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In The Office
EXECUTIVE INTERVIEW

Champion
The Marque of a

Following a long history in Australia that goes back to 
the late 1950s, Renault is going through a renaissance. 
The brand is repositioning itself in the market and 
re-establishing its credence among Australian drivers.

Images courtesy of Renault Australia

“Much of what 
I’ve focused on 
over the past 
three years has 
been about the 
creation of a 
sustainable 
business model 
for the parent 
entity and for 
this local 
subsidiary.” 
- Justin Hocevar

It’s been a challenging 
period for many car brands 
in Australia, with the vast 
majority of brands 
relocating local 

manufacturing arms overseas. 
Renault ceased manufacturing in 
Australia in 1981 and, following 
the formation of the Renault–
Nissan Alliance in 1999, returned 
to Australia in 2001. Under the 
leadership and guidance of 
Managing Director Justin Hocevar, 
Renault Australia is finding its 
place within the market and 
stepping up to take on the big 
names in the automotive industry.

The CEO Magazine : What is  
your professional background 
leading up to and including your 
current position?

Justin: I joined Renault Australia 
in the role of managing director in 
September 2010. Prior to that, I 
spent over 12 years with BMW 
Group Australia, where I enjoyed a 
number of different roles during 
my tenure. My final and most 
noteworthy role at BMW Group 
prior to my departure was general 

manager for the Mini brand in 
Australia. Before taking over the 
Mini brand, I also enjoyed a 
period working in the BMW 
motorcycle division as national 
sales manager. Preceding my time 
in the automotive industry, I 
worked in a boutique advertising 
agency based in Sydney called 
Marshall Cutting, where I 
assumed the responsibility for  
the BMW account. 

Was that the start of turning 
your passion into your career?

I grew up in regional Victoria and 
I was very passionate about cars, 
motorcycles, and all things 
automotive. Many years later, I 
find myself passionately 
entrenched in the automotive 
industry. Also, having lived 
abroad in China, Japan, and the 
UK, I was pretty determined to 
work for a multinational. The 
culmination of my interest in 
motoring and mobility also 
fuelled one of my greatest 
personal challenges: a one-year 
overland journey from England to 
Australia by motorcycle.

What are some of the greatest 
challenges you have faced?

The Renault marque enjoyed a 
period of immense popularity in 
Australia from the late 1960s 
through to the early 1980s when 
we were actually manufacturing 
vehicles in Heidelberg, Melbourne. 
Following that time, the brand was 
forced to withdraw from the 
Australian market due to a number 
of economic factors and only 
returned in 2001 under the 
Renault–Nissan Alliance. As such, 
the brand is still in its infancy in 
Australia and it had been a 
challenging road for the company 
and dealer network prior to 2010.

In 2010, I was provided with  
the brief to resurrect the brand  
in the Australian market and  
we faced numerous challenges. 
These included a lack of trust in 
the marque, low sales share,  
poor profitability, a small dealer 
network, and a negative reputation 
of the brand within the automotive 
media, many of whom were of  
the opinion that we were on the 
brink of exiting the market. 
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Since taking the reins in late 2010, 
much of what I’ve focused on has 
been about the creation of a 
sustainable business model for the 
parent entity, the local subsidiary, 
its dealer network, and everyone 
else involved. Essentially, that has 
involved restabilising credibility in 
the Renault brand in Australia, 
which has been strongly driven by 
the re-launch and revitalisation of 
the product portfolio and 
complemented by the introduction 
of several new, innovative products.  

During my tenure, we have 
completely repositioned the 
Renault product within the 
Australian marketplace to ensure 
we are highly competitive against 
mainstream European and 
premium Japanese marques.  

What growth have you seen since 
taking on your position, and 
what is the strategy that you 
adopted in order to get there?

Strategy has been a key component 
of my management style and one 

of the first actions I implemented 
at Renault. During my time with a 
former employer, I had witnessed 
the implementation of the Kaplan 
and Norton balanced scorecard 
and strategy map within the 
finance company, which yielded 
strong results. I engaged the same 
company and introduced this to 
Renault Australia in 2011. The 
strategy essentially enabled us to 
lay out a five-year business plan 
from 2011 to 2016, which has 
been the backbone of enabling the 
brand to grow in Australia. The 
essence of the plan was to ensure 
that we are people-centric in all 
our operations as well as focusing 
on growth in volume and the 
dealer network. I’m pleased to 
report that we are tracking strongly 
to plan, and I am confident in the 
strategy we have adopted.

A key part of the success of our 
strategy map has been the 
acceptance and buy-in from our 
wider organisation. More than 70 
per cent of our organisation is a 
new team that joined late 2010 

following my appointment.  
A number of these individuals 
have come from other automotive 
brands and have been instrumental 
in the fast start that we have 
achieved since that time. In 
addition, we have worked with 
Aon Hewitt to implement an 
employee engagement survey since 
late 2012, which has ensured that 
we are tailoring our strategy to 
support the needs of individuals 
within our fast-paced organisation.

How have you managed to  
create cohesion and align 
everyone to the strategy, 
particularly considering that  
the majority of them were 
newcomers to the organisation? 

The strategy map has been integral 
in creating a central rallying point 
within our organisation. Once we 
experienced and celebrated wins 
directly linked to our strategy, it 
was crucial for us to ensure that 
everyone was motivated, engaged, 
and understood the correlation to 
the overarching strategy. 

At a Glance

Following Justin’s first year as managing director of Renault Australia, the company 
enjoyed an 89-per-cent increase in sales volume. The following year, Renault’s sales 
figures increased a further 38 per cent and by Justin’s third year, they had jumped a further 
40 per cent. This year, the company predicts even further sales figure increases  
as Renault continues to grow and build its reputation in the Australian market. 

In three years, Renault has moved from industry rank 28 to eight in free media share of 
voice. The marque has seen substantial improvement in auto media familiarity, lifting 
Renault to industry average from the negative slide it had endured prior to Justin’s 
appointment. Opinion leaders have also built positive sentiments towards the brand with 
many influential journalists willing to promote the company’s cars. All of this has been led 
by improved media relations, which has allowed greater control of volume and tone of 
Renault’s media coverage.

Organisationally, Renault Australia has increased its staff headcount over the past three 
years from 26 to 54. There has been improved staff satisfaction, according to the brand’s 
Aon Hewitt score of 73 per cent, benchmarking non-auto industry sectors. There has 
also been improved collaboration with Alliance partner Nissan to leverage economies of 
scale in IT, parts logistics, as well as training and development.

Justin spearheaded the introduction of Renault Australia’s five-year warranty to improve 
consumer confidence in the brand. He also oversaw the introduction and successful 
utilisation of a captive finance company, Renault Financial Services, to value-add sales 
rather than to discount. He also launched the company’s capped-price service program 
to address poor perception of the high cost of ownership. Furthermore, under Justin’s 
leadership, the marque commenced the development of a dedicated light-commercial 
vehicle network to tap into the sales and service potential in that subsector.
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Automotive is a relatively flat 
market, and the success we have 
enjoyed over the past three years 
has really inspired our team and 
given them a reason to believe.

What are the key values and 
principles that drive Renault 
Australia as an organisation?

Our driving principle within the 
organisation is people-centricity. 
This direction ensures that we 
attract, retain, build loyalty, and 
reward our people appropriately. 
We ensure that this same approach 
is taken with our business partners, 
suppliers, and everyone who works 
to build the Renault brand, 
resulting in a highly collaborative 
and empowered workplace.

Nowhere is this people-centric 
culture more apparent than in our 
approach to our dealer network. To 
track our performance to plan, we 
rely upon an industry survey by all 
dealers to rate their level of 
satisfaction with each brand. In 
2010, we were one of the worst-

ranked brands within that survey, 
and I’m pleased to report that we 
now sit within the top five. This 
has been a remarkable turnaround 
given the number of automotive 
brands within the Australian 
market and proof that we are 
winning back the confidence of 
our dealer network.

The significant role that our dealer 
network has played in our 
resurgence shouldn’t be 
underestimated. We have witnessed 
significant investments within the 
Renault brand over the past three 
years, and we are confident we can 
continue this spirit of partnership 
and collaboration with our crucial 
business partners.

In light of your position and  
the turnaround that you’ve 
brought, what is the nature of 
the relationship between you  
and your parent company back  
in France?

I would say that our relationship 
with Renault S.A. in Paris is an 

extremely positive one. They are 
delighted with the remarkable 
turnaround experienced in 
Australia across all key KPIs, and 
that has grown their faith to 
further invest and support our 
efforts. We have been afforded 
strong commercial means to 
further invest in the Renault 
brand in Australia, and that has 
included the move to a new  
head office and the construction 
of a bespoke technical training 
centre, which is due for 
completion in 2014. 

In addition, their support  
has provided us the  
commercial means to appoint a 
number of new dealers to our 
network, an increase of almost 
100 per cent since 2010. Our 
colleagues have also  
supported us with the timely 
introduction of exciting new 
products within our portfolio,  
and they have ensured that  
we are fully integrated into the 
company’s future product 
planning strategy.  

How does Renault Australia 
collaborate with its key suppliers 
and other external strategic 
partners to achieve the success 
that you have?

Our goal is to be highly 
transparent with our suppliers  
in what we are trying to  
achieve. In order to do so, we 
ensure that we provide a clear 
brief to our partners with a 
distinct definition of what  
success looks like. From an 
ongoing management point of 
view, we ensure our key partners 
are well informed and highly 
engaged with the Renault 
business. I believe that by  
giving that sense of participation 
and understanding, we are  
able to engage on a humanistic 
level, which has been integral  
in helping us achieve our  
recent success.

A great example of this 
collaborative approach would  
be our relationship with 
e-GoodManners, whom we have 

been working closely with for the 
past three years. The majority of 
our dealer network utilises this 
software, and this has been a tool 
that has helped support the 
accountability and focus on 
prospect-lead management within 
our business. It has also aided in 
driving best-practice behaviour 
within our network. 

What does the future hold for 
Renault Australia?

I believe the Renault brand has  
a strong potential in the Australian 
market. We will continue to  
grow our business through the 
increase of our dealer network  
and an increase in sales volume. 
We will continue to win key 
accounts, as we have recently  
with the coup of winning the  
major Australia Post account.  
We will continue to expand  
our organisation, and we’re  
going to continue to invest in 
making the Renault brand one  
that is accepted and trusted within 
the Australian market.  

“We will 
continue to 
expand our 
organisation, 
and we’re going 
to continue 
to invest in 
making the 
Renault brand 
one that is 
accepted and 
trusted within 
the Australian 
market.” 
- Justin Hocevar
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