

Big changes will transform 
auto dealer industry of the 
future “Consumers are expect-

ing more control and con-
venience in the car shop-
ping, buying, and ownership 
experience,” Schwartz says. 

“While there have been sig-
nificant improvements in the 
way consumers can research 
and shop for vehicles, large 
portions of the buying and 
ownership processes have not 
really changed over decades.

“Now is the time for the 
automotive industry to 
address rapidly changing 
consumer preferences, and 
invest while times are good.

“The industry is experi-
encing robust sales across 
new, used and CPO vehicles, 
making now the ideal time 
to invest for the future,” 

Schwartz adds. 
The key finding in US 

Autotrader’s Car Buyer of 
the Future study reveals that 
only 17 out of 4002 people 
prefer the current car buy-
ing process, and the rest 
want significant changes.

Autotrader is sharing the 
findings of the study to aid in 
the industry’s understanding 
of consumer behaviour and 
help dealers and manufactur-
ers prepare to meet the needs 
of tomorrow’s car buyers.

“While there is good work 
going on right now to adapt 

decades-old sales processes, 
consumers are telling us that 
we as an industry are not mov-
ing fast enough,” says Jared 
Rowe, president of Autotrader.

“By recognising - and 
embracing - the need for 
change, we have a tremen-
dous opportunity to surprise 
and delight our consumers.”

According to the study, 
four areas where consumers 
desire significant change are 
in the test drive, deal struc-
turing, vehicle service, and 
financing paperwork:

Continued on page 11
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Test drives: Only 19% pre-
fer the method that is 
prevalent today (test drive a 
single make, accompanied 
by a sales person). Ideally, 
consumers would like to be 
able to test drive multiple 
vehicles across makes in a 
single location and without 
being pressured into making 
a purchase. Even if dealers 
don’t invest in huge test drive 
centres, they can give con-
sumers more control.

Deal structuring: When it 
comes to structuring deals, 
only 14% prefer the current 
process, which is where the 
full deal is discussed and ne-
gotiated on the lot. A signifi-
cant number of buyers prefer 
to start the deal structuring 
online and remain anony-
mous until they are comfort-

able with the terms. 
Vehicle service: Today, 

only 8% of consumers prefer 
to service their vehicle at 
the dealership where they 
purchased. In the future, 
consumers would like to have 
access to a “local service 
network” where service agree-
ments they receive at the time 
of purchase are honoured 
across several dealerships. 
This would enable them 
to service their vehicle at a 
location that is close to them 
- wherever they happen to be. 
The key is convenience.

Financing paperwork: 
Nearly three fourths of 
consumers, 72%, want to 
complete the credit ap-
plication and financing 
paperwork online. The key 
factors driving this desire are 

Continued on page 22

Continued from page 10
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March 2
All-new XC 90 
revealed at Volvo 
ocean race pavilion
Volvo New Zealand this morn-
ing lifted the covers off an 
all-new pre-production XC 90 
SUV at it’s ocean race pavilion 
in Auckland’s Viaduct harbour, 
only two weeks prior to the 
opening of it’s newest show-
room in Auckland.

A safety specialist from 
the Gothenburg Volvo visitor 
centre, Jonas Wepsalainen, 
introduced the features and 
benefits of the all-new XC 90 to 
assembled media and guests.

March 3
Toyota voted most 
valuable car brand, 
but Germans close 
the gap
While Toyota has been crowned 
the world’s most valuable brand, 
with a brand value of US$35 
billion, it is in danger of being 
overtaken by all three major 
German auto brands, BMW, 
Volkswagen, and Mercedes 
Benz, according to the latest 
Brand Finance Auto 100 Index.

While Toyota hung on to 
top spot it’s brand value has 
been affected by product 
recalls. In 2014 the Japanese 
carmaker was affected by 7 
million product recalls glob-
ally. As a result brand value 
growth has been almost flat, 
rising less than 1% to just over 
US$35 billion .

Dorchester reveals 
new look
Dorchester Pacific has now 

changed its name to Turners, 
and revealed its new look.

The finance and warranty 
firm added the auction house 
to its investments late last 
year, and picked up the well 
known name.

Dealer numbers 
move up again
The number of registered mo-
tor vehicle traders has climbed 
again – to a new record high – 
after falling slightly in January.

There are now 3330 regis-
tered dealers in New Zealand – 
24 more than in January and a 
staggering 386 more than this 
time last year.

In March last year, registered 
trader numbers increased by 
288. If this pattern is repeated 
this month there will then be 
more than 3500 dealers in New 
Zealand. Watch this space.

Only one manual 
Mustang GT coming
Ford has announced pricing 
for the all-new Ford Mustang 
Fastback and Convertible.

There is only one manual 
transmission offered in the 
5-litre V8 GT Fastback, 
all other engine and body 
configurations are solely 
equipped with an automatic 
transmission.

The new Mustang arrives 
later this year with a recom-
mended retail price (RRP) 
starting at $56,990 for the 
Fastback variant featuring an 
automatic transmission with a 
2.3-litre EcoBoost engine.

March 4
Australian car 
sales rise 10% after 
sluggish January
Car sales across the Tasman in 
February saw a 10% rise com-

pared to January 2015 as 
Australians purchased 90,424 
new passenger cars, led once 
again by predominantly small 
SUV’s and light commercial 
vehicle sales.

The 90,424 new vehicle sales 
brings the year-to-date total to 
172,540, meaning car sales are 
up by 2% compared to the same 
year to date period in 2014.

n3 appoints 
Manheim for vehicle 
and asset disposal
n3, the current name for what 
was previously the Govern-
ment Supply Brokerage, has 
appointed auction house Man-
heim as its preferred supplier 
for disposal services.

The multi-year contract will 
see Manheim provide n3 mem-
bers with access to their wide 
range of vehicle and equip-
ment disposal sales channels 
and vehicle and equipment 
sale preparation services.

The contract was previously 
held by Turners Auctions.

March 5
Rare BMW up for 
grabs in hole in one 
competition
The BMW New Zealand Open 
has announced details of 
a ‘world-first’ hole-in-one 
competition, putting a BMW i8 
sports car up for grabs.

Amateur players, as well 
as professionals, will be able 
to win one of two incredible 
prizes – each worth tens of 
thousands of dollars – if they 
hit a hole-in-one at either of 
the two separate holes on 
any day of the BMW NZ Open 
four-day tournament.

Party calls for end to 
older rentals
NZ First is calling for a change 
to the rental vehicle fleet in a 
bid to improve tourist safety 
– using a rule that meant 
significant change for the rest 
of the vehicle industry.

The party is recommending 
rental operators be licensed, 
and that vehicles need to 
meet the 2007 vehicle ex-
haust emissions rule.

“There is some low hang-

ing fruit we can grab that will 
benefit tourists and Kiwi drivers 
alike,” says Fletcher Tabuteau, 
New Zealand First spokesper-
son for tourism.

March 9
Auckland looking at 
electric car sharing
Auckland Transport has re-
leased a request for proposal 
– seeking an operator to 
roll out a huge car-sharing 
scheme, using plug-in elec-
tric cars.

The proposed scheme 
would initially have 250 – 
300 vehicles which AT will 
match with a similar number 
of car parks dedicated to car 
share vehicles. It’s expected 
that, in time, the fleet would 
increase to at least 500 cars.

March 12
Cars still lead the 
way for Wellington 
commuters
Wellington city dwellers are 
more likely to walk, jog, or 
cycle to work than take public 
transport, but cars are still 
number one, according to 
new Statistics New Zealand 
research.

Commuting patterns in 
Wellington shows that on 
census day – March 5, 2013 
– 21,912 people living in Wel-
lington city walked, jogged, 
or cycled to work. A further 
17,706 took public transport, 
and 44,070 went by car.

Light diesel vehicle 
users have limited 
RUC knowledge
A second stage evalua-
tion report of the Road User 
Charges Act 2012 by Allen & 
Clarke, which was agreed by 
cabinet as part of a three cycle 
evaluation, has found that light 
diesel owners have relatively 
limited knowledge of the RUC 
system.

The second stage of the 
evaluation was completed by 
Allen & Clarke for the govern-
ment in October 2014 and 
particularly focussed on how 

Continued on page 13
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the RUC system works for 
light diesel vehicles.

The evaluators identified 
that it is common for this 
group to overrun the distance 
covered by their RUC licences 
due to limited knowledge of 
the system.

March 13
‘Grandfather’ of used 
import industry turns 
90
Auto industry stalwart John 
Nicholls has added another 
milestone to his list of achieve-
ments – this week reaching 
the age of 90.

Over 40 friends, family and 
former work colleagues gath-
ered for a family-organised 
celebratory lunch last weekend 
at his favourite hangout – Gis-
borne’s Tatapouri Fishing Club.

While some may regard 
him as the ‘grandfather’ of 
the used imported vehicle 
industry, he’s also grandfather 
to nine children from his four 
daughters, and has 17 great 
grandchildren.

Warren Buffett now 
officially a dealer
One of the world’s richest 
men, Warren Buffett, is now 
officially a car dealer, with the 
launch of his dealer group.

Buffett, considered an 
investing icon to many, 
began acquiring automotive 
retail operations last year, 
and has now completed its 
acquisition of the Van Tuyl 
Group, the largest privately 
held dealership group in the 
United States.

The purchase is the largest 
in the retail automotive indus-
try’s history.

March 16
Volvo’s unique take 
on opening a new 
showroom
Instead of the traditional cut-
ting of the ceremonial ribbon 
to open its new showroom in 
Greenlane, Volvo-dealer Ar-
chibald and Shorter Roverland 
employed an XC-70 wagon to 

pull a large velcro-ed ribbon 
off the entrance way of its 
newly-built premises.

The building was officially 
opened by Volvo senior vice 
president Alain Visser, who 
arrived in New Zealand three 
hours before the event com-
menced. Visser was on his 
way to Auckland to meet up 
with the Volvo Ocean Race 
series and work on the new 
showroom was completed 
just in time for his arrival.

Volvo VP wants core 
product growth in 
new markets
Volvo Car Group marketing, 
sales, and customer service 
senior vice president Alain 
Visser says the company 
is targeting production of 
800,000 units in the next five 
to six years as the Swedish 
manufacturer expands its 
global footprint.

Last year the Volvo brand 
sold a record 465,000 cars.

AutoTalk spoke to Vis-
ser briefly last week while he 
was in Auckland to attend 
the opening of the new 
Volvo showroom in Greenlane 
which offers a new level of 
corporate identity that he was 
responsible for engineering. 

Giltrap and Fairhall 
take full stake in 
Archibald and 
Shorter Roverland
Car retail mogul Sir Colin Gil-
trap and his business partner 
John Fairhall have secured 
the full ownership of the 
two Auckland Archibald and 
Shorter Roverland dealerships, 
one on the North Shore and 
the other in Greenlane.

At the opening of the new 
Volvo showroom in Green-
lane last week, Archibald and 
Shorter Roverland chief exec-
utive officer Richard Holden 
confirmed to AutoTalk that he 
is selling his 50% stake in the 
two Auckland dealerships to 
his business-partners Giltrap 
and Fairhall.

Currently the business holds 
the authorised retail franchise’s 
for Jaguar, Land Rover, and 
Volvo.

March 17
Fourth year at top for 
Fairview
For the fourth year in a row, 
Hamilton’s Fairview Motors has 
been named Mazda Dealer of 
the Year.

As part of the process, all ar-
eas of the Mazda franchise op-
eration are assessed including 
vehicle and parts sales; service 
department performance and 
customer satisfaction results.

March 18
Electric charger 
study launched
The Electricity Networks As-
sociation – which represents 
the 29 companies responsi-
ble for electricity distribution 
around New Zealand – has an-
nounced plans for what could 
lead to a nationwide network 
of vehicle charge points.

The association has an-
nounced plans to study if a 
‘Renewables Highway’ is pos-
sible, providing a nationwide 
infrastructure for charging.

AA continues call for 
safety technology
The Automobile Association 
has welcomed another round 
of 5-star Australasian New 
Car Assessment Programme 
results – but has reiterated its 
call for more safety technol-
ogy as standard in new cars.

The new Ford Mondeo, 
Toyota Prius V and Lexus NX, 
have all been awarded the 
top rating.

All three models include a 
wide range of crash preven-
tion technologies including 
electronic stability control 
and electronic brake distri-
bution as standard features 
across each range. 

Government issues 
‘Responsible Lending 
Code’
Commerce and consumer af-
fairs minister Paul Goldsmith has 
announced the release of the 
‘Responsible Lending Code.’

“We know that most lend-
ers are already following 
responsible lending practises 
with their customers, Gold-
smith says. “However, a per-

Continued from page 12
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centage of lenders – such as 
loan sharks and unscrupulous 
payday lenders – are not.”

“The Responsible Lending 
Code provides guidance on 
the new lender responsibility 
principles set out in the Credit 
Contracts and Consumer 
Finance Act,” Goldsmith says. 
“Last year the Government 
amended the Act to provide 
greater protection for consum-
ers when they borrow money.

March 19
New boss for Ford 
Australia and New 
Zealand
Ford Australia and New 
Zealand president and chief 
executive officer Robert ‘Bob’ 
Graziano has decided to retire 
on April 1 after a 32-year ca-
reer with the Blue Oval.

His replacement from April 
1 will be the current Ford 
Australia marketing, sales and 
service vice president Graeme 
Whickman, who has already 
spent time within the Ford 
New Zealand management 
team in the earl 2000’s.

Ford New Zealand manag-
ing director Corey Holter and 
the senior executive team will 
remain in place, and Holter 
says the change of reporting 
for him does not affect the day 
to day business of the New 
Zealand operation.

March 20
Car volumes up 19% 
at Ports of Auckland
Ports of Auckland has released 

its half year results and says 
imported car units was the 
largest rise in its freight vol-
umes up 19% to 118,765 units 
compared to 99,710 units for 
the same period last year.

It reports that net profit 
after tax has increased but 
earnings before tax have fall-
en due to repairs and mainte-
nance and the flow-on effect 
of off-schedule ships due to 
overseas port congestion.

March 23
Dealers have a field 
day in Dargaville
Passenger car, light commer-
cial, and machinery dealers 
report that the annual three-
day Northland Field Days event 
held in Dargaville this year 
saw good sales off the stands, 
a contrast to the preceding 
three years when the region 
was gripped by drought.

March 24
Ford’s number one 
selling ute gets a 
makeover
New Zealand’s top selling 
ute in 2014 will benefit from 
a range of mid-life updates 
when it arrives in Ford dealer-
ships from the third quarter 
of 2015.

March 26
Better credit 
information for 
borrowers
Commerce and consumer 
affairs minister Paul Goldsmith 

has announced new consumer 
credit regulations aimed at 
giving consumers information 
they need to make informed 
credit decisions.

“The regulations will mean 
New Zealand borrowers can 
access information that will 
help them compare their op-
tions when they’re borrowing 
money or buying goods on 
credit,” Goldsmith says.

March 27
Reshape for NZ 
Herald’s motoring 
offering
NZ Herald owner NZME has 
announced changes to its 
motoring media offerings – 
splitting off motoring content 
into its own website.

The new structure expands 
on their existing Driven brand, 
putting motoring content on 
its own website – driven.co.nz.

March 30
Mercedes Benz puts 
stake in ute market
Mercedes Benz is the latest to 
put its hand up as wanting a 
piece of the booming market 
for light utes – and it is likely 
to be coming here.

The company’s van division 
has announced that it will 
expand into the ute market by 
the end of the decade with a 
one-ton payload ute, which is 
already under development.

Brown wants multi-
storey building for 
cars at port
Auckland mayor Len Brown says 

a multi-storey car park is the 
way he would like to see cars 
stored at the Ports of Auckland.

Speaking to TV3’s The Na-
tion, Brown, who last week left 
a council meeting over heated 
discussions about extensions 
to the port, acknowledged he 
wasn’t happy with the use of 
extensions for vehicle storage.

March 31
Kia NZ expecting 
change before 
Carnival launch
Kia New Zealand general man-
ager Todd McDonald is ex-
pecting change will be under-
way to the Kia Carnival people 
mover before it launches here 
following the release of a poor 
ANCAP result overnight.

Loss for MTF in Court 
of Appeal
The latest decision in the case 
of the Commerce Commission 
against Sportzone Motorcycles 
and Motor Trade Finance over 
the charging of fees has gone 
against the dealer and lender.

The Court of Appeal hear-
ing in the case was held in 
November 2014, with the court 
dismissing the appeal in a 
judgement released today.

The Court of Appeal has 
upheld both the High Court’s 
‘Liability Judgment’, that some 
fees charged under the loan 
contracts were unreasonable 
in terms of the Credit Con-
tracts and Consumer Finance 
Act 2003 (CCCFA), and the 
‘Quantification Judgment’, 
which detailed specific costs 
that could be recovered by 
way of the relevant fee. 

Continued from page 13
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T
he MIA held its AGM 
on March 19 in Auck-
land. Main business 

items discussed were the 
president’s annual report 
and election of officers.

Andrew Clearwater, 
managing director of Maz-
da New Zealand Ltd, came 
to the end of his two years 
as president and stood 
down. From a personal 
perspective I would like 
to take this opportunity 
to thank Andrew for his 
leadership and guidance 
over the last two years, he 
has been instrumental in 
helping me transition into 
my role as the association’s 
chief executive following 
the retirement of Perry 
Kerr who had held the role 
for the previous 27 years.

We welcome John Man-
ley into the position as presi-
dent of the MIA. John is the 
managing director of Nissan 
NZ, and was previously one 
of the two vice-presidents 
of the association. John is 
a long-time member of the 
industry and he brings to the 
role considerable experience 
and industry knowledge.

Glynn Tulloch, managing 
director of European Motor 
Distributors Limited was re-
appointed as one of the two 
vice-presidents.

We welcome Corey 
Holter to the other vice-
president role vacated by 
John Manley. Corey is the 

managing director for the 
Ford Motor Company of 
New Zealand.

Risk rating of vehicles
From July 1 this year, ACC 

introduces for the first time 
variable annual levy charges 

for vehicles based on a rated 
risk of the vehicles relative 
safety risk.

The MIA welcomes the ini-
tiative and over the last eight 
months we have worked with 
the AA, MTA and the IMVIA 
to liaise with ACC to ensure 
the back office system to ef-
fectively risk rate vehicles is as 
robust as it can be.

And to give credit where 
credit is due, interactions 
with ACC have 
been really 
constructive, an 
exceptionally 
good example 
of a govern-
ment agency 
listening to the 
views of those 
directly affected 

by their policies.
When ACC first consulted 

on risk ratings in the middle 
of last year, the original list 
of which vehicle models fell 
into which risk bands was, 
to be frank, horrible. The 
scheme works by creating 

four bands, number one to 
four where band one is the 
worst (ie 1 out of 4) and four 
is best (ie 4 out of 4).

While all vehicles will 
receive a reduction on levies 
compared to previous years, 
the best band receives the 
largest reduction. Ensuring 
vehicles in the current fleet 
fit into the appropriate bands 
based on defensible logic is 
no mean task.

The minister 
announced her 
final decisions 
on risk rating 
bands and which 
models fit into 
which bands on 
Wednesday April 
1, perhaps an 
unfortunate date 

for such an important piece 
of work!

By and large, industry is 
pleased with the outcome 
of ACC’s analysis of which 
vehicle models fit into 
which bands. Let’s be clear 
though, it is by no means 
perfect. The final decision 
could have been better than 
what it is, but for a deci-
sion made by the minister in 
respect of about 20 models 
(out of several hundred) 
for which the year 2011 to 
current is rated as less safe 
than for earlier model years. 
This does not make sense 
as newer models are almost 
always better than older 
models. However, there 
are some technical as well 
as political reasons for the 
minister’s decision.

Industry is disappointed 
the minister chose not take 
on board our pragmatic 
solution for these 20 models. 
However, it is early days 
and we are confident that 
as we sit around the table 
each year to review model 
band ratings these remaining 
anomalies will be addressed.

In another good exam-
ple of how to introduce 
new policies, both ACC and 
NZTA have worked together 
to ensure information used 
to model risk ratings, and 
access for consumers to 
find out what levies apply to 
their vehicle(s), is accessible 
and easy to understand. 

New officers appointed at MIA

Corey Holter

John Manley
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M
ost industry associations such 
as the IMVIA were established as 
the result of a group of compet-

ing businesses needing to work together 
to deal with an external threat to the 
industry. In the case of the IMVIA, it was 
fighting for the basic right to import used 
vehicles on a commercial scale. Once 
the initial threat or issue has been dealt 
with, the industry then decides whether 
they need a permanent association, and 
if so what its function should be. 

This was exactly the case with the 
IMVIA. Once we had established the 
right to import used vehicles, and 
the necessary legislation had been 
passed, it was realised that there were 
still a number of challenges to be 
faced and that a permanent associa-
tion would be required. 

Since then, over the past 27 years, 
there has never been a shortage of is-
sues to be dealt with, and that continues 
today. It seems that the association’s 
work is divided into short, medium and 
longer-term time activities. 

In the short term, there are the daily, 
urgent operational services that we 
provide, enabling businesses to import, 
process and sell used vehicles. These 
services include technical advice on 
whether vehicles comply with NZ’s 
regulations and requirements, arrang-
ing documentation, assisting with the 
compliance process and applying for 
exemptions where necessary. 

These daily operational activities 
are the ‘business end’ of our activities, 
aimed at making it easy for the impor-
tation process…and this is where we 

earn our income. 
If the short term is about assisting with 

the import process, then the medium 
term is about keeping the doors open 
for used imports….ensuring that New 
Zealand consumers continue to have ac-
cess to the widest possible range of good 
used vehicles to choose from, and to 
ensure that competition gives consumers 
the best possible value for money. 

Our ‘entry certification’ procedure 
already ensures that every vehicle 
entering the fleet meets NZ’s safety and 
environmental standards, so our role is 
really about maintaining competition 
and choice.

This involves advocacy (‘lobbying’) on 
behalf of the industry to government de-
partments when new legislation is being 
proposed, developed and implemented, 
and making sure that we have the facts 
to back up our political positions. 

The IMVIA has a long history of 
maintaining a comprehensive statistical 
database about all aspects of the fleet, 
and the appointment last year of a dedi-
cated policy analyst and statistician has 
enabled us to take this aspect of our 
service to another level. 

Lobbying, statistics and research 
are largely unseen by the association’s 
members, but are really appreciated 
by our sponsors and corporates. This 
‘behind the scenes’ background work al-
lows us to participate actively with gov-
ernment departments and others when 
new legislation is being considered.

Which brings me nicely to the 
topic of this column: our longer-term 
activities…“looking over the horizon”. 

Apart from the operational and lobby-
ing activities mentioned above, I believe 
that it is an essential function of an 
industry association to be looking to the 
future to identify trends and possible 
threats to the industry. 

In our case, there are so many 
changes likely to be coming at us that 
how transport looks in the future will be 
quite different from how it looks today.

Over the past few years, we have 
made many predictions about some 
of the trends that have affected our 
industry: the move from safety to 
environmental concerns, the consolida-
tion of the logistics channels and now 
the changes likely to be brought about 
by the disruptive technologies being 
developed and implemented. 

By disruptive technologies, I mean 
new technologies that come from out 
of left field and completely change 
existing business models. Think of what 
the invention and rapid uptake of the 
motor vehicle did for blacksmiths, what 
the internet has done to physical shop-
ping, what email has done to postage. 
There are significant new technologies 
on the verge of being implemented that 
I believe will radically change the way 
we, and the motoring public, see motor 
vehicles and transportation.

I’m thinking of electric vehicles, with 
possibly completely new models of 
vehicle ownership, of autonomous (self-
driving) vehicles, of intelligent trans-
port systems, of the Uber ride-sharing 
technology, active and passive safety 
systems being incorporated into new 

Looking over the horizon
“The future is like a corridor into which we can see only by the light coming from behind us.”

“We don’t know what we don’t know.”

Continued on page 22
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Matt Darby works for AutoPlay which provides 
smart lead management solutions to help 
dealerships maximise their marketing dollar. 
To find out more about the ‘sales pipeline’ call 
AutoPlay on (09) 361 1505.

Maximising marketing 
value through lead 
management
T

raditionally marketers 
have focussed a lot 
on demographics and 

segmented marketing – and 
with good reason. The more 
targeted you can make your 
marketing the greater the 
relevance to your target 
market, and the greater the 
effectiveness.

In most instances target-
ing is demographic based. 
Marketing communications 
are pitched at groups based 
on age, sex, occupation, 
region etc. This allows mar-
keters to deliver a message 
through the most effective 
channels in a way that ap-
peals to the target market. 

This type of segment-
ing, combined with model 
specific marketing plans, has 
long been the go to ap-
proach for car brands. With 
CRM systems the amount 
of information brands have 
about customers is huge, 
and many enterprising 
brands capture this informa-
tion for brand new custom-
ers as part of entering com-
petitions or registering with 
marketing promotions.

However, while this works 
at the brand level, is it the 
holy grail at retail level? 
There’s no denying that this 
approach can be effective for 
dealerships but the difficulty 
is in the execution and col-
lection of demographic data. 

Until a potential customer 

buys a vehicle and becomes 
a customer it can be difficult, 
and at times inappropriate, to 
dig for demographic gold. 

Sure there are ways of 

collecting this as part of the 
lead management process by 
loading leads and complet-
ing test drive forms. How-
ever, at the end of the day, 
the people doing the col-
lecting are not trained CRM 
or marketing teams – they 
are salespeople, and as such 
their first priority will rightly 
always be sell, sell, sell.

This is where the sales and 
lead management process 
can offer dealerships an 
opportunity to approach seg-
mentation in a different (more 
achievable) way for your 
pre-sale activity. As potential 
customers move through the 
buying cycle they reach a 
number of key milestones.

With lead management 
tools like our AutoPlay ‘sales 
pipeline’ it’s easy to identify 
the stage of the buying cycle 
that each of your leads are 
at, which makes easy the tai-
loring of communication to 
the different stages a poten-
tial customer will go through 

on the road to buying a car.
After making first contact 

with a dealership, the first 
stage is the one-on-one 
communication that occurs 

with a salesperson. At this 
stage the customer is being 
handled as part of the sales 
process and doesn’t need to 
be marketed to. If a sale is 
achieved this customer will 
fall into the communication 
plan for existing customers. 
However, even if this lead is 
not closed there are a num-
ber of further opportunities 
to target these customers 
again via some targeted mar-
keting communications.

One of the approaches 
we have found great success 
with at AutoPlay is through 
the use of our ‘live leads’ 
emails. Live leads work on 
the basis that 80% of leads 
are going unconverted and 
there is a strong likelihood 
that within the calendar 
month, some of these leads 
are still in the market. 

Rather than relying solely 
on individual salespeople 
follow up, AutoPlay will or-
ganise a ‘live leads’ email that 
not only creates another in-

teraction with these custom-
ers, but also helps refocus 
the lead and provides the 
sales team with additional 
information to help re-estab-
lish communication.

With proper lead man-
agement it is easy to track 
and separate leads that 
progressed to ‘test drive’ 
stage vs leads that have not 
yet been for a test drive. 
Potential buyers at this 

stage of the buying cycle 
have different motivations 
and require a different com-
munication to prompt them 
to the next stage. 

Leads that have not yet 
been for a test drive need to 
be offered encouragement to 
get them in to the dealership, 
and there needs to be a call 
to action to motivate them 
to come in. Conversely those 
that have already been for a 
test drive can be thanked for 
doing so, and introduced to 
finance, warranty and insur-
ance info in an effort to pro-
gress them to the next stage.

This form of targeted 
communication applies to 
many stages throughout 
the buying cycle. The clar-
ity that lead management 
tools give dealerships allows 
them to tailor different 
communications to their 
leads, whether they have 
just submitted an enquiry, 
have made it to finance or 
are awaiting delivery. 
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H
ands up guys, who believes the 
retail automotive sector is a 
male chauvinist bastion? 

The reality is that it has been since 
inception, with very few women, com-
pared to men, engaged in the front 
lines of New Zealand retail automotive 
sales or service.

 That being the 
case, then how 
effective is the 
average dealer-
ship in addressing 
the buyer require-
ments of women, 
especially in this digital age? Just how 
well does your dealership website cater 
to the unique information requirements 
of women?

 There are a number of key differences 
between men and women in their pur-
chase preferences. Research conducted 
by Women-Drivers.com in the US reveals 
over 50% of vehicles are purchased by 
women and in turn thay can influence up 
to 80% of vehicle purchases. 

 Car buying advocate Anne Flem-
ing recently released an article based 
on research from Women-Drivers.
com on website search preferences 
for women. The research revealed that 
the number 1 online destination for 
women shoppers is in fact the dealer-
ship website, followed closely by the 
manufacturer’s website, third Kelly 
Blue Book, fourth consumer reports 
and fifth AutoTrader. 

It is very interesting that only two 
third-party listing sites make the top 
five for women. However, a 2015 report 
from Women-Drivers.com shows 35% 
of women buyers report that the dealer-

ship website they visited was not helpful.
 So what are the secrets to attract 

more prospective women buyers to 
your website? First and foremost there 
is a need to understand online research 
behaviour and buying habits of women.

 A global leader in measuring the 
digital world sheds some light on this 

topic in a report 
called ‘Women on the 
Web: How Women are 
Shaping the Internet’. 

Here are a few high-
lights from that report 
which in turn may as-

sist you to rethink just how effective your 
current digital marketing mediums are in 
attracting women buyers. Just take into 
account that this research is US-based, 
however there are obvious parrallels we 
can draw for our own NZ market.
• Social networking is key to wom-

ens’s internet experience. Integrate 
social tools into your website that 
allow for photo viewing and shar-
ing. Show various vehicle models 
that appeal to women being used 
by women. 

• Community and lifestyle sites, 
traditionally aimed at women, 
continue to attract this audience. 
Create a community page on your 
website. Women relate to fam-
ily activities. Also create a lifestyle 
page showing vehicles in various 
lifestyle settings.

• Women in the US have differ-
ent preferences when it comes 
to online search. The research 
findings recommend dealers to 
run PPC campaigns incorporat-
ing female centric phrases such 

as ‘Most Popular Cars For Women’ 
and link those to a page featuring 
those vehicles.

• The rise of online solitaire, card 
and board games has generated 
a new audience of avid gamers: 
women. Consider including games 
in your social efforts and link back 
to your website for prizes.

• Women tend to consume less 
video than men but show more 
propensity for YouTube. Develop 
‘How To’ videos which are popular 
among women, host on YouTube 
and have links to your website.

 Anne Fleming went on to post a num-
ber of her own suggestions, as follows.
• Women are very style concious. 

Maybe it is time to revamp your 
website, look at ways to modernise, 
reduce clutter and explore the col-
our palate as women find neutral 
colours more visually appealing.

• Quality and informational con-
tent. Another way to keep women 
buyers hooked is to post quality 
and informational content on the 
website and to make sure the con-
tent is value adding. In other words, 
the reader gains information such 
as ‘the keys to car buying, mainte-
nance and service’.

• Lifetime or extended warranty. If 
lifetime or extended warranty or 
other attractive selling features 
are offered, make sure these fea-
tures are featured prominantely 
on the website.

•  A website live chat feature. A 
comfortable way for women to 
start interacting and at the same  

Marketing secrets 
to attract more 
women car buyers

Continued on page 40

Peter Aitken
peter@clearedge.co.nz 
or 021-940 318
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R
eading a recent Au-
toTalk article quoting 
ANZ economist Cam-

eron Bagrie, I was reminded 
once again that yet another 
economist was predicting 
a continuation of buoyant 
trading conditions.

Prompted by the article 
we took a closer look at 
some of the surveys com-
pleted by the ANZ and noted the most 
recent business confidence survey 
shows 21% of surveyed businesses are 
expecting to take on additional staff 
this year. The survey was completed 
by 1500 NZ-based companies and 
released December 2014.

Statistics NZ data shows there are 
487,880 business enterprises in New 
Zealand so it is probably fairly obvious 
21% of all employers won’t be adding 
additional staff. God help us recruiters 
if the figures are even a fraction of this 
amount. The pressure on us to locate 
skills is already red hot and the skills 
are as difficult to locate as any trading 
period we have experienced in 24 years.

The point to highlight is that 2015 
will find a large number of employers 
all competing for the same 
skills. Smaller employ-
ers will likely be harshly 
impacted in the battle to fill 
vacancies; we are already 
seeing some insanely high hourly rates 
being dished out to workers in an at-
tempt to capture or retain skills.

This surely cannot be sustainable 
for these smaller under resourced 
companies as a number of these busi-

nesses already operate on lower mar-
gins. To keep pushing up the salaries 
and hourly rates must surely further 
erode profits.

The larger employers will probably 
find sourcing skills more difficult than 
in 2014, but the brand power and pres-
ence many of these businesses have is 
attractive to many job seekers.

If we move to where the market 
is right now we are seeing a stable 
employment market which shows small 
gains in the number of vacancies regis-
tered on job boards each month.

The number of skilled job vacancies 
advertised online grew by 0.4% for the 
month of February, and were up 5.8% in 
the past year to February, says the latest 
Ministry of Business, Innovation and Em-

ployment’s [MBIE] ‘jobs online’ report.
In the retail motor industry, sales, 

technical, parts and admin roles are 
all appearing in similar volumes to last 
year. What is missing in the first quarter 
of this year’s trading is the mass emer-

gence of management level 
vacancies.

This said, April 1 was a bit 
like somebody flicked on the 
switch; this is perhaps due 
to some companies hav-
ing already used up their 
2014 recruitment budgets. 
The new vehicle distributors 
usually start to roll out the 
pre-planned strategic hires 

after April 1 and it seems 2015 may be 
no different.

In further news from MBIE, the 
department advises: “Employment is 
forecast to grow by 2.4% (or 55,380) 
between 2014 and 2015 March year, 
by 2.2% (or 50,680) between 2015 and 
2016 and by 1.6% (or 37,830) between 
2016 and 2017.

Growth in demand for employment 
in highly skilled occupations (mostly 
managers and professionals) will be 
higher than the overall employment 
growth. It will be at or above 2.3% per 
annum over the forecast period and 
account for more than 56% of the 
overall employment growth over the 
next 3 years.”

Whether or not MBIE’s predictions 
are correct, one thing 
seems to be sure, that is 
the inhibitor of growth for 
2015 seems to be pointing 
directly to employers ability 

to secure talent. We are already work-
ing with our clients closer this year, to 
build recruitment strategies that work 
and this more structured pre-planned 
approach is increasingly becoming 
more important. 

Upswing finds 21% of 
surveyed businesses will 
hire more staff in 2015

Register for FREE news updates
 www.autotalk.co.nz 

- Receive twice-weekly 
news alerts to your email

Russell Phillips is New Zealand’s 
most experienced automotive 
recruiter, and has operated a 
specialist recruitment company 
since 1991. He reports for 
AutoTalk on the employment 
market monthly.
www.automotiveemployment.co.nz

‘One thing seems to be sure, that is the inhibitor 
of growth for 2015 seems to be pointing directly 
to employers ability to secure talent.’
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Proudly brought to you 
by the market leaders

O
ver the last year we have been 
bombarded with a whole raft 
of legislative changes in the 

industry (some enacted and some still 
to come). The most recent to come 
into effect is the ‘responsible lenders 
code’ (RLC).

As I made my way through this docu-
ment (not light bedtime reading) it re-
minded me of the massive change that 
not only our industry has faced over 
the last 10 years, but also that of our 
finance partners and the never ending 
changes they have had to adhere to.

After reading the RLC, the question 
has to be posed, has the needle swung 
way too far to protect the consumer at 
the cost of some common sense?

In the past there have been a very 
small percentage of unscrupulous 
lenders and dealers that have taken 
full advantage of a situation but when 
I look at the vehicle finance indus-
try, and dealers in particular, we have 
many very slick professional op-
erations. Most dealers have invested 
massive amounts of time and money 
into their businesses and most can be 
classed as true business professionals.

If you are talking ‘responsible’ or 
‘respon-
sibility’, 
at some 
point 
the 

expectation should be that borrower 
accepts some ‘accountability’?

So what defines ‘lender responsibil-
ity’? It is defined in the code that ‘the 
lender in relation to an agreement with 
a borrower making reasonable enquir-
ies before entering into the agree-
ment, be satisfied that it is likely that 
the borrower will make the payments 
under the agreement without suffering 
substantial hardship.’

At no point in this document does 
it make reference to the borrower’s 
responsibilities. Surely where there are 
two parties involved in an agreement 
both parties should have to take some 
responsibility for their actions?

While the lender can take all neces-
sary steps (credit checks, employment 
history checks etc) the borrower at the 
end of the day must have to surely act 
responsibly in the terms of an agree-
ment as well?

This aside, the RLC is now in place 
and you all need to be aware of the 
code and its implications which are 
wide and far reaching. Important to 
note that there is a double edged 
sword with the RLC.

The purpose of the RLC is to elabo-
rate on and offer guidance on how the 
lender responsibility principles may be 
implemented by lenders. The legisla-
tion provides that the code may set out 
certain processes, practices and proce-

dures 
that a 
lender 
should 
fol-
low to 
com-
ply 
with 
the 
lender 
re-

sponsibility principles.
Here is the kicker - the legislation pro-

vides that the code is not binding! Lend-
ers are able to comply with the lender 
responsibility principles in other ways. The 
code is also not a ‘safe harbour’. Compli-
ance with the code is not deemed to be 
compliance with the lender responsibil-
ity principles. The guidance provided 
in the code is not and cannot be an 
exhaustive statement of what a lender 
should or should not do in order to be a 
responsible lender. Clear as mud!

Of particular interest to us here 
at Autosure is the section within the 
RLC around ‘credit related insur-
ance’. As dealers and lenders you will 
all be aware that under the code you 
must make all reasonable enquiries 
before entering into the contract and 
be satisfied that the insurance prod-
ucts provided under the contract will 
meet the borrower’s requirements 
and objectives.

It is very clear that the days of ‘down-
hill’ selling of finance and insurance 
products have come to an end. It is no 
longer satisfactory or responsible to ask 
‘joe public’ what they can afford each 
month and tailor a finance and insurance 
contract to what the borrower deems to 
be a comfortable amount to repay.

We are living in the age of disclo-
sure where the communication of all 
features of the finance contract must 
be explained in a way that draws the 
attention and acknowledgement of 
the borrower the amount of premium 
and how the premium was calculated, 
the total amount of interest payable, 
and how the interest was calculated, to 
mention just a few.

I urge you all to read this section 
in particular and familiarise yourself 
with the legislation as a whole. 
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Profit Per Retail Unit Sold

Franchise

Used/Import

Franchise Averages

Jan Feb March

Finance 39% 36% 39%

MBI 46% 32% 43%

PPI 11% 6% 8%

GAP 23% 13% 19%

MVI 7% 14% 6%

Used/Import Averages

Finance 38% 39% 37%

MBI 44% 48% 49%

PPI 8% 13% 16%

GAP 38% 35% 30%

MVI 26% 11% 10%

Averages

Franchise  $1,053  $924  $947

Used/Import  $898  $1,167  $1,109

By Tony Neems

national sales manager 

Autosure New Zealand

Responsible lenders code - 
who’s responsible?



Autosure’s claims performance has a reputation 
that is second to none in the New Zealand motor 
industry.  What makes us so successful? 

Neil Taylor, our National Claims Manager, 
has recently celebrated 26 years of loyal and 
dedicated service to Autosure.  Neil is responsible 
for managing our Mechanical Breakdown, 
Extended Warranty, Payment Protection and Loan 
Equity (Gap) portfolio’s.  Neil has a hand-picked 
group of experts around him who deal with 
thousands 
of claims 
monthly from 
throughout 
the country 
from our busy 
Takapuna 
based Claims 
Department.

“We pride 
ourselves 
on our hands on approach to this area of the 
business which is essential to the success of 
the company.  We inject literally millions of 
dollars back into the Automotive Industry each  
year which provides back end support to our 
business partners” says Neil.  

Our claims team have over 400 years of 
collective experience in the industry.  The 
team pride themselves on their ability to meet 
standards of service that are set to provide 
optimum Customer Service.  We also have an 
effective assessing network throughout the 
country who can respond when required.  Our 
Specialist Parts Procurement Team ensures 
that we act spontaneously to ensure that 
repairs are completed expediently in order to 
minimise inconvenience to customers whenever 
possible.  Our Technical Claims Specialist, Wayne 
Hynes, deals with complicated and difficult repairs 
often providing assistance through our workshops 
using his and his teams’ extensive knowledge in 
that area. 

Settling approved claims is a priority with 
payments being made every week to ensure 
excellent cash flow both to our repairers and 
associated finance companies.

In Neil’s words “This business is about people 
and relationships, both internal and external, and 
this, combined with our values and commitment 
to business excellence has further cemented our 
position at the top of our industry”.

By Shannon Beech,

regional sales manager 

Autosure New Zealand

Attend Autosure’s 
market leading F & I 
seminars & gain the 

knowledge to convert 
every opportunity to $$.
 

Here’s what some of the 
participants had to say: 

‘Great course & feel totally 
motivated.’

‘This course exceeded 
expectations.’

Contact your local area 
representative today.

 

ENROL NOW!Superior Claims 
Performance 

An essential ingredient to success
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vehicles, and many more that we don’t 
yet know about. 

The development, implementa-
tion and convergence of these ideas, 
systems and technologies will mean a 
vastly different transport landscape in 
just a few years, improving road safety 
and traffic congestion, and at the same 
time reducing the costs of road travel. 
Truly disruptive technology. 

And it’s not just pie in the sky; lots of 
these ideas are in effect already, with 
others very close to being implemented. 

New vehicle manufacturers are 
individually and collectively imple-
menting new technologies into their 

vehicles that are designed to drasti-
cally improve safety and environmental 
effects; ANCAP is very aware of the 
rapidly advancing safety standards, 
which in some cases are ahead of the 
current test regimes. 

Governments in most developed 
countries are already thinking about 
what these changes are going to 
mean. I understand that New Zealand’s 
own MoT is already thinking about the 
legislative changes that are going to be 
required in 2025 and beyond to cater 
for the improvements.

Probably the greatest change is 
going to be in the public’s perception 
of the motor vehicle. When cars were 

first introduced, they were seen as an 
expensive luxury; then, they became 
seen as practical transport, owned by 
the majority of people in developed 
countries; now, vehicles are just seen 
as a commodity. The suggestion is that 
in the near future, vehicles will be seen 
as a service, rather than goods.

The whole model of private vehi-
cle ownership may well be disrupted; 
people will choose to use rather than 
own vehicles. 

And I’m not being pessimistic about 
what this will mean to our industry; while 
things will be dramatically different, such 
drastic and rapid changes will provide 
both challenges and opportunities. 

Continued from page 16

LOOKING OVER THE HORIZON

to save time at the dealer-
ship (reported by 72% of 
those who favour online 
paperwork) and to have less 
pressure while filling out 
paperwork (reported by 71% 
of those who favour online 
paperwork).

A separate study con-
ducted by Cox Automo-
tive in 2014, showed that 
the time buyers spend in 
the F&I office averages 61 
minutes, more than two 
thirds the total amount of 
time they want to spend at 
the dealership (90 minutes). 
Moving paperwork online 
and enabling consumers to 
complete it on their own 
time would greatly enhance 
the in-dealership experience 
and cut down on the time 
they spend in the dealership 
on the day of purchase.

“There is a clear and pre-
sent benefit for those who 
do, and we at Cox Automo-
tive will be making our own 
investments in developing 
tools and technologies that 
will usher in the future of car 

buying,” Shwartz concludes.

Dispelling myths
Some commonly held 

beliefs about the future of 
car buying are that sales 
people will be less important 
in the future; consumers 
don’t want to negotiate; and 
that lowest price will always 
win. In fact, the study shows 
the opposite.

Myth #1: Sales people 
will be less important in the 
future. In fact, the dealer-
ship and its sales people 
will continue to play a very 
important role in the car 
buying process - 84% of 
consumers in the study in-
dicate that they want to buy 
a car in person. Further, 43% 
see the dealership as a place 
to learn. At the dealership, 
consumers want to validate 
information they found 
online and learn about the 
following: specials, offers, 
warranty and service. 

Myth #2: Consumers 
don’t want to negotiate. 
Over half, 56%,  of con-
sumers prefer to negotiate, 

Big changes will transform auto dealer industry 
of the future

according to the study, and 
two of the most influential 
groups in car buying - mil-
lennials and females - also 
prefer negotiating over flat 
rate pricing.  This is a result 
of the fact that consum-
ers do not yet trust flat rate 
pricing, and they feel that 
they have to negotiate to get 
a fair price.

Myth #3: Lowest price 
will always win. While price is 
important to consumers, the 
dealership experience can 
trump lowest price: 54% say 
that they would buy from a 
dealership that offered their 
preferred experience over 
lowest price. Additionally, 
73% report that they are will-
ing to drive further for a great 
salesperson, versus 65% who 
are willing to drive to get the 
lowest price.

The benefits for dealers and 
manufacturers who adapt 
are clear.

Dealers and manufactur-
ers who focus on creating 
- and ultimately deliver - a 
better shopping and buying 

experience can reap signifi-
cant benefits, according to 
the study:

Nearly three fourths 
(72%) of consumers say they 
would visit dealerships more 
often if the buying process 
were improved.

Two thirds (66%) of con-
sumers say that they would 
be much more likely to buy 
from a dealership that offers 
their preferred experience.

Over half (53%) of con-
sumers would buy a vehicle 
more often if the buying 
process were improved.

“The sales environ-
ment is expected to remain 
strong across new, used 
and CPO cars over the next 
few years, and it is exciting 
to see that we have sev-
eral ways to enhance the 
consumer experience for 
the benefit of all involved - 
buyers, manufacturers and 
retailers. At Autotrader, we 
will continue doing our part 
and working closely with 
our customers and partners 
to usher in that new reality,” 
Rowe adds. 

Continued from page 11
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‘‘The best protection for your customers’’- www.autosure.co.nz - 0800 267 873

S
tephen Timperley of 
Deloitte’s’Motor Indus-
try Services explained 

in a recent AutoTalk article 
that increased sales volumes 
through the back end of 
2014 did not result in in-
creased profits (except possi-
bly in the prestige market) for 
dealerships, and that some of 
the reasons for this appear to 
be structural and therefore 
do not have quick solutions.

F&I performance, however, 
is in the direct and immediate 
control of the business and 
it certainly seems to us that 
those dealerships that are 
not maximising this potential 
profit centre are missing out.

There is a huge and variable 
range of business circum-
stances that impact on this, 
but comparing (our) data from 
across the industry we see cli-
ents for whom F&I contributes 
over 50% of total dealership 
net profit, and the average 
contribution in our dealer 
community is consistently 
coming in at 20-30%. Yes, that 
is contribution to net profit.

Obviously if we just look 
at F&I contribution to sales 
department profit its impact is 
even more profound. In some 
cases it is the difference be-
tween having a departmental 
profit and not.

And this is broadly in line 
with global trends. For the 
last three years, for example, 
North American dealers have 
been reporting steady growth 
in F&I penetration and an 
overall contribution of close 

to 40% of sales department 
gross profit. In other words 
it’s already a critical part of the 
profit mix and becoming even 
more important with time.

F&I should be a separate 
department in financial 
reports

One concern in this area is 
that we still see a number of 
clients who are not explicitly 
separating F&I sales in their 
financial reporting. Some 
are still simply bundling F&I 
into grossed up vehicle sales 
figures. This makes it virtu-
ally impossible to accurately 
gauge the F&I contribution.

Any area of the business 
that (potentially or actually) 
contributes 20% or more of 
net profit certainly deserves 
to be reported on and 
monitored separately, and 

we’d certainly recommend 
that every dealer reading this 
checks that F&I is treated as 
a profit centre in all finan-
cial reports, and make this 
change immediately, if not. 

Ideally F&I would be a 

separate department, but a 
minimum would be that F&I 
sales, costs and expenses 
can be separated from other 
sales department figures.

Clearly anyone not achiev-
ing F&I profits at least ap-
proaching 20% of final net 
profit should be looking hard 
at whether there are legitimate 
reasons for this. Those stellar 
performers who really make 
the most of F&I potential are 
proof that it is one area where 
really good processes and 
good management can simply 
turn into more money. 

The opportunity is there in 
virtually every retail sale.

Specialist F&I software 
Over the past 12-18 

months we have been look-
ing at various software inte-
gration options to help make 

selling finance and insurance 
products slicker and easier 
for our DMS clients.

Development on our first 
true integration – and with 
the F&I software offering that 
we think is possibly the best 
at the moment - is starting 
very soon, having been held 
up for several months simply 
because our programming 
resources have been flat out 
with new business both in NZ 
and Australia.

The main driver for our 
interest in F&I integration 
is that we can clearly see it 
becoming more and more 
important to the dealership 
as time goes by. 

Some DMS providers - 
ourselves included - do have 
a level of inbuilt F&I function-
ality, but like ‘lead generation’ 
- where companies such as 
Autoplay are pushing the en-
velope with new technology 
in their particular area of ex-
pertise - the truth is that the 
best solution going forward 
is likely to be specialist niche 
F&I software companies do-
ing their thing with our role 
being to integrate this to the 
business system.

Hopefully making the 
process easier will encour-
age even more F&I sales and 
more success. 

F&I contribution more 
important than ever

By Darryn Crothall, TSI Group’s managing 
director. TSI is the biggest supplier of dealer 
management systems and specialist software 
to the auto industry in New Zealand.
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A
ll too often we focus on F&I for 
profit, and rightly so! 

The importance of F&I in the 
motor industry is well documented, 
and well accepted, and every month 
I write to reinforce the value of F&I 
as a profit centre, the importance of 
“process” to set the stage, the ability 
to harness lost opportunities you have 
sitting in the palms of your hands (but 
are letting slip through your fingers) 
and the most effective methods to 
maximise F&I profitability.

Today I want to talk about the value 
of F&I as a tool for protection and 
long-term customer retention.

Let’s start with finance.
The most basic function of the 

business manager in a dealership is to 
control the sale to ensure the vehicle 
is delivered and all associated paper-
work is completed accurately and 
completely. Just how good a job they 
do then depends on their sales ability, 

and (after selling themselves and the 
dealership, building that all-important 
relationship) the sale of finance.

Selling dealer finance not only pro-
vides direct finances, but also:

•  protects the gross by removing 

the ability for outside finance sources 
to have an impact on the selling gross. 
This is most important and helps 
develop an ideal working relationship 
between the sales team and business 
manager to ensure both production 

and profits are maximised.
•  secures financing for the customer 

and establishes finance company rela-
tionships with finance companies the 
dealer trusts.

•  ties the customer closer to the 
dealership, through regular payments, 
developing a relationship over a long 
period of time and provides the op-
portunity to retain the customer for 
future purchases.

•  increases the opportunity for ad-
ditional dealership income through the 
sale of credit insurance and other insur-
ance products.

It’s one thing to generate profits but 
we also need to protect those profits, 
and this is where the insurance sale 
becomes important.

We all know that insurance is one of 
those things customers would prefer 
not to have to deal with. It’s an intan-
gible item that you don’t see it till you 

By Steve Owens 
CEO of Provident 
Insurance

F&I for profit, protection .... 
and customer retention

‘It’s better to have it and not 
need it than need it and not 
have it.’ Continued on page 25
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While this is a new business, it has unique history. 
History that is based on decades of training people 
in this industry. At last count, I’ve trained well over 
600 Business Managers throughout the country. 
Some amongst the most successful in the business. 
Many who have moved on to even bigger roles.  

While I’m now CEO, the last place you’ll find me is 
behind a desk. For the hundreds of you who already 
know me, I’m more at home out on the yard, or in 
the seminar room working with you to develop 
strategies to maximise your profit through the 
sound principles of F&I.

 So if we haven’t met yet, I’m confident that if you 
want proven training designed to motivate your staff, 
satisfy your customers and improve your bottom line, 
our paths will cross soon. And for those of you who 
have already chosen to become Provident Authorised 
MotorCover dealers, we’re working together in 
partnership to help drive your business forward. 

s.owens@providentinsurance.co.nz

To find out more visit www.providentinsurance.co.nz
MotorCover is marketed exclusively by Provident Insurance Authorised Dealers.

need it, but “it’s better to have it and not need it than need it 
and not have it”.

Let’s take mechanical breakdown insurance (MBI) for ex-
ample. Everyone wants it – but most don’t want to pay for it. 
We know that, because if we were giving it away ‘free’ every 
customer would gladly accept it. Have you ever had a cus-
tomer say ‘no’ to something that you were providing for free? 
Let’s look at the principal benefits provided by MBI:

•  Customer protection – Protecting against the cost and 
inconvenience of their vehicle being off the road. Budgeting 
today for tomorrow’s repair bills ........ and cars do break down.

•  Dealer protection - Customer-funded protection for 
your dealership against your customers vehicles suffering 
mechanical or electrical breakdown. Who does your cus-
tomer blame when something goes wrong with the car they 
purchased from you and how many times will they tell others 
of that experience?

•  Finance company protection – There’s a term, ‘bonnets 
up, wallets shut’. The last thing your finance company wants 
is for your customers to default on their payments. 

Customers need their cars on the road and a repair invoice 
will take preference over their finance commitments – and 
when your finance company is placed at risk, your reputation 
is also placed at risk.

MBI is one of the most well-accepted insurance policies 
in the retail motor industry today. Customers expect a level 
of protection and dealerships are conditioned to selling the 
value of this product.

The benefits of CCI are similar in that they provide protection 
to the customer, the dealership and to the finance company. If 
your customer isn’t able to work as a result of accident, illness, 
redundancy, hospitalisation, bankruptcy, strike-related action, 
business interruption, or in the unfortunate case of death, then it’s 
likely the payments on their credit contract will stop – and that’s 
why its so important to protect any credit contract with CCI.

A credit contract represents a liability to a customer and 
“extra liability requires extra cover”. No other policy, providing 
similar features and benefits can be purchased at such low 
cost and testimonials from dealers and customers throughout 
the country, support the value of this product. 

Finally, credit insurance wouldn’t be complete without 
‘gapcover’ and it’s no surprise this product is emerging as the 
fastest growing insurance policy sold by motor vehicle traders.

The fact is, most customers have experienced, or know 
someone else who has experienced, a situation whereby a 
vehicle has suffered a total loss and the insurance payout 
has fallen short of the balance outstanding on the credit 
contract. This low-cost, no-hassle, policy provides that 
extra protection for the customer, dealership and finance 
company needed to assist:

•  settlement of the balance outstanding under the 
credit contract

•  the ability of the customer to purchase a replacement 
vehicle from your dealership

F&I is a powerful tool that is well-proven to produce incre-
mental profitability for many dealerships but by changing our 
focus from just profit, and placing the customers needs at the 
centre of every sale will help drive F&I sales for profit, protec-
tion and long-term customer retention.

I look forward to the opportunity to work with you to help 
turn F&I prospects into profit. 

Continued from page 24
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Provided by Heartland Bank Limited

MARAC is a division of Heartland Bank Limited. Lending criteria, fees and charges apply.

Drive away 
with finance 
from MARAC

heartland.co.nzmarac.co.nz

A 
company that has been serving 
the Kiwi motor industry for more 
than 60 years, offers business 

customers something different -  
finance and insurance products under 
the one umbrella.

Serving New Zealanders and New 
Zealand businesses for over 60 years, 
MARAC, a division of Heartland Bank, 
is a long-standing, respected name 

with vehicle 
dealers across 
the coun-
try. MARAC’s 
personal ser-
vice, tailored 
finance and 
insurance 
packages, plus 
online systems 
access for 

dealers, are backed up by competitive 
rates and finance terms ranging from 
as little as six months to five years.

Andrew Brown, national manager at 
Heartland Bank says: “MARAC provides 
finance via its online system which 
is used by dealers nationwide. This 
system has been designed to provide 
a single platform to quote and then 
originate finance and insurance docu-
mentation. The efficiencies the system 
delivers allows for a better dealer and 
customer experience”.

“Heartland’s experienced  staff 
works with dealers to help them un-
derstand MARAC’s extensive range of 
finance and insurance products and 
the techniques required to sell them, 
providing dealers the opportunity to 
grow their businesses and increase 
profitability,” says Brown.

While 
MARAC is 
primarily known 
for vehicle finance, it recognised insur-
ance was an important part of the of the 
total finance solution. As a result, in 2006, 
MARAC Insurance was established. 

“Buying insurance is essentially 
buying peace of mind - it’s purely a 
way of protecting yourself from the fi-
nancial blow that the unexpected can 
bring,” says MARAC Insurance CEO, 
Sarah Smith.

“MARAC Insurance provides products 
such as guaranteed asset protection 
(GAP) insurance and mechanical break-
down insurance. We also offer lifestyle 
protection insurance, which although not 
linked to lending, provides a set monthly 
benefit to cover financial commitments 

A better dealer and 
customer experience

Sarah Smith

Andrew Brown Continued on page 29
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A 
fast, efficient and  com-
petitive vehicle insur-
ance quote and cover 

service, for dealers and bro-
kers nationwide, is offered by 
Go Cover - via both an online 
quote system and 7-day-a-
week free phone service.  

It’s all about making the 
experience quick and easy 
for both the dealer and their 
customers, says Go Cover’s 
national sales manager 
Craig Bellingham.

“Our quote line would have 
to be one of the easiest and 
quickest to use in the indus-
try,” says Bellingham. Regis-
tered  dealers are allocated 
their own login and password 
which enables them to log in 
on www.gocover.co.nz and 
at their leisure generate quick 
quotes, full quotes and cover. 
It takes five minutes max.

“Confirmation of quote 
prints out straight away. 
The customer drives away 
covered, even if they have an 
accident as they drive off the 
yard,” adds Bellingham.

With over 16 years experi-
ence in the industry, Go Cov-
er understands that when 
it comes to organising the 
customer’s vehicle insurance 
needs, it’s all about time ef-
ficiency and ease of use.

“With the knowledge that 
their customers are protected 
by the strength and security 
of Lumley ( A+ rated), and 

Specialist 
vehicle
insurance for 
dealers and 
brokers

By
Craig Bellingham
of Go Cover

backed up by the experi-
ence of Go Cover in cus-
tomer care, then dealers and 
customers alike can breathe 
easy, knowing that their asset 
and security are fully  pro-
tected,” says Bellingham.

Go Cover liaises closely 
with finance companies, 
and all interested parties are 
notified of any changes to a 
customer’s policy status.

“With the view of improv-
ing and adding value for our 
customers, Go Cover can now 
provide quote and cover on 
commercial vehicles under 3 
tonnes, and have NZ Roadside 
Assistance added to their poli-
cies,” says Bellingham. 

“This is a great option for 
those customers wishing the 
extra security and peace of 
mind of being able to call 24/7 
and receive assistance in the 
event of breakdowns, emer-
gency fuel, flat tyres/batteries, 
locked out etc. etc. At a cost of 
approx. 70 cents a week, this is 
great value.”

For those dealers/brokers 
who would like to find out 
more about Go Cover, and 
the service it provides, and 
how you  can register to go 
online or use the 0800 quote 
line, then call sales manager 
Craig Bellingham on 021 796 
530 - or go online www.
gocover.co.nz and log a user 
sign-up request.  

Like F&I, it’s the business end of the deal 
that’s where the profit lies.

If you’re using the same old tools and techniques you’ve 
used for years, you could find that your business is not 
hitting the mark.

Provident Insurance provides the training you need for a 
fresh approach to profitability.

Talk to us for the tools you need to reach your goals. 

Join the Provident Professionals Club.

MotorCover is marketed exclusively by Provident Insurance Authorised Dealers.

“is your business 
hitting the  
mark?”

Introduce the Provident Profit 
Factor into your business, 
talk to Steve Owens or visit  
www.providentinsurance.co.nz
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D
riven by changing 
technology, new 
legislation, a con-

stantly changing regulatory 
environment, and chang-
ing customer expectations, 
the F & I department and 
measures of success are 
different to that of even 
5-10 years ago.

Over recent years, 
the F & I department 
within motor vehicle 
dealerships has become 
increasingly vital to suc-
cessful bottom line profit 
figures, yet many dealer-
ships are still not maxim-
ising the opportunity to 
drive this potential profit 
opportunity.

In both used and new 

vehicle dealerships the 
opportunity to increase pen-
etration exists and therefore 
it is essential that all op-
portunities are maximised 
allowing increased penetra-
tion numbers.

The first rule of F & I has 
often been quoted as offer-
ing 100% of your products 
to 100% of your customers 
100% of the time, alluding to 
the fact that it is a numbers 
game. While this is still cor-

rect, recent research has also 
revealed that putting the cus-
tomers at ease, and building 
a genuine trust and rapport 
early in the sales process, is 
also vital to increase the likeli-
hood of success.

Putting customers at 
ease by asking open-
ended questions designed 
to firstly identify and then 
understand their unique 
personal situation al-
lows for a targeted sales 
approach. This will allow 

business managers to iden-
tify which product from your 
product suite is genuinely 
more necessary and appro-
priate for that customer, and 
fulfils their particular need.

Successful business man-
agers create an environ-
ment which doesn’t ‘sell’ the 
product, rather they make 
the product being offered a 
‘no-brainer’ as the customer 
understands how it can as-
sist them. 

It allows a business man-
ager to understand why the 
customer has said ‘No’ to a 
product suggestion and offer 
a variety of reasons as to why 
they should say ‘Yes’.

Building such an environ-
ment is based around taking 
the time to understand 
your customer’s particular 
circumstance, and providing 
options which are genuinely 
tailored to meet their needs. 
Product knowledge there-
fore becomes essential so 
that you are aware of your 
products unique features and 
benefits. This allows you to 
offer the added value which 
today’s customers seek.

Thinking outside the 
square and committing to 
continually growing your 
knowledge and expertise can 

often 
make the 
differ-
ence in 
fulfilling 
these 
needs. 
Ad-
ditional 
product 
knowledge relating to the 
actual motor vehicle can 
also reinforce the purchase 
decision which has just taken 
place and also enhance the 
business manager’s individual 
trust and credibility.

Business managers that 
can build these trusting 
relationships are more 
likely to increase sales, and 
increase the number of 
return customers.

To assist our dealers in 
increasing their F & I pen-
etration, Autosure have been 
the pioneer in the market 
for conducting training 
seminars for dealerships of 
all sizes. Nigel Trewhitt who 
conducts our training semi-
nars has been with Autosure 
for the past 18 years, assist-
ing our customers with ideas 
and experience designed 
around increasing their bot-
tom line profit. 

The success of these 
courses lies in our ability to 
keep abreast of changing 
market conditions and cus-
tomer expectations, so that 
the information contained in 
these courses is relevant and 
are successful. 

An absolute focus on 
product penetration, 
customer satisfaction, 
regulatory compliance and 
profitability - tempered with 
suggestions and techniques 
around putting the cus-

F&I departments are very 
different to a few years ago

Continued on page 29

By Barry Nicholson
executive manager
of Autosure

Nigel Trewhitt
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tomer at ease and develop-
ing rapport quickly - has 
ensured that our training 
courses are fully subscribed 
and of genuine use to our 
course participants.

Nigel is no one man band 
as Autosure’s Sales Team 
consists of 12 experienced 
professionals who have a 
combined automotive sales 
and marketing experience in 
excess of 180 years.

This experience ensures 
that we have the ability to 
follow up what was dis-
cussed and successfully 
implement any change of 
techniques or ideas into the 
dealership process. As with 
any training making sure 
your business partner has 
the resource and experience 
available to ensure success-
ful outcomes are achieved is 
critical to any potential future 
profit gains.

While our F & I training 
and development courses 
are generally fully sub-
scribed, please contact your 
local Autosure sales rep-
resentative to discuss the 
course schedules and also 
to discuss any queries you 
may have on methods of 
increasing penetration and 
bottom line profitability. 

•	 One	of	New	Zealand’s	largest	“Point	of	Sale”	Motor	Vehicle	
Insurance	providers

•	 Over	16	years	in	the	Industry
•	 Lumley	Underwritten	(A+	Standard	&	Poor’s)
•	 Fast-Flexible-Effective	Motor	Vehicle	Insurance	designed	for	
Dealers	and	their	customers

•	 All	Licence	types	catered	for	and	Histories	looked	at.
•	 Weekly/Fortnightly	and	Monthly	payment	options	for	your	
customers

•	 Private	&	Commercial	Cover	available
•	 NZRA	(NZ	Roadside	Assistance)

Drive	Away	
Insurance

INSTANT	QUOTE	&	COVER	SERVICE	24/7

PH 0800 111 801
Or

ONLINE	QUOTES	www.gocover.co.nz
	Drive	Away	with	peace	of	mind

CALL US TODAY

and living expenses in the event 
the customer has to stop work 
because of illness, an accident 
or redundancy.”

Andrew Brown adds; “Heart-
land has the agility to meet 

market changes quickly, 
ensuring our dealers can offer 
competitive products.”

To find out more about 
MARAC visit www.marac.
co.nz, phone 0800 85 30 30 
or email info@marac.co.nz 

A better dealer and 
customer experience

Continued from page 26

Continued from page 28

All the Auto Industry HOT NEWS 

every day as it happens on 

www.autotalk.co.nz
Subscribe online for FREE 
twice weekly updates 
direct to your email
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LAUNCHEDTALKTHERE ARE REASONS 
WE ARE MARKET 
LEADERS...

www.autosure.co.nz - 0800 267 873 
THE BEST PROTECTION FOR YOU AND YOUR CUSTOMERS FOR OVER 25 YEARS

Customer Claims Experience
•  is second to none, with expert claims handling by a team with 
     extensive industry experience!

•  Quick to respond, extensive repairer network, providing 
     customers with convenient options

Experienced Dealer Team
•  helping make your profits grow through ongoing solutions 
     & support

•  finance & insurance training backed by market leading expertise

•  full insurance product portfolio including; MBI, GAP, CCI, PPI 
     & MVI

Repairer Claims Payments
•  made within 7 days, putting money back into your business, fast!  

Certainty & Security 
•  long standing history & financial strength

•  members of the Insurance Council of New Zealand
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YOU BY:

STATSTALK
USED VEHICLES

USED IMPORT COMMERCIAL MODELS

MAKE MODEL
MAR
'15

MAKE MODEL
MAR
'14

TOYOTA HIACE 298 TOYOTA HIACE 235
NISSAN CARAVAN 73 NISSAN CARAVAN 66
MAZDA BONGO 36 NISSAN VANETTE 47
TOYOTA REGIUS 32 TOYOTA REGIUS 25
NISSAN VANETTE 29 MAZDA BONGO 19
TOYOTA TOYOACE 24 TOYOTA DYNA 19
TOYOTA DYNA 23 ISUZU ELF 16
ISUZU ELF 22 NISSAN ATLAS 14
HINO DUTRO 21 ISUZU COMO 11
MITSUBISHI CANTER 16 TOYOTA HILUX 11
NISSAN NV200 16 TOYOTA TOWNACE 9

USED IMPORT COMMERCIAL MAKES

MAKE
MAR
'15

MAR
'14

Movement
% 
Change

Market 
Share

TOYOTA 395 302 30.8 50.3
NISSAN 147 142 3.5 18.7
MAZDA 44 25  Up 1 76.0 5.6
ISUZU 35 38  Down 1 -7.9 4.5
HINO 33 13  Up 3 153.8 4.2
MITSUBISHI 30 18 66.7 3.8
FORD 22 24  Down 2 -8.3 2.8
HOLDEN 18 9  Up 1 100.0 2.3
CHEVROLET 12 14  Down 2 -14.3 1.5
FIAT 8 2  Up 2 300.0 1.0
OTHER 41 30 36.7 5.2
TOTAL 785 617 27.2 100.0

Continued on page 32

M
arch continued the 
used import sales 
bonanza, with sales 

up 35.2% on a year ago.
10,247 used 

imports cars and 
SUVs were regis-
tered in the past 
month, com-
pared with 7581 
in March 2014.

The new year 
has seen spec-
tacular sales for 
used imports – 
11,791 in January, 10,572 in 
February and now 10,247 in 
March – up by 20% overall.

Used import commercials 
also had another strong 
month in March – with 
sales up a massive 32.7% to 

Spectacular used 
import sales in March

617, from 
465 in the same month 
last year.

Toyota was the top used 
import passenger vehicle 
seller in March with 2441 
sales, up 20.8% from March 

last year (2020).
In second place, Nis-

san was a huge 53.2% up 
on 1842 sales, followed by 
Mazda on 1765 (up 47.9%), 
Honda on 1124 sales (up 

41.7%) and then 
Suzuki on 617 sales 
(up 45.9% from 423 
in March last year).

The Suzuki 
Swift was the most 
popular passen-
ger vehicle on 666 
units, followed by 
the Mazda Axela on 
584 and the Toyota 

Corolla on 527 units.
Easily the biggest seller in 

the used import commercial 
market was Toyota with 302 
sales, up 31.9% from a year 
earlier, followed by Nissan 
on 142 sales, up 44.9% from 
98 in March 2014.
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Competitive Finance. Personal Service
• First tier finance for dealers retailing Nichibo-sourced vehicles • Unique waiver products

We are actively seeking new dealers. To find out how we can assist you, contact Martin Blockley on 09 379 4827 or martin@autofinancedirect.co.nz

STATSTALK
USED VEHICLES

Used imports 

brought to you by:

AROUND THE COUNTRY
DISTRACT JAN'15 JAN'14 % CHANGE

WHA 242 218 11.01
AUC 5727 4567 25.40
HAM 814 655 24.27
THA 78 56 39.29
TAU 522 357 46.22
ROT 116 95 22.11
GIS 66 42 57.14
NAP 239 170 40.59
NEW 211 173 21.97
WAN 72 58 24.14
PAL 306 266 15.04
MAS 50 57 -12.28
WEL 899 746 20.51
NEL 223 168 32.74
BLE 66 45 46.67
GRE 42 39 7.69
WES 8 9 -11.11
CHR 1535 1285 19.46
TIM 101 88 14.77
OAM 26 22 18.18
DUN 331 249 32.93
INV 117 108 8.33
TOTAL 11791 9470 24.51

AROUND THE COUNTRY
DISTRICT MAR'15 MAR'14 % CHANGE

WHA 243 193 25.91
AUC 6097 5034 21.12
HAM 860 663 29.71
THA 75 72 4.17
TAU 511 400 27.75
ROT 109 84 29.76
GIS 46 46 0.00
NAP 203 187 8.56
NEW 193 174 10.92
WAN 71 66 7.58
PAL 323 259 24.71
MAS 56 49 14.29
WEL 977 796 22.74
NEL 194 158 22.78
BLE 44 54 -18.52
GRE 44 31 41.94
WES 12 7 71.43
CHR 1611 1486 8.41
TIM 119 88 35.23
OAM 24 30 -20.00
DUN 355 253 40.32
INV 146 117 24.79
TOTAL 12313 10247 20.16

USED IMPORT PASSENGER MODELS
MAKE MODEL MAR'15 MAKE MODEL MAR'14

SUZUKI SWIFT 666 TOYOTA COROLLA 607
MAZDA AXELA 584 NISSAN TIIDA 557
TOYOTA COROLLA 527 SUZUKI SWIFT 521
NISSAN TIIDA 487 MAZDA DEMIO 520
HONDA FIT 475 MAZDA AXELA 505
MAZDA DEMIO 465 HONDA FIT 423
SUBARU LEGACY 335 TOYOTA WISH 257
VOLKSWAGEN GOLF 309 TOYOTA VITZ 240
MAZDA ATENZA 293 SUBARU LEGACY 229
TOYOTA WISH 292 MAZDA ATENZA 219
MITSUBISHI OUTLANDER 257 VOLKSWAGEN GOLF 214
BMW 3 Series 250 MAZDA MPV 188
TOYOTA VITZ 242 BMW 3 Series 176
MAZDA MPV 207 NISSAN NOTE 171
TOYOTA ESTIMA 174 NISSAN MARCH 169
MAZDA PREMACY 163 TOYOTA IST 157
HONDA ODYSSEY 160 HONDA ODYSSEY 150
NISSAN DUALIS 158 HONDA ACCORD 146
NISSAN BLUEBIRD 155 TOYOTA ESTIMA 140
NISSAN SKYLINE 148 NISSAN BLUEBIRD 139

From a model perspective, the 
Toyota Hiace was top on 298 units, fol-
lowed by the Nissan Caravan on 73 and 
the Mazda Bongo on 36.

Dealer: market slower, buying hard
Adrenaline Motors director Ilya Krz-

henitskiy says the year started off well, 
but recently sales have slowed a little.

“March started off really well, and 
then the last couple of weeks got a little 
slower,” Krzhenitskiy says.

“We still managed to sell 26, out of 
40 on the floor.”

“This was the end of financial year, 
normally you would expect people to 
be buying, no one could really tell me 
why no one was,” he says.

Despite huge arrivals and plenty of 
stock in New Zealand, he says prices are 
holding up.

And prices are up in Japan.
Krzhenitskiy noted he was up in 

Japan for a buying trip recently, and 
being the end of the financial year, and 

SPECTACULAR USED IMPORT 
SALES IN MARCH
Continued from page 31

Continued on page 33

university ending and students enter-
ing the workforce, domestic demand is 
keeping vehicle prices high.

“I only bought 23 vehicles - and it 
wasn’t cheap,” Krzhenitskiy says

Record-shattering numbers of vehicles 
arrive in NZ

Vehicle importers and dealers seem 
to believe the good times will never 
end, as they continued to import a 
mammoth number of vehicles last 

month, 
led by a 
staggering 
14,797 used 
cars.

This was more than twice the num-
ber of new cars imported – 6907.

So far this year 34,947 used cars 
have been landed in the country, which 
will lead to another 140,000+ year if, as 
looks likely, this volume of used import 
passenger vehicles continues.
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STATSTALK
USED VEHICLES

Used imports 

brought to you by:

USED IMPORT PASSENGER MAKES
MAKE MAR

'15
MAR
'14

Movement % 
Change

Market 
Share

TOYOTA 2804 2441 14.9 22.8
NISSAN 2076 1842 12.7 16.9
MAZDA 1942 1765 10.0 15.8
HONDA 1240 1124 10.3 10.1
SUZUKI 772 617 25.1 6.3
SUBARU 655 433 51.3 5.3
BMW 585 413 41.6 4.8
VOLKSWAGEN 486 373 30.3 3.9
MITSUBISHI 479 371 29.1 3.9
AUDI 276 177 55.9 2.2
MERCEDES-BENZ 250 161 55.3 2.0
FORD 167 107 56.1 1.4
VOLVO 89 50  Up 1 78.0 0.7
CHEVROLET 58 61  Down 1 -4.9 0.5
MINI 58 31  Up 3 87.1 0.5
HYUNDAI 54 41  Down 1 31.7 0.4
JAGUAR 43 39  Down 1 10.3 0.3
LAND ROVER 42 26  Up 1 61.5 0.3
LEXUS 40 36  Down 2 11.1 0.3
HOLDEN 29 17 70.6 0.2
OTHER 168 122 37.7 1.4
TOTAL 12313 10247 20.2 100.0

USED IMPORT PASSENGER MAKES – THIS YEAR
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2015-Jan 220 472 60 20 173 1160 59 1992 229 511 2012 24 618 775 2648 420 398 11791
2014-Jan 208 328 54 25 139 920 16 1655 155 363 1779 6 425 549 2206 311 331 9470

% diff 6 44 11 -20 24 26 269 20 48 41 13 300 45 41 20 35 20 25
15-Feb 190 475 81 18 169 1120 38 1678 200 388 1779 18 561 684 2414 403 356 10572
14-Feb 189 346 54 20 98 1015 18 1510 142 350 1619 12 361 550 2258 298 315 9155

% diff 1 37 50 -10 72 10 111 11 41 11 10 50 55 24 7 35 13 15
2015-Mar 276 585 58 12 167 1240 54 1942 250 479 2076 25 655 772 2804 486 432 12313
2014-Mar 177 413 61 15 107 1124 41 1765 161 371 1842 10 433 617 2441 373 296 10247

% diff 56 42 -5 -20 56 10 32 10 55 29 13 150 51 25 15 30 46 20
YTD 15 686 1532 199 50 509 3520 151 5612 679 1378 4088 67 1834 2231 7866 1309 1186 34676
YTD 14 574 1087 169 60 344 3059 75 4930 458 1084 5240 28 1219 1716 6905 982 942 28872

%diff 20 41 18 -17 48 15 101 14 48 27 -22 139 50 30 14 33 26 20

New utes, light 
trucks and vans also 
had a boom month 
for arrivals as distrib-
utors gear up for the 
National Fieldays in 
June (10th to 13th).

3441 new light 
commercials (under 
3500kg) were landed 
in March, more than 
double the 1500 that 
arrived in December.

Used light com-

mercials (under 3500kg) 
also had the best month 
of this year with 445 units 
arriving, while used trucks 
over 3500kg also had their 
best month in March with 
115 landed at NZ ports.  

Continued from page 32

FALL IN UK USED 
IMPORT CARS

T
he number of used 
imports coming from 
Great Britain fell again 

last month, with only 79 be-
ing landed here in March.

This is down from 172 in 
December, 114 in January 
and 88 in February.

At the same time, used car 
imports from Australia - in-
cluding some hail-damaged 
vehicles - surged to 400 
vehicles last month.

This follows another 400+ 
month in February when 418 
Aussie cars made it across 

our wharves.
Also enjoying a mini 

boom at the moment are 
used cars from the USA, 
with 119 cars being landed 
here in March - almost 
double the 60 that arrived 
in February.

Singapore used car ar-
rivals were, however, down 
last month to 17, after two 
30+ months previously.

Japan again absolutely 
dominated vehicle arrivals, 
with 14,517 used cars being 
landed here in March. 
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STATSTALK
NEW VEHICLES

NEW PASSENGER MAKES
MAKE

MAR
'15

MAR
'14

MOVEMENT
% 
CHANGE

MARKET 
SHARE

TOYOTA 970 1048 -7.4 12.0
HOLDEN 794 764  Up 1 3.9 9.8
MAZDA 732 621  Up 2 17.9 9.1
HYUNDAI 669 774  Down 2 -13.6 8.3
MITSUBISHI 611 640  Down 1 -4.5 7.6
SUZUKI 483 505  Up 1 -4.4 6.0
FORD 461 602  Down 1 -23.4 5.7
HONDA 434 367  Up 1 18.3 5.4
NISSAN 434 408  Down 1 6.4 5.4
VOLKSWAGEN 420 359 17.0 5.2
KIA 304 277 9.7 3.8
SUBARU 239 184  Up 1 29.9 3.0
MERCEDES-BENZ 217 157  Up 2 38.2 2.7
AUDI 181 205  Down 2 -11.7 2.2
BMW 165 171  Down 1 -3.5 2.0
JEEP 129 100  Up 1 29.0 1.6
LAND ROVER 108 78  Up 3 38.5 1.3
SSANGYONG 100 83  Up 1 20.5 1.2
SKODA 90 83  Down 1 8.4 1.1
MINI 64 46  Up 5 39.1 0.8
OTHER 470 520 -9.6 5.8
TOTAL 8075 7992 1.0 100.0

NEW COMMERCIAL MAKES

MAKE
MAR
'15

MAR
'14

Movement
% 
Change

Market 
Share

TOYOTA 818 753 8.6 22.2
FORD 629 600 4.8 17.1
HOLDEN 357 186  Up 3 91.9 9.7
MITSUBISHI 326 231 41.1 8.9
NISSAN 280 270  Down 2 3.7 7.6
ISUZU 246 199  Down 2 23.6 6.7
VOLKSWAGEN 136 114 19.3 3.7
MAZDA 123 101 21.8 3.3
HYUNDAI 86 62  Up 4 38.7 2.3
SSANGYONG 67 81 -17.3 1.8
OTHER 612 646 -5.3 16.6
TOTAL 3680 3243 13.5 100.0

M
arch new vehicle registrations 
were the best the market has 
seen since 1984, according to 

the Motor Industry Association.
A total of 11,755 new passenger and 

commercial vehicles were registered 
during the month, up 5% on March last 
year, and up 8% so far for the year.

New registrations of 8075 passen-
ger vehicles for the month of March 
were 81 units higher than for March 
2014, making it the highest March 
since 1984. Toyota remains the mar-
ket leader for passenger vehicles with 
12% market share (970 units), followed 
by Holden with 10% (794 units) and 
Mazda third with 9% market share 
(732 units).

Toyota was the overall market leader 
- passenger and commercial vehicles 

combined - for 
the month of 
March with 15% 
market share 
(1788 units) fol-
lowed by Holden 
with 10% (1,151 
units) and Ford 
with 9% market 
share (1090 units).

The Toyota Corolla was 
the top selling passenger vehicle 
for the month of March with 4% share 
(291 units) followed by the Suzuki 
Swift with 3% share (274 units) and the 
Honda Jazz also with 3% market share 
(238 units).

New registrations of commercial 
vehicles for the month of March were 
436 units higher than for March 2014, 

and the high-
est March since 
1982.

Toyota was 
the commercial 
market leader 
for the month of 
March with 22% 
market share 

(818 units), followed by Ford with 17% 
(629 units) and Holden third with 10% 
market share (357 units).

The Toyota Hilux was once again 
the monthly top selling commercial 
model for March with 15% market 
share (548 units) followed by the Ford 
Ranger with 14% (514 units) and the 
Holden Colorado with 9% market 
share (346 units).

The sports utility vehicles segment 
remains dominant, reflecting interna-
tional trends, with 31% market share 
for the month of March followed by 
pick-ups/chassis-cabs with 22% market 
share and light passenger cars on 15%.

Hilux top seller as 
market continues climb

Continued on page 35
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NEW VEHICLES

Mercedes stakes claim on 
luxury lead

The competitive luxury ve-
hicle market has a new leader 
– at least for the first quarter.

Mercedes Benz has over-
taken Audi and BMW to claim 
top spot in the sector for 
passenger cars, while in the 
overall market Mercedes Benz 
is maintaining a strong lead.

For passenger vehicles, 
Mercedes is on 563 units, 
BMW on 527 and Audi on 479.

Mercedes Benz NZ 
general manager Ben Giffin 
says the result is the strong-
est start to the year for the 
company here ever.

“These outstanding sales 
numbers verify the direc-
tion of our growth strategy 
here in New Zealand,” Giffen 
says. “We have seen fantastic 
growth across many model 
segments and particularly 
with our all-new C-Class.

“The start to 2015 is the 
strongest in our brand’s 

history, and considering 
our model offensive will 
be further bolstered in the 
second half of the year, we 
are on target to deliver our 
best result ever”, Giffen says.

Strong month for sales 
across the Tasman

The Australian vehicle 
market in March was the best 
result ever for the month, with 
sales up 8% year-on-year.

The result of 105,054 sales 
is the largest March sales 
market ever recorded.

FCAI chief executive Tony 
Weber says the popularity of 
versatile SUVs and light com-
mercial vehicles shows no 
signs of slowing down with 
sales in the SUV segment up 
15.3% on March 2014 sales, 
and up 15.4% year-to-date.

Light commercial vehicle 
sales increased 10.1% com-
pared to March 2014 sales.

“In particular, we saw 
private purchases of light 
commercial vehicles in-
crease significantly in March 

2015, with sales up 33.4%,” 
says Weber. “The versatility of 
these vehicles makes them 
a popular choice for many 
Australians, providing the 
capacity needed for work, 
leisure and family activities.”

Private purchases of SUVs 
increased 15.6%, and private 
purchases of passenger cars 
decreased 1.9%.

Sales were strong across 
most of the country with 
sales in the Australian Capital 
Territory and New South 
Wales up more than 10%, 
sales in Queensland up 
12.1%, the Northern Territory 
was up 6.6%, Tasmania 7.1% 

NEW AROUND THE COUNTRY
DISTRICT MAR'15 MAR'14 % CHANGE
WHA 202 203 -0.49
AUC 3493 3461 0.92
HAM 592 662 -10.57
THA 69 53 30.19
TAU 325 335 -2.99
ROT 142 97 46.39
GIS 34 40 -15.00
NAP 252 247 2.02
NEW 150 144 4.17
WAN 76 60 26.67
PAL 270 254 6.30
MAS 60 61 -1.64
WEL 832 868 -4.15
NEL 103 113 -8.85
BLE 59 62 -4.84
GRE 23 16 43.75
WES 3 2 50.00
CHR 922 812 13.55
TIM 75 68 10.29
OAM 26 26 0.00
DUN 249 287 -13.24
INV 118 121 -2.48
TOTAL 8075 7992 1.04

NEW PASSENGER MODELS

MAKE MODEL
MAR
'15

MAKE MODEL
MAR
'14

TOYOTA COROLLA 291 TOYOTA COROLLA 408
SUZUKI SWIFT 274 SUZUKI SWIFT 287
HONDA JAZZ 238 HOLDEN COMMODORE 245
MAZDA CX-5 233 MITSUBISHI OUTLANDER 241
MITSUBISHI OUTLANDER 225 MAZDA MAZDA3 237
TOYOTA RAV4 214 MITSUBISHI LANCER 222
TOYOTA YARIS 206 MAZDA CX-5 218
HOLDEN COMMODORE 195 HYUNDAI IX35 197
MAZDA MAZDA3 193 VOLKSWAGEN GOLF 190
HYUNDAI SANTA FE 183 HYUNDAI I30 174
HOLDEN CAPTIVA 181 TOYOTA RAV4 170
VOLKSWAGEN GOLF 181 HYUNDAI SANTA FE 165
NISSAN X-TRAIL 180 HOLDEN CAPTIVA 152
HYUNDAI IX35 175 HOLDEN CRUZE 142
MAZDA MAZDA2 174 TOYOTA YARIS 142
HOLDEN CRUZE 162 HONDA CRV 130
MITSUBISHI ASX 150 TOYOTA HIGHLANDER 128
NISSAN QASHQAI 137 FORD FIESTA 126
HONDA CRV 123 FORD FOCUS 124
MITSUBISHI LANCER 117 FORD KUGA 123

Continued from page 34

Continued on page 36
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NEW PASSENGER MAKES
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15-Jan 12 148 149 14 4 31 502 2 1280 356 746 109 198 123 52 722 191 64 469 528 101 74 89 87 116 337 1941 343 36 186 9010

14-Jan 27 180 195 19 12 44 827 10 853 360 665 96 243 92 40 521 200 63 353 444 100 44 75 78 158 527 1467 414 45 141 8293

% diff -56 -18 -24 -26 -67 -30 -39 -80 50 -1 12 14 -19 34 30 39 -5 2 33 19 1 68 19 12 -27 -36 32 -17 -20 32 9

15-Feb 3 151 193 16 2 44 514 0 765 252 694 123 247 47 56 674 155 54 472 371 71 30 75 106 172 289 906 372 46 157 7057

14-Feb 19 179 174 12 4 42 523 13 782 230 616 84 258 78 50 532 109 46 404 388 87 13 54 72 144 423 762 316 34 124 6572

% diff -84 -16 11 33 -50 5 -2 -100 -2 10 13 46 -4 -40 12 27 42 17 17 -4 -18 131 39 47 19 -32 19 18 35 27 7

15-Mar 9 181 165 31 9 54 461 0 794 434 669 129 304 108 63 732 217 64 611 434 63 46 90 100 239 483 970 420 33 162 8075

14-Mar 26 205 171 23 10 54 602 11 764 367 774 100 277 78 65 621 157 46 640 408 114 17 83 83 184 505 1048 359 48 152 7992

% diff -65 -12 -4 35 -10 0 -23 -100 4 18 -14 29 10 38 -3 18 38 39 -5 6 -45 171 8 20 30 -4 -7 17 -31 7 1

YTD 15 24 480 507 61 15 129 1477 2 2839 1042 2109 361 749 278 171 2128 563 182 1552 1333 235 150 254 293 527 1109 3817 1135 115 505 24142

YTD 14 72 564 540 54 26 140 1952 34 2399 957 2055 280 778 248 155 1674 466 155 1397 1240 301 74 212 233 486 1455 3277 1089 127 417 22857

%diff -67 -15 -6 13 -42 -925 -24 -94 18 9 3 29 -4 12 10 27 21 17 11 8 -22 103 20 26 8 -24 16 4 -9 21 6

and Victoria 8.5%. A slight 
fall of 0.4% was recorded in 
South Australia and a fall of 
2.9% in Western Australia.

Toyota was the highest 
selling brand with 18.2% of the 
market. Toyota was followed 
by Mazda with 9.7%, Hyundai 
with 8.3%, Holden with 8.2%, 

and Nissan with 6.8%.
The Toyota Corolla was 

the top selling car in March 
2015, with 4,261 vehicles sold. 
The Corolla was followed by 

the Mazda3 (3,558), Toyota 
Hilux (3,346), Mitsubishi 
Triton (2,940) and Holden 
Commodore (2,436). 

Continued from page 35

NEW COMMERCIAL MODELS

MAKE MODEL
MAR'
15

MAKE MODEL
MAR
'14

TOYOTA HILUX 548 FORD RANGER 550
FORD RANGER 514 TOYOTA HILUX 505
HOLDEN COLORADO 346 NISSAN NAVARA 270
MITSUBISHI TRITON 287 TOYOTA HIACE 225
NISSAN NAVARA 280 HOLDEN COLORADO 168
TOYOTA HIACE 249 MITSUBISHI TRITON 156
ISUZU D-MAX 160 ISUZU D-MAX 114
MAZDA BT-50 123 MAZDA BT-50 100
FORD TRANSIT 115 SSANGYONG ACTYON SPORT 81
HYUNDAI ILOAD 84 GREAT WALL V240 78

HILUX TOP SELLER AS MARKET 
CONTINUES CLIMB

DISTRIBUTORS JOIN APRIL ‘FOOL’S DAY’ FUN

B
MW NZ and Holden 
had a little fun on 
April 1 - Holden offer-

ing a Commodore ‘cat pack’ 

complete with redundant 
seat, feed cup dish and a 
scratching post.

BMW went a whole lot 

further offering the chance 
to win a $50,000 new BMW - 
which was duly won by Auck-
land woman Tianna Marsh. 
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SECONDHAND REGISTRATIONS − MARCH 2015
SALE  TYPE WHA AUC HAM THA TAU ROT GIS NAP NEW WAN PAL MAS WEL NEL BLE GRE WES CHR TIM OAM DUN INV TOTAL

Cars 2015

Public to Trader 256 5042 1252 84 680 107 88 402 269 142 815 92 1244 267 136 38 1986 184 14 517 344 13959

Public to Public 1870 15239 3411 541 2213 883 363 1528 1064 506 1748 352 2952 1046 447 232 98 5627 594 225 1882 1077 43898

Trader to Public 476 5753 1512 266 893 272 148 601 425 207 859 150 1488 298 187 81 22 2310 294 81 742 436 17501

Cars 2014

Public to Trader 225 4049 1089 92 556 130 86 426 253 131 652 86 1082 209 115 47 1727 145 18 444 313 11875

Public to Public 1554 12780 3034 490 1800 726 338 1338 981 376 1483 333 2749 877 340 198 86 4877 503 171 1604 919 37557

Trader to Public 445 5053 1340 175 816 250 193 566 447 197 747 151 1346 266 182 104 25 2156 227 70 664 426 15846

Cars % Change

Public to Trader -2.3 11.7 4.9 7.7 4.8 -15.1 -20.7 0.2 6.7 10.9 4.5 -3.2 7.0 4.7 11.5 -41.5 10.1 41.5 -60.0 5.5 -0.6 7.4

Public to Public 6.1 6.8 6.1 10.6 16.3 31.8 2.0 6.6 2.0 16.1 5.9 -2.8 2.6 13.6 12.0 2.2 10.1 7.2 -2.0 13.6 7.5 18.4 7.5

Trader to Public -6.7 1.9 11.2 34.3 4.8 4.2 -14.9 1.9 6.0 -0.5 4.4 -5.7 -0.6 -4.2 10.7 -26.4 -12.0 3.6 36.7 17.4 10.3 -2.7 3.4

Motorcycles 2015

Public to Trader 3 134 36 26 9 7 29 5 55 15 4 37 1 2 29 9 401

Public to Public 55 586 153 33 109 27 9 80 79 18 87 12 162 61 22 20 7 281 23 10 74 43 1951

Trader to Public 17 125 38 11 28 6 14 12 4 31 8 41 12 3 4 42 4 28 8 436

Motorcycles 2014

Public to Trader 7 136 20 1 33 1 6 6 1 28 6 40 11 2 26 2 2 21 5 354

Public to Public 59 519 129 25 101 26 9 62 54 18 80 10 163 46 26 10 9 260 28 12 86 42 1774

Trader to Public 11 120 23 8 22 4 1 10 18 2 27 5 51 9 2 3 1 44 4 4 20 13 402

Motorcycles % change

Public to Trader -25.0 -10.7 -5.3 -21.2 -100.0 125.0 0.0 -100.0 38.1 -37.5 -8.3 150.0 -20.0 -100.0 37.0 -66.7 0.0 16.0 50.0 -1.5

Public to Public -6.8 0.7 1.3 22.2 9.0 -10.0 -18.2 25.0 36.2 12.5 8.8 0.0 -0.6 -9.0 -29.0 100.0 -12.5 -7.0 -23.3 100.0 1.4 13.2 1.8

Trader to Public 21.4 3.3 5.6 120.0 -9.7 -25.0 -100.0 55.6 0.0 -33.3 63.2 33.3 -12.8 71.4 -50.0 -20.0 23.5 -33.3 -100.0 75.0 14.3 9.8

Trucks 2015

Public to Trader 66 607 186 21 91 24 25 76 33 28 118 29 103 52 30 8 210 35 1 70 70 1883

Public to Public 325 1597 521 81 389 149 80 242 167 79 275 75 351 207 90 53 21 795 98 27 293 204 6119

Trader to Public 153 630 260 35 147 56 47 104 61 36 123 45 139 78 53 13 4 349 52 18 124 85 2612

Trucks 2014

Public to Trader 48 373 168 16 86 20 23 51 29 15 81 22 84 37 31 9 215 32 6 62 58 1466

Public to Public 266 1561 456 81 282 161 65 229 198 71 260 59 314 167 52 42 12 711 90 23 253 166 5519

Trader to Public 98 511 218 39 117 44 46 82 85 31 101 30 110 56 42 15 3 327 47 9 88 69 2168

Trucks % change

Public to Trader -7.0 49.1 -4.6 -30.0 -4.2 -14.3 -7.4 16.9 -31.3 86.7 10.3 0.0 28.8 2.0 20.0 -38.5 -18.0 -22.2 -66.7 -2.8 -25.5 7.2

Public to Public 13.6 2.6 5.0 -4.7 15.4 39.3 9.6 -6.2 0.6 -7.1 1.1 4.2 4.5 1.0 21.6 10.4 0.0 -0.4 -13.3 -28.9 18.1 2.5 4.2

Trader to Public 56.1 14.3 7.9 -22.2 8.1 9.8 0.0 13.0 -25.6 24.1 21.8 40.6 27.5 27.9 26.2 18.2 -20.0 -2.0 30.0 -21.7 18.1 0.0 11.5

A
fter a relatively 
static few months of 
secondhand vehicle 

transactions, March saw the 
market come to life again.

The market for dealer 
sales to the public was 

Secondhand sales 
return to life

up 3.4% for the month to 
17,501 units, while public-
to-trader sales were up a 
healthy 7.4% to 13,959.

Public-to-public reg-
istrations were up 7.5% to 
43,898 units.

In the bike market, 
trader-to-public sales were 
up a healthy 9.8% to 436 
units, but the reverse trade 
- public-to-trader, was 
down 1.5% to 401.

Public transactions of 

bikes were up 1.8% to 1951.
In trucks, dealer sales 

jumped 11.5% to 2612 vehi-
cles, while trade-in business 
was up 7.2% to 1883.

Public transactions were 
up 4.2% to 6119. 
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NEW BIKE MAKES

VEHICLE MAKE
MAR
'15

YTD
'15

MAR
‘14

% 
Change

Market 
Share

SUZUKI 158 480 123 28.5 16.5
HONDA 153 377 70 118.6 16.0
HARLEY DAVIDSON 84 171 41 104.9 8.8
YAMAHA 76 199 42 81.0 7.9
TRIUMPH 50 149 40 25.0 5.2
TNT MOTOR 46 110 18 155.6 4.8
KAWASAKI 44 116 33 33.3 4.6
KTM 37 83 22 68.2 3.9
APRILIA 32 80 42 -23.8 3.3
FACTORY BUILT 30 69 25 20.0 3.1
KYMCO 28 55 3 833.3 2.9
BMW 27 86 16 68.8 2.8
HYOSUNG 27 54 22 22.7 2.8
PIAGGIO 22 53 30 -26.7 2.3
PEUGEOT 17 46 1 1600.0 1.8
VESPA 16 45 13 23.1 1.7
MOPED 15 65 20 -25.0 1.6
DUCATI 13 44 10 30.0 1.4
FORZA 12 50 24 -50.0 1.3
PGO 11 32 6 83.3 1.1
OTHER 59 207 71 -16.9 6.2
TOTAL 957 2571 672 42.4 100.0

NEW BIKE MODELS
MAKE MODEL MAR'15

SUZUKI GN125H 53
TNT MOTOR ROMA 2T 42
HARLEY DAVIDSON STREET 15 500 28
HONDA NBC 110BN 25
YAMAHA MT-07 LF 19
PIAGGIO ZIP 50 2T 15
SUZUKI UZ 50D 15
APRILIA ETX 150 14
HONDA CTX 200 14
YAMAHA MT-09 TRAF 14

USED BIKE MAKES

MAKE
MAR
'15

MAR
'14

% 
CHANGE

MARKET

HARLEY DAVIDSON 52 37 40.5 30.4
HONDA 24 8 200.0 14.0
DUCATI 17 7 142.9 9.9
SUZUKI 13 7 85.7 7.6
TRIUMPH 12 12 0.0 7.0
YAMAHA 12 16 -25.0 7.0
KAWASAKI 8 5 60.0 4.7
BMW 7 8 -12.5 4.1
APRILIA 4 5 -20.0 2.3
VICTORY 3 6 -50.0 1.8
OTHER 19 22 -13.6 11.1
TOTAL 171 133 28.6 100.0

T
he long summer may 
be coming to an end, 
but bike sales are get-

ting even warmer.
Registrations of new 

road-registered bikes during 
March were up 42.4% to 957 
units, bringing the year-to-
date total to a strong 2571.

While Suzuki lead, it was 
Honda and Harley Davidson 
that put in the biggest gains.

Suzuki was up 28.5% for 
the month to 158 units - a 
16.5% share of the market.

Honda in second was up 
a huge 118.6% to 153 units, 
16% of the market, while 
Harley Davidson in third 
was up 104.9% to 84 bikes.

Yamaha was next on 76, 
up 81% for a 7.9% share, 
followed by Triumph on 50 
units, up 25%.

Interestingly car-brand 
Peugeot is beginning to 
show in the market, up 
1600% from one bike to 17 
units.

Leading the model 
charge was the Suzuki 
GN125H on 53 units, fol-
lowed by the TNT Motor 
Roma 2T on 42 and the 
Harley Davidson Street 
15 500 on 28 - the most 
popular non-scooter.

The used market was 
also on a charge, up 28.6% 
over the same month in 
2014 to 171 units.

Harley Davidson was the 
most popular brand on 52 
bikes, up 40.5% from 37 for 
a 30.4% share.

Honda was second on 24, 
up 200%, followed by Ducati 
on 17 and Suzuki on 13. 

Massive month for 
bike sales
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STATSTALK
TRUCKS
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Vehicle Inspection NZ

I
suzu trucks continues to 
be the market leader for 
quarter one 2015 with 86 

registrations in March and 
a year to date tally of 240 
units as opposed to 192 in 
the previous corresponding 
period last year.

Local distributor Isuzu 
Trucks New Zealand says 878 
new trucks were registered 
in 2014 and general manager 

Colin Muir commented to Au-
toTalk, while on a trip to Japan 
for the media launch of the 
new Isuzu Giga HD truck, that 
he thinks market growth this 
year will be in line with GDP.

It is Muir’s opinion that 
the market will start to cool 
towards the end of 2015.

He feels that Isuzu Trucks 
will see sales of its N-Series 
light truck cool off, and the 

medium size F-series may be 
a little stagnant, but the new 
Giga HD will definitely grow 
sales as that segment grows.

The 2015 launch of the 
new Isuzu Giga HD truck will 
see the range grow from nine 
models to 18. The distributor 
has already received more 
than 40 confirmed orders, 
and the new models will start 
arriving locally towards the 
end of the second quarter, 
with a full range available by 
the end of the third quarter. 

Isuzu Trucks wants 
to gain the #1 heavy 
duty truck sales title 
back, and it says the 
addition of a model 
with a 285mm chassis, a 
manual gearbox, and air 
suspension will help it to 
regain some lost share in 
the stock truck sector.

“I think overall there 
will be a consolidation of 
growth in the three seg-
ments in 2015 back into 
the teens, not the 26% 
that we saw in the market 

last year,” says Muir.
“The constraints of the 

local truck body building 
industry will undoubtedly 
have some effect on new 
truck registrations given 
that it’s at 93% capacity of 
skill and utilisation.”

Currently New Zealand 
is Isuzu Motors fifth largest 
export market for heavy duty 
vehicles and Muir says there 
is a clear aim to regain the 
number 1 spot on the sales 
chart in New Zealand.

“It was disappointing to 
loose volume and market 
share in the heavy duty sector, 
but we think the new VC36 
Giga has a good specification 
and will have wide appeal to 
the local market,” says Muir.

“Moving from 9 models 
to 18, thanks to the factory 
adopting a New Zealand 
orientated specification and 
by doubling the amount of 
8x4 models available, and 
adding 4 more 6x4 models, 
can only strengthen our of-
fer,” he says.       
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NEW TRUCK MAKES

MAKE
MAR
'15

MAR
'14

% Change
% of 
Market

YTD
'15

YTD
'14

ISUZU 86 85 1.2 18.7 240 192
HINO 61 62 -1.6 13.3 144 157
MITSUBISHI FUSO 58 71 -18.3 12.6 132 145
VOLVO 48 44 9.1 10.5 84 81
DAF 28 38 -26.3 6.1 58 56
MERCEDES-BENZ 28 26 7.7 6.1 59 72
UD TRUCKS 24 22 9.1 5.2 69 52
SCANIA 23 22 4.5 5.0 61 41
FIAT 18 17 5.9 3.9 57 48
MAN 14 27 -48.1 3.1 50 84
OTHER 71 81 -12.3 15.5 237 219
TOTAL 459 495 -7.3 100.0 1191 1147

USED TRUCKS MAKES

MAKE
MAR
'15

MAR
'14

% 
CHANGE

MARKET
YTD
'15

YTD
'14

TOYOTA 38 26 46.2 25.5 102 77
HINO 33 13 153.8 22.1 64 30
ISUZU 30 26 15.4 20.1 69 69
MITSUBISHI 15 8 87.5 10.1 38 19
NISSAN 9 15 -40.0 6.0 35 38
KENWORTH 5 3.4 10
MAZDA 3 1 200.0 2.0 8 10
OTHER 16 19 -15.8 10.7 47 75
TOTAL 149 108 38.0 100.0 373 318
TOTAL 119 91 30.8 100.0 224 210

Isuzu continues the 
new truck charge Vehicle Inspection NZ



40  |  AUTOTALK APRIL 2015 | www.autotalk.co.nz 

NEWSTALK

We deliver 
people that 
ARE NOT 
LOOKING 
FOR JOBS...
When you are looking to 
recruit new senior staff you 
want the very best person 
available.
The very best are probably 
not looking to change jobs 
and that’s where AutoTalk 
comes in.
We reach pretty much near 
all the people in senior 
management in the auto sales 
industry – the people that you 
need to recruit.  That’s why 
when Seek or Trade Me won’t 
cut it, more people advertise 
their senior recruitment with 
AutoTalk.

Talk to us today – and get the 
best deal on staff recruitment 

DALE STEVENSON 

dale@automediagroup.co.nz
021 446 214

DEBORAH BAXTER 

deborah@automediagroup.co.nz
027 530 5016

time non threatening feature that allows women to inter-
act with someone in a leisurely way.

• A staff page. Women are keen to see who they are inter-
acting with and can put a face to the name and include 
email links.

Perhaps it is appropriate to end this article by illustrating the 
gender differences with reference to two of the many  books 
written by Allan and Barbara Pease: “Why Men Don’t Have A Clue 
and Women Always Need More Shoes” and “Why Men Don’t 
Listen and Women Can’t Read Maps”. 

Marketing secrets to 
attract more women 
car buyers Continued from page 18

Rebecca Joyce (Auto Distributors Asia Pacific) 

BIG FISH CLASSIC

 Continued on page 41

Tony Rangi (Coutts Cars), Shanon Fasher, Ben Fasher, 
Jared McKenzie and Seth Fasher (Fasher Autohaus)
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TRIBUNALTALK

Market analysis - regular, 
accurate and detailed

CONTACT US

Free phone

Business Advice

FURTHER INFORMATION ABOUT MTA

Industry
 research

Specialist training

Capacity
4000 members

MTA MEMBERSHIP INFORMATION

  MTA is NZ’s largest dealer representative group: Franchise
  dealers, used dealers, motorcycle dealers, and truck dealers

IT Advice Business
 Managers

Need a mentor

  Mediation

  HR Advice Advocacy -  pushing the causes 
for your industry

  MTA stationery

Events / get 
togethers

Tony Everett   04 381 8827

Website 
www.mta.org.nz

Range of 
newsletters

Benefits - save money with 
key business partners 

Dealer Information Notice

Interests
of motor vehicle dealers a priority 

  Cost 
  National  Subscription
  $700 Excl  GST & Branch fee

  Brand 
  Strong & nationally recognised

Year
Since 1917

Yes

Yes

Yes

Yes

Yes Yes

Yes

Yes

No

No

No

No No

No No

No

Yes No

















Dealer Information Notice

H
igh winds on Friday 
March 6 generated 
some fairly adven-

turous boating conditions 
but this did little to deter the 
100+ anglers who took to 
the Hauraki Gulf for the Au-
tosure Big Fish Classic 2015.

Enthusiasm was high 
and the competition 
kicked off with several 
anglers – most dealers 
and other members of the 
autmotive trade - report-
ing their catches very early 
in the morning. 

 This created some fierce 
competition for the awe-
some prizes and bragging 
rights up for grabs.  Given 
the conditions most people 
fished within the gulf with 

Feirce wind and competition 
at Autosure Big Fish Classic

Prizes were awarded to the following 
fishing champions:

Heaviest Snapper
1st Miles Crellin (Cool Car) 2.95kgs
2nd Chris Janes (Auto Car) 2.12kgs
3rd Dave Goodhue (Bellars Motor Works) 1.91kgs
 
Heaviest Kahawai
1st Andrew Pegg (Auto Car) 2.57kgs
2nd Stuart Hankins (Dodson’s Japanese Autospares) 2.36kgs
3rd Aaron Elliott (Value Motor Cars) 2.28kgs

Average Snapper
Miles Crellin (Cool Car) 1.12kgs

Longest Fish
Andrew Pegg (Auto Car) 59cms

Best Boat Catch
Value Motor Cars  -  Brian Horsley, Aaron Elliott & Tim Elliott

Best Boat Catch
Value Motor Cars  -  Brian Horsley, Aaron Elliott & Tim Elliott

Unfortunately no Kingfish were caught on the day so this 
category was eliminated.

Continued from page 40 Dass Pillay (John Andrew Ford and Mazda)

Andrew Pegg (Auto Car)

a few venturing as far as 
Tiritiri Matangi.

Autosure would like to 
extend a huge thank you to 
our amazing sponsors and 
all those who braved the 
elements contributing to yet 
another fantastic day on the 
water.  We can’t wait to see 
you all at the Autosure Big 
Fish Classic 2016!  

Miles Crellin (Cool Car) and 
Drift Champion Curt Whittaker
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DISPUTESTALK

I
n this case, a purchaser 
and a trader are disput-
ing who said what over a 

van purchased to become 
a school bus - but ended 
up being one seat short of 
what was required.

The purchasers operate a 
school bus service on con-
tract to the Ministry of Educa-
tion, and in August 2014 they 
agreed to buy, sight unseen, 
a 2009 Mazda E2000 van for 
$15,850 from an Auckland-
based trader.

The purchasers saw 
the vehicle advertised for 
sale for an asking price of 
$16,995 on TradeMe. They 
claim they were attracted to 
the vehicle by its description 
as an 11-seater vehicle.

The purchasers say that 
in order to use the vehicle 
as a school bus for their 
contract with the Ministry 
it was vital that the vehicle 
be certified as a passenger 
service vehicle (“PSV”) ap-
proved to carry a minimum 
of 11 passengers, and claim 
they made this known to the 
trader when they agreed to 
buy the vehicle. But when 
the vehicle was delivered to 
them they discovered that it 
did not have PSV approval to 
carry 11 passengers; it only 
had PSV approval to carry 10 
passengers. 

Having seen this, they are 
applying to rescind the deal.

The trader agrees that it 
advertised the vehicle for 
sale as an 11-seater be-

10 vs 11 in school bus
dispute

cause it says that is what 
the vehicle is built and 
equipped as. However the 
trader denies that, at any 
time prior to purchasing 
the vehicle, the purchasers 
or either of them stipulated 
that the vehicle must be 
capable of obtaining PSV 
certification to carry 11 pas-
sengers.

The purchasers say the 
vehicles use was discussed, 
but were unable to confirm 
or give evidence detailing 
what was said.

The trader, on the other 
hand, supplied what it says are 
copies of the full text of mes-
sages exchanged between 
the purchaser and the trader’s 
branch manager, starting with 
the inquiry asking the trader if 
the vehicle had a PSV certifi-
cate and if so did it have a sec-
ondary or primary rating. 

The sales agreement was 
also only conditional on the 
vehicle receiving a new Cer-
tificate of Fitness.

During the inspection 
process, the trader says the 
purchaser asked is there was 
the potential for the rear 

seatbelts to be moved to al-
low the vehicle to seat more 
people. The trader respond-
ed that at that stage this was 
not possible and it was over 
to the purchaser to handle.

During the COF process, 
the inspector had also 
insisted the front middle 
seat and belt be removed, 
meaning the van was only 
certified for 10.

On collection, the pur-
chasers discovered that the 
front seat belt had been 
removed to make the vehi-
cle compliant for the COF 
and PSV; something they 
say the trader should have 
disclosed to them when it 
became aware that it was a 
requirement for the COF.

 The purchasers say the 
vehicle is of no use to them 
with seating for only 10 pas-
sengers approved, and say 
that they would not have 
bought the vehicle had they 
been aware it could not be 
certified for 11 passengers.

The trader says the pur-
chaser did not at any time 
tell them that it was essen-
tial to them that the vehicle 
had a PSV for 11 passengers. 

The trader says that, un-
like the purchasers, it is not 
experienced in the require-
ments for obtaining PSV 
certification and that it simply 
submitted the vehicle for a 

COF and PSV approval to 
VINZ, as a unpaid service for 
the purchasers. 

The tribunal reviewed the 
evidence and agreed the 
purchaser did not ever state 
in either a text or an email 
to the trader before they 
agreed on August 31 to buy 
the vehicle that it must be 
capable of passing PSV cer-
tification for 11 passengers. 
The Tribunal would have 
expected that to have been 
stipulated if the PSV certi-
fication for 11 passengers 
was as vital to the purchas-
ers as they said it is.

It also noted, the Offer to 
Purchase agreement makes 
no mention of a PSV. The 
only condition it contains is 
that the vehicle must obtain 
a COF as a special condition.

The purchaser acknowl-
edged that but said that 
‘people in the country make 
agreements differently to 
people in Auckland City’ 
and that by implication the 
purchasers had intended 
the reference to COF in 
the Offer to Purchase to 
include “PSV certification 
for 11 passengers”. 

“That seems unreason-
able and unlikely,” the 
tribunal noted.

It found the trader had 
not mislead the purchaser 
and dismissed the claim. 

All the Auto Industry HOT NEWS 

every day as it happens on 

www.autotalk.co.nz
Subscribe online for FREE twice weekly 

updates direct to your email
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TESTEDTALK

BY ROBERT BARRY

I
t’s sometimes a little bit 
hard to be objective about 
a vehicle, when it arrives 

in a shade that you like, with 
a engine type that you like, 
and in a format you that 
like, and the new Mazda6 
Skyactiv D Limited is almost 
damned close to being the 
perfect car for me, but for 
one minor foible.

There were just a couple 
of instances where the i-stop 
stop/start system just didn’t 
kick in fast enough for my 
liking, the pause between 
lifting your foot off the brake 
pedal to the accelerator while 
the engine restarts itself 
occasionally feels a smidgen 
longer than it should be.

And there were a number 
of times, annoyingly, that I 
got soundly beaten by other 
motorists in the who-can-
accelerate away-from-the-
intersection-first competition.

That foible aside, the rest 
of the 2015 Mazda6 Limited 
Skyactiv D is practically fault-
less. The suspension package 
on the 2014 car was pretty 
good but Mazda decided 
that it required some more 
re-working and refining, and 
it also decided that the noise 
vibration and harshness at 
high speed needed to be 
reduced by 2.4 decibels at 
high speed.

And they succeeded, it 
is most certainly whisper 
quiet at motorway speed, 
only ruined by tyre noise on 
hot-mix chip surfaces that 
permeate much of the state 
highway network.

While the average punter 
wouldn’t really notice the 
difference, I suspect that 
driving the ‘old’ and the 
‘new’ Limited Skyactiv-D 
models back to back would 
be very telling. It certainly 
feels quieter and more 
refined, but no less engag-
ing to drive, this is a Mazda 
after all, which retains the 
Jinba-Ittai philosophy of 
being one between horse 
and rider.

As part of the update for 
2015, to bring the Mazda6 in 
line with its smaller sibling, 
the Mazda3, the Japanese 
manufacturer has added its 
full suite of i-Activsense ac-
tive and passive safety tech-
nologies, as well as giving 
the car a subtle cosmetic nip 
and tuck to the front grille 
and bumper assembly.

The new adaptive LED 
headlamps are quite im-
pressive and really do give 
you a greater spread of light 
at night, particularly when 
in highway mode (above 
95 km/h) where the illu-
mination is extended. The 
dipped beam around town 

is also particularly good.
Mazda has added lane 

keep assist which gives you 
an audible warning and 
will also provide steering 
intervention if required 
when you deviate from your 
marked lane unintentionally.

All of the models have an 
electric parking brake and the 
Mazda MZD Connect system 
with a 7-inch mounted colour 
touchscreen and commander 
dial which is housed close to 
the parking brake and is easily 
and intuitively used.

Inside the cabin there’s a 
completely new dashboard 
layout and revised front and 
rear console design where 
Mazda has integrated some 
very nice chocolate brown 
leather trim amongst the sea 
of grey upholstery to give 
the cabin a more upmarket 
look and feel.

Don’t let those elegant 
lines fool you into be-
lieving that this car isn’t 
suitable for load carrying, 
quite the contrary.

By lowering the karakuri 
rear seats and removing the 
integrated luggage cover, 
which normally keeps all 
your worldly goods safely 
out of sight, I managed 
to fit five 1800mm trestle 
tables, three gas bottles 
and three fold-up portable 
BBQ units in the back of the 

Hard not to like

Limited wagon.
The rear privacy glass, 

which wraps around from rear 
passenger door to the other 
rear passenger door, also de-
serves a hymn of praise for its 
ability to hide your gear from 
opportunistic thieves.

The other features that 
also deserve an honourable 
mention for making life with 
the Mazda6 Skyactiv-D even 
more pleasurable are the 
active cruise control, the 
blind spot assist, and the 
rear cross traffic alert and 
reversing camera.

Setting the active cruise 
will allow the car to com-
fortably eat up long dis-
tances without the driver 
ever having to worry about 
slowing down for other ve-
hicles, as the car will do so 
automatically, and if you go 
to change lanes on the mo-
torway and there’s a car in 
your blind spot the system 
will give a pleasant but clear 
audible warning. The rear 
cross traffic system does 
the same if a car or pedes-
trian should cross your path 
when reversing.

Thankfully I didn’t get to 
test out the front and rear 
smart city brake support 
which detects front or rear 
obstructions and automati-
cally applies the brakes and 
restricts engine torque to 
lessen the impact of front or 
rear collisions. 

But the real jewel in the 
crown for the Mazda6 Lim-
ited wagon is the Skyactiv-
D engine combined with 
the 6-speed Skyactiv drive 
transmission. It’s a com-
bination which not only 
provided us with an aver-
age fuel consumption of 
7l/100km for our test week, 
it was also a pleasure to 
drive with plenty of oomph 
on tap when needed, seam-
less gear changes, and 
whisper quiet motorway 
cruising.  

Price: $58,245 plus on road 
charges. 
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Go to dealer locator to find your local dealer

www.tyres4u.co.nz

March 6
Audi opens $3M 
showroom in South 
West Brisbane 
Strong growth in Queensland 
has given Audi added impetus 
to keep expanding in the re-
gion as the German carmaker 
opens its latest showroom in 
South West Brisbane.

Audi, which ended the year 
with growth of more than 
40% in passenger cars sales 
in Queensland has opened a 
new $3 million showroom in 
Indooroopilly, situated within 
the Moggill Road roundabout 
in the south-west of Brisbane.

March 10
Penske targets 
Aussie dealership 
acquisitions
Having invested heavily in the 
Australian transport and heavy 
engine industry and launched 
a V8 Supercars team, billionaire 
American Roger Penske has 
revealed his likely next move 
here will be to start acquiring 
automotive dealerships, ac-
cording to motoring.com.au.

“We need to digest our 
trucking and transport 
acquisitions over the next 12 
months, but out of the corner 
of my eye I would say there is 
an opportunity for retail auto-
motive,” Penske told Aus-
tralian media during a press 
conference at the Clipsal 
500, where DJR Team Penske 
made its V8 Supercars debut, 
with returning star Marcos 
Ambrose behind the wheel of 
a Ford Falcon FG X.

Penske’s interest would 
most likely lie in the prestige 
and luxury area of the market, 
as that accounts for more 
than 72% of Penske’s various 
networks’ global sales. Another 
21-22% is accounted for by 
Toyota, Honda and Volk-
swagen while GM, Ford and 
Chrysler brands account for 
the other 5-6%.

March 13
‘Hail sales’ a success 
in spite of insurer 
warnings
Last year’s huge hail storm in 
Brisbane has proven to be a 
huge success for Manheim 
Australia, which has been con-
ducting ‘hail sale’ auctions on 
damaged vehicles for the last 
five months. However, insurers 
are cautioning people inter-
ested in buying hail affected 
vehicles on the risks of buying 
a hail damaged vehicle.

Charles Cumming, gen-
eral manager at Manheim in 
Queensland spoke to AutoTalk 
and says: “The hail storm in late 
November 2014 was consid-
ered very large, related to mo-
tor vehicle damage to insurers. 
It hit across the Brisbane CBD 
at peak period on the roads.

Tesla unveils buy-
back program for 
used Tesla S models
Tesla has introduced what it is 
calling the Tesla ‘Resale Value 
Guarantee’, a program that 
assures Australian customers 
who own a three-year-old Te-
sla model S that they can sell 
it back to the manufacturer 
at a future resale value, which 

Tesla says “will be among the 
highest of any premium sedan 
made in volume”.

March 19
Marketing and sales 
expert named as new 
CEO of Ford Australia 
and NZ
Ford of Australia and New Zea-
land today announced changes 
in its senior leadership team 
with it’s current poresident and 
chief executive officer, Bob Gra-
ziano, announcing he will step 
down from the role after more 
than 32 years with Ford.

Graziano has elected to re-
tire effective April 1. Succeed-
ing Graziano as president, Ford 
of Australia and New Zealand, 
will be Graeme Whickman.

Whickman is currently re-
sponsible for Ford’s marketing 
and sales activities in Australia, 
including advertising, dealer 
relations, customer satisfaction 
and sales performance.

March 20
Man jailed for 
attempting to blow 
up Gold Coast 
dealership
A man has been jailed for trying 
to blow up a Gold Coast car 
dealership because it wouldn’t 
fix his car under warranty. Jamie 
Peter Ripley, 38, planted the 
three explosives in mid-2013.

Two of the pipe bombs 
were found at the Robina 
car lot, while the third was 
in a car that had been driven 
between the dealership and a 
mechanic’s workshop.

Ripley has pleaded guilty in 
the District Court in Southport 
to offences including attempt-
ing to destroy property by 
explosives, and not having au-
thority to possess explosives.

March 25
$600M development 
planned  
for Parramatta’s 
Auto Alley
Sydney’s popular ‘Auto Alley’ 
dealership strip will see a num-
ber of dealerships close as part 
of a huge makeover after Par-
ramatta City Council approved 
plans for a $600 million com-
mercial and residential complex 
in Parramatta’s Auto Alley.

Toyota dealer refuses 
to fix dashcam-
enabled cars
A Toyota dealership on the New 
South Wales South Coast is 
refusing to service or test drive 
customer vehicles that have an 
active dashcam on board.

Toyota Australia was quick 
to point out that the policy is 
not a company-wide initiative.

Nowra Toyota has put up a 
strongly-worded sign inform-
ing its customers that they must 
disable any type of recording 
equipment they have running 
in their vehicle before they 
drop their car off, according to 
the Daily Telegraph.

March 27
AHG appoints 
experienced car 
dealer to board
Automotive Holdings Group 
has announced the appoint-
ment of Sydney businessman 
Greg Duncan to the board. 
Duncan is known in the 
automotive industry as a well 
respected automotive retailer 
and business leader.

As a chartered accountant, 
investor and consultant, he 
was a director and share-
holder of the Trivett group of 
prestige dealerships for many 
years before purchasing out-
right ownership in 2001. 
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March 4
n3 appoints 
Manheim for vehicle 
and asset disposal
n3, the current name for what 
was previously the Govern-
ment Supply Brokerage, has 
appointed auction his Man-
heim as its preferred supplier 
for disposal services.

The multi-year contract will 
see Manheim provide n3 mem-
bers with access to their wide 
range of vehicle and equip-
ment disposal sales channels 
and vehicle and equipment sale 
preparation services.

The contract was previously 
held by Turners Auctions.

March 6
More accidents 
follow port safety 
inquiry call
Two serious port accidents 
have occurred so far this week 
since the Maritime Union 
renewed its call for a national 
inquiry into New Zealand’s 
port safety.

A Port of Lyttelton worker 
suffered a broken arm on the 
morning of Tuesday March 3, 
after a fall aboard a vessel.

Two C3 employees in the 
Port of Timaru were taken 
to hospital after an incident 
aboard a container vessel on 
the early morning of Wednes-
day, March 4.

March 10
HPMV permit 
applications now 
available online
A new online high productivity 
motor vehicle (HPMV) permit-
ting system will be rolled out 
by the NZ Transport Agency 

nationwide after a successful 
implementation in Auckland.

This new system will enable 
all HPMV operators to apply for 
their permits online from mid-
March 2015.

Applying online means op-
erators will have the benefit of a 
system which offers a range of 
features including tracking each 
step of their permit’s progress 
and remembering details to 
make repeat applications much 
easier and faster, says the Trans-
port Agency. 

March 10
Equipment salesman 
jailed for fraud
A former top salesman for an 
agricultural machinery supplier 
has been sentenced to two 
years and seven months prison 
after admitting 29 dishon-
esty charges totalling nearly 
$352,000.

According to The Southland 
Times, Judge Turner told the 
Invercargill District Court that 
56-year-old Paul Yeo ripped off 
a former employer, a business 
partner, a finance company 
and numerous long-time 
friends between 2006 and 
2010.

March 12
Crack down on 
drug and alcohol 
impairment
The government is set to get 
tough on people impaired by 
drugs or alcohol when oper-
ating aircraft, marine vessels 
or railcars.

A discussion paper explor-
ing regulatory options for 
managing drug and alcohol 
impairment in the aviation, 
maritime and rail sectors has 
been released today by the 
Ministry of Transport.

It is a response to the 
Transport Accident Investi-
gation Commission’s calls 
for laws to stop commer-
cial transport operators or 
recreational users if they are 
impaired by drugs or alcohol.

March 17
Pacifica announces 
new coastal shipping 
service
Pacifica Shipping says it will 
take delivery of a new 1100 TEU 
vessel, the Spirit of Canterbury, 
on March 19 in New Zealand.

The new vessel has a 220 
reefer unit capacity, and 
it will be introduced on to 
the New Zealand coastal 
shipping route. It will offer 
a dedicated weekly service 
across the following port ro-
tation: Auckland, Lyttelton, 
Nelson, Tauranga and back 
to Auckland.

“This investment in new 
tonnage underlines Pacifica’s 
commitment to support-
ing New Zealand’s domestic 
transport infrastructure,” says 
Pacific Shipping chief execu-
tive Steve Chapman. 

March 18
Forestry truck expert 
recognised by peers
Logging truck engineer, Lin-
coln Taylor has been awarded 
a Fellowship of the Institution 
of Professional Engineers NZ 
for his contribution and lead-
ership in making New Zealand 
logging trucks and trailers 
stronger and safer.

Big ticket items 
popular at Field Days
More than 30,000 visitors at-
tended last weekends Central 
Districts Field Days and exhibi-
tors with “big ticket” items such 
as machinery and tractors saw 
good transaction levels.

Fairfax NZ AgriMedia 
brand manager Dean Wil-
liamson says exhibitors at 
the site were up on last year, 
reaching almost 560, with 
111 new exhibitors.

March 19
Fliway IPO priced at 
$1.20 a share
Transport and logistics op-
erator Fliway Group has been 
priced at $1.20 a share in the 
book-build for its $34 million 
initial public offering.

According to a Business-
Desk report, existing share-
holders Duncan and Gretchen 
Hawkesby will retain 54% of 
the South Auckland-based 
company.

March 20
Profit increase 
forecast by 
Mainfreight
Mainfreight expects annual 
profit to rise as much as 7.1% on 
revenues in excess of $2 billion.

According to Business-
Desk, Mainfreight has said 
profit excluding abnormal 
items will be in a range of 
$80 million to $83 million in 
the year ending March 31, up 
between 3.2% and 7.1%.

Annual earnings before 
interest, tax, depreciation and 
amortisation will be between 
$156 million and $160 million, 
up between 4.6% to 7.2%, says 
Mainfreight. The result will be 
released May 27.

Stock transport 
breaches 
condemned by 
industry bodies
Industry bodies Federated 
Farmers and DairyNZ have 
both warned farmers and 
trucking operators that animal 
welfare rules must be adhered 
to when transporting stock 
regardless of their desitnation.

The regulation reminder 
comes following recent news 
and social media comments 
on a case now being inves-
tigated by the Ministry for 
Primary Industries (MPI).

A picture of Jersey cows 
being transported across 
Cook Straight for slaughter 
recently, led to thousands of 
shares on Facebook, attacks 
on farming practices and a 
complaint to MPI. 
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F
or the love of a good V8, will 
anyone who wants to work in the 
business of selling in cars go to the 

following link, and read what you find.
http://www.consumeraffairs.govt.

nz/for-consumers/law/consumer-
guarantees-act

That my friends is the guts of the 
Consumer Guarantees Act. Once done 
there throw a copy of the Fair Trading 
Act on to your bedside table and give 
that one a whirl.

Now the reality is that if you have 
not done the above already, get the 
heck out of this industry.

A few months ago I had a bit of a 
rant about the ignorance of some trad-
ers - or seeming ignorance - to the 
rules governing the selling of vehicles to 
the public. And again I rifle through the 
results from the Motor Vehicle Disputes 
Tribunal and find traders who just don’t 
know, or for that matter, care.

The latest one I stumbled across 

involved a South Auckland dealer, on 
a trade involving a used-import, and 
the moderate mileage of 160,000km. 
It was sold for $3995.

The buyer purchased sight-unseen, 
always a wonderful sign in such cases. 
From early on there were issues, poor 
running and over heating - and these 
things were reported to the trader. The 
cam belt was replaced by the trader’s 
mechanic, incorrectly. And following 
this being fixed it was discovered the 
vehicle’s head gasket had blown.

The tribunal undoubtedly simplifies 
the situation, but reports that the dealer 
was told of this he said it was ‘not his 
problem’ and refused to assist her.

This all happened over around five 
months, and just 4000km.

In a statement submitted and read 
at the hearing by the trader, he says 
after reviewing the vehicle’s history 
and sale process, that anyone buy-
ing an older vehicle, more than say 10 
years old with high kilometres should 

take sufficient 
due diligence 
prior to pur-
chasing, es-
pecially if not 
personally 
inspected. 

The tribu-
nal actually 
agrees with 
this state-
ment, but, 
rightly or 
wrongly, we 
just do not 
have a line in 
the sand like 
ten years that 
can be drawn.

Should we? 
The Motor 
Trade As-
sociation has 
always said 
so, and during 
the Consumer 
Law Reform 
was a heavy 
proponent 
of a statu-
tory warranty 
system setting 

age and mileage levels for sets of pro-
tection. It didn’t happen, and now it is a 
case of expecting the vehicle to be free 
of substantive faults at the time of sale, 
and last for a period of time you would 
expect considering the age and condi-
tion of the vehicle.

‘Acceptable quality’ is the key.
The test is an objective one; it is not 

a view of those factors from the pur-
chaser’s subjective perspective.

The Tribunal concluded that the 
vehicle was neither free of minor 
faults nor as durable as a reasonable 
consumer would regard as accept-
able even for a $3995, 12-year old 
Japanese imported PT Cruiser with 
160,300kms on its odometer at the 
time of sale.

On the face of it consumer law 
could be seen as being unfairly harsh 
on dealers, but here is the kicker, trad-
ers at the bottom end of the market, 
with vehicles such as this car, are trad-
ing on such protections.

I have watched a good number of 
TradeMe auctions, and people will pay 
more for a dealer auction than they will 
for the same vehicle in the private sec-
tor. Now part of that is marketing, but 
the rest is that the public have been fed 
for many years the line that there are 
advantages to buying from a registered 
trader.

If you want to sell as a trader, back 
up as a trader.

Life isn’t always fair, but live within 
the rules.

Who knows them?
I was reminded the other day about 

how little people seem to understand 
about the rules of the road when as-
sisting a colleague within a vehicle 
distributor.

They were disposing of an old 
vehicle of little value, and unknown 
mechanical condition, via an online 
auction.

The mistakes begun at the funda-
mentals. No declaration as a trader, 
no Consumer Information Notice, no 
description  of the vehicle. Trouble 
was afoot.

I helped them tidy it up, but not be-
fore one person had noticed; another 
trader. 

Read the bloody rules
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ment in new technologies,” Billson says.
The review panel received around 

600 submissions in response to its draft 
report, 40% came from peak and advo-
cacy bodies, around 30% from individu-
als, some 25% from business, and the 
remainder from governments.

The Australian government will make 
a decision on the review panel’s recom-
mendtations before the end of this year.

Around the industry, there were 
mixed responses.

The Australian Automotive Dealers 
Association says the recommendation 
into parallel import restrictions on sec-
ond hand cars should be removed be-
cause in its view, “it fails to quantify the 
net benefit to the community and ig-
nores the costs of a customs and motor 
vehicle regulatory regime to maintain 
Australia’s high standards of consumer 
protection and consumer safety.”

AADA chief executive Patrick Tessier 
says: “Consumers need to recognise 
that these vehicles may not come with a 
manufacturer’s warranty or ANCAP safe-
ty rating and consumer choice should be 
given a lower priority than safety.” 

“Those vehicles may not be “fit for pur-
pose” in Australia’s harsh climatic condi-
tions, geographical distances and state of 
roads infrastructure,” Tessier adds.

Moreover, he notes: “The authorised 
dealer network could not be expected 
to service and repair those vehicles 
whose specifications and parts are 
different to a vehicle imported by a full 
volume manufacturer. Replacement 
parts, specialised tools and diagnostic 
equipment may not be available.

“The glow of a cheap purchase will 
lead to dissatisfaction when a consumer 
realises that the vehicle may not be in-
surable, servicing and parts more expen-
sive and the trade-in value substantially 
below a similar model sold through the 
authorised network,” says Tessier.

The Motor Trade Association of NSW 
says the review failed to understand the 
negative impacts that are likely from re-
laxing regulations on the importation of 
second hand cars and light commercial 
vehicles from overseas.

“The review’s recommendation to 
progressively relax restrictions on the 
importation of second-hand vehicles, 
while being of appeal to used car buy-
ers, may have a detrimental impact not 
only on the existing value of vehicles 
but also on the safety standards of 
motor vehicles,” says MTA NSW chief 
executive, Greg Patten. 

Continued from page 1

Used and parallel imports 
recommended for Oz

vehicles would be allowed in as long 
as they meet equivalent safety and envi-
ronmental standards.

Currently, overseas vehicles can be 
imported after receiving Australian 
government approval as long as they 
meet a range of criteria - the most 
popular option being classic vehicles 
manufactured before 1989. 

The panel’s recommendation has 
consistently received condemnation from 
car manufacturers and some sectors 
of the automotive industry concerned 
about vehicle quality, parts availability and 
flooding the Australian market which will 
reduce values of current vehicles.

For example, in its submission to the 
review, Ford Australia says there is the 
chance of significant reputation dam-
age to brands and dealers operating 
legitimately in Australia, from consum-
ers who personally import new vehicles 
not sold in Australia but expect them to 
service and repair these vehicles.

“A lack of replacement parts, suitable 
diagnostic equipment, specialised tools 
and trained technicians may lead to sig-
nificant dissatisfaction when consum-
ers have the expectation that their vehi-
cle will be maintained and supported by 
the dealers and brand of their vehicle 
operating in Australia,” Ford says.

In releasing the report the panel notes 
that it “endorses competition policy that 
focuses on making markets work in the 
long term interests of consumers. Leg-
islative frameworks should continue to 
limit anti-competitive conduct of firms.”

The panel review found that restric-
tions on parallel imports should be 
removed unless it can be shown that:

• the benefits of the restrictions to 
the community as a whole outweigh 
the costs ; and 

• the objectives of the restrictions 
can only be achieved by restricting 
competition.

“Consistent with the recommenda-
tions of recent Productivity Commission 
reviews, parallel import restrictions on 
books and second hand cars should be 
removed, subject to transitional arrange-
ments as recommended by the Produc-
tivity Commission,” the review adds.

The final report delivered on March 

30, by a panel of experts led by Profes-
sor Ian Harper notes: “Parallel import 
restrictions are similar to other import 
restrictions (such as tariffs) in that they 
benefit local producers by shielding 
them from international competition.

“They are effectively an implicit tax 
on Australian consumers and busi-
nesses. The panel notes that the im-
pact of changing technology means 
that these restrictions are more easily 
circumvented.

“Removing parallel import restric-
tions would promote competition 
and potentially lower prices of many 
consumer goods, while concerns raised 
about parallel imports (such as con-
sumer safety, counterfeit products and 
inadequate enforcement) could be ad-
dressed directly through regulatory and 
compliance frameworks and consumer 
education campaigns.”

The panel notes that remaining provi-
sions of the Copyright Act 1968 that 
restrict parallel imports, and the parallel 
importation defence under the Trade 
Marks Act 1995, should be reviewed by 
an independent body, such as the Pro-
ductivity Commission.

Importantly, the report proposes the 
formation of a new independent body, 
the Australian Council for Competition 
Policy, to oversee the application of 
legislation and policies to ensure a fair 
marketplace that puts the public inter-
est ahead of private interests.

In recommending a comprehensive 
review of regulations across multiple 
sectors, the Harper review stresses that 
‘complete deregulation is not the goal’.

Releasing the report Federal min-
ister for small business, Bruce Billson, 
comments: “We want to ensure that 
efficient businesses - big and small - 
can thrive and prosper in our economy 
and where success in a fair and com-
petitive market is determined on the 
basis of merit and not purely muscle.

“Effective competition is the surest 
way to raise productivity and grow our 
economy, ultimately resulting in higher 
living standards, better paying jobs and 
improvements to our quality of life.  Fierce 
but fair competition is what drives lower 
prices at the checkout, better value, fresh 
offerings and spurs innovation and invest-
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