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digital signage 

on track

BUYING a car will soon be a very 
different experience, involving 
everything from a movie or a meal 
to a blast around a race track.

Manufacturers exploring new 
dealership models are keen to 
take advantage of evolving urban 
landscapes along with changing 
customer expectations.

Spearheading the trend is 
a new development at the 
Brisbane Airport precinct, where 
a $500 million megamall is on the 
drawing board. It includes a hotel, 
convention centre, 27 dealerships 
and a 2.5km Mark Skaife-designed 
circuit, allowing fast-paced test 
drives for customers. 

The Brisbane Auto Mall – the 
name will change – is opposite 
the airport and kilometres from 
residential zones, so it can operate 
24 hours a day.

The man leading the project, 
Brisbane Airport Corporation’s 
general manager of commercial 
business, John Tormey, said it could 
be open by 2020.

“We’ve spoken to pretty much 
everybody,” said Tormey of the 
early marketing push, adding that 
one manufacturer has already 
asked for access to the track for 80 
days a year.

At the other end of the scale, 
Holden is looking to evolve some 

of its 230 dealerships in a trial 
planned by the company’s new 
executive director of customer 
experience Peter Jamieson. 

Fresh from Telstra, Jamieson 
comes to the brand with a 
different approach to revive the 
flagging fortunes of the once 
dominant local carmaker. Among 
the options being explored are 
satellite dealerships and shopping 
centre sites.

“We’ve got to find new ways 
to engage customers in different 
places in new ways,” said Jamieson 
of planned trials in 2017. “If you 
go to one of these shopping centre 
locations … we can bring the 
dealer to you.”

Jamieson said it would also 
require a rethink of what is 
shaping up as a fresh four-wheeled 
retail experience. “The in-dealer 
experience is a bit transactional 
at the moment; it’s all about 
just turning over cars,” he said, 
adding there are plans to ensure 
customers drive away from dealers 
with “the vehicle that you want  
for your needs”.

Tesla already provides a unique 
customer experience. The electric 
newcomer owns all its dealerships 
– most traditional dealerships are 
franchised – and has synergies 
with Apple’s open-plan shops. Like 

Apple, it even calls them stores, 
rather than dealerships.

Tesla also targets high-traffic 
retail areas not associated with 
car dealerships, such as Martin 
Place in Sydney and the Chadstone 
shopping centre in Melbourne.

That’s something that interests 
Mercedes-Benz, which early next 
year will open the world’s eighth 
Mercedes Me store in the Rialto 
building in Melbourne. It will 
include a high-end restaurant, 
boardroom, theatrette and an 
area to display hero cars. It’s more 
about lifestyle and branding than 
making sales.

Service is also a focus. 
Volkswagen Australia managing 
director Michael Bartsch recently 
flagged a dealership transition that 
would be led from the workshop. 
“You sell the first car in the front 
end and the second car is sold 
in the back end,” Bartsch said 
explaining the new thinking behind 
the “service culture”. 

Holden’s Jamieson also believes 
service is a major future focus.

“At the moment we employ 
sales people and we employ 
service people, and I think there’s a 
place for product experts … bring 
in some experts that can help 
customers curate their needs.”
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Buying a car could soon involve signing up to a 
subscription. At least that’s the way Holden’s 
executive director of customer experience Peter 
Jamieson is thinking. He says the idea of subscribing 
to a brand with access to its entire model range 
makes sense in an era where consumers are open 

to monthly payments. And he thinks it will happen 
within five years. “You have access to our fleet 
of vehicles and you pay us a subscription fee and 
you can come in and exchange your vehicle for the 
vehicle you want.” Jamieson believes Holden’s  
230-strong dealer group is a perfect fit.

Radical car-swap plan
Audi is bringing back ghosts of Quattro past with the 
new RS3 Sedan, unveiled at the Paris motor show. 
This pocket rocket packs an almighty punch, the  
2.5-litre five-cylinder turbo engine producing 294kW 
and 480Nm. This makes it the most powerful  
five-cylinder engine available on the market. The 

RS3 Sedan will sprint to 100km/h in a swift 4.1sec, 
before hitting an electronically limited top speed of 
280km/h. Audi says the harder and faster you drive 
the RS3, the more torque will be apportioned to the 
rear wheels, meaning the sedan has “especially agile 
driving characteristics”.

Five-cylinder pocket punch

“We’ve got to find new ways to engage 
customers in different places in new ways”

– Peter Jamieson, Holden customer experience director


