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We're here for
the long term

We'll help to make sure
your customers are too.
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We realise that keeping track of your customers, then
approaching them with the right renewal product at
the right time, can be challenging. But, as you probably
realise, your existing customers usually represent your
best sales opportunities too.

Our new Customers for Life programme has been
specifically designed to help you turn those opportunities
. into sales. It’s a state-of-the-art renewals management
r system, supported by comprehensive training, and
valuable management information which allows you to
track your own renewals success.

To find out more contact your Santander Consumer
Finance Relationship Manager or visit
www.santanderconsumerfinance.co.uk/dealer and
complete the Callback form.

We're here for the long term. We'll help to make sure & S antander

your customers are too. CONSUMER FINANCE

0202 JUNT7H

Coflimer (UK) plc, Santander House, 86 Station Road, Redhill, Surrey, R|




EDITOR’S
LETTER

n my many years at AM, | have lost count of the number of motor retail
executives who told me the biggest challenge their business faces is people.

Retaining the great ones, attracting new good ones, developing their skills and

processes, and managing the underperformers - all are critical elements of
success in a business where the margins are slim and the pressures are great.

Our industry is working hard to improve outsiders  perception of the

behaviours and skills displayed in a modern franchised dealership. More groups
than ever have their own academies, or are featured among the UK's best
workplaces, and AM’s own People Conference and Best UK Dealership To Work
For initiatives are signs of the appetite for insight into staffing issues.

Which is why it is so disappointing to see the type of ‘mystery shopping' article
that The Daily Mail delighted in splashing over its front page recently. That it is an awful,
obscene newspaper, in my opinion, cannot mitigate an apparent failure of salespeople to
follow a proper process, to reflect on what they are promising, to put the customer before
their own desire to sell a car.

| hope such cases are in the minority, and the professional practices and controls talked
about at the highest level of dealer groups really do percolate through to the hard-working
people on the showroom floor. Because if they dont, the industry’s perception will
continue to be tarnished, and automotive managers will face a real struggle.
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Drive more business

Collaborate with us to shift your
sales up a gear. As experts in
warranty and asset protection
programmes, Car Care Plan
know how to drive sales in

the automotive market.

3 Car
Care Pla

A

For products that lead to bigger deals, visit Car Care Plan
www.carcareplan.com

An AmTrust Financial Company
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“THE MEDIA ARE COMING TO
THEIR OWN CONCLUSIONS ON
PCPs. IF YOU LOOK AT THE UPTAKE THOSE RESIDUALS MIGHT
OF PCPs, IT COULD BE PERCEIVED INVOLVE THE CAR
AS BEING QUITE SCARY, BUT MUCH MANUFACT S SHOWING

OF THE CURRENT REPORTING IS
SOME RESTRAINT WITH THE
MISSING KEY POINTS SUCH AS THE NUMBER OF NEW CARS THEY

LOAN BEING ASSET-BACKED L
AGAINST THE CAR” PUMP INTO THE MARKET

“THE RISK TO PCPs IS
RESIDUAL VALUES. MANAGING
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DEALERS DEFEND PCPs
FROM PRESS ATTACKS

Consumers are safe, says industry, but transparency questions remain

CPs (personal
contract purchases)
and consumer car
finance in general
have come under
attack in recent months as the
national press responded to meas-
ures taken by the Financial Conduct
Authority (FCA) and Bank of England.

Many dealers are convinced that
headlines such as ‘Are cheap car
loans the vehicle taking us to the next
financial crash? (theguardian.com,
June 10} Reckless car loan salesmen
exposed (The Daily Mail, July 3] or
‘Warning signs emerge in the UK car
loan market’ (ft.com, July 9 are a sign
of the national media looking in vain
for a fire to go with its smoke.

Motor retailers are eager to defend
the model that has fuelled record
registrations growth in recent years.

Robert Forrester, the chief execu-
tive of Vertu Motors, believes the
surge of  negative  publicity
surrounding motor finance will “blow

over”. He said the issue is the product
of a media that is “largely confused
and putting a raft of different issues
together to make a story”.

Daksh Gupta, Marshall Motor
Holdings' chief executive, said: “The
media are coming to their own
conclusions on PCPs.”

However, despite industry analysts
and trade bodies such as the Finance
and Leasing Association (FLA)
reiterating that consumers are at
little risk because the credit is ‘asset-
backed’ by the car itself, this does not
mean there is zero risk to dealers or
their finance providers.

‘Forgetting the lessons of the past’
Mark Carney, the governor of the
Bank of England, expressed his
concerns about motor finance when
the Bank's financial policy committee
announced its intention to force
banks to set aside an extra
£11.4 billion by November 2018 to
guard against potential shocks.

Carney said he feared the system
had been “forgetting some of the
lessons of the past”, with lenders
starting to deliver finance to people
with weaker credit records.

The Bank estimates “major UK
banks’ total exposures to UK car
finance to be around £20bn”.

However, the total amount of car
loans being carried by consumers
was £58bn last year, meaning most
of itis being underwritten by automo-
tive industry finance houses. And the
figure is growing - consumer car
debtin 2016 was more than double its
2012 level (£28bn).

PCPs ‘driving unsecured credit’
Much of this growth is due to the rise
of PCPs, which account for nine out
of 10 private new car sales.

Frank Brown, from financial
services consultancy Bovill, believes
“motor finance sales show signs of
overheating in the UK".

He said: “PCPs, and the expanding

am-online.com



SEND US YOUR NEWS
If you have any news stories you'd like to let us
know about, email us at newsdesk(dam.co.uk

“THE MEDIA ARE LIKE A DOG
WITH A BONE OVER PCP
FINANCING AND DIESEL ISSUES.
THEY ARE LARGELY CONFUSED
AND PUTTING A RAFT OF
DIFFERENT ISSUES TOGETHER
T0 MAKE A STORY”

“IF THE MARKET WERE T0
GO BACK TO SELLING HP
OVER 36 MONTHS WITH A
20% DEPOSIT, BE IN NO
DOUBT THE MARKET WOULD
CRASH, BUT | DON'T SEE
THAT HAPPENING”

“I THINK PCP HAS A
PLACE IN THE MARKET,

BUT HAS BEEN
OVER-PUSHED AND WILL
PROBABLY DROP BACK
T0 A MORE NATURAL
LEVEL”

motor finance sector, are driving the
growth of unsecured credit.

“The overall unsecured credit
market is increasing at the fastest
rate in more than 11 years, rising by
11% in the year to November 2016, to
£192.2bn. To put that figure in
context, in September 2008 - at the
time of the Lehman Brothers
collapse — UK consumer credit debt
peaked at £208bn.”

The FCA is investigating “potential
conflicts of interest and irresponsible
lending in the motor finance industry”
and steps including restricting finance
toa percentage of an applicant’'s wage
could be imposed.

Proposals to better manage risks
of non-compliance in the pay and
performance  management  of
finance staff have also been
published by the FCA as part of a
consultation ending on October 4.

It said it found the combination of
incentives, performance manage-
ment and related controls posed a
high or very high risk of customer
detriment in 64% of the firms in its
sample, whose primary business
was not financial services, including
retailers selling goods on finance.

Vauxhall and Suzuki have launched
independent inquiries into fran-
chisees’ finance sales after an under-
cover investigation by The Daily Mail
revealed evidence of potential sales
malpractice.

The newspaper sent reporters into
22 dealerships and encountered one
sales executive who allegedly

am-online.com

suggested manipulating answers in
finance applications and another
who proposed a £215-a-month PCP
to a customer he believed to be
unemployed.

Calls for transparency

John Penrose, Conservative MP for
Weston, Worle and The Villages, told
The Guardian: “Unless we have piti-
less transparency in the car loans
market, with industry standards to
measure and report the risks in this
fast-growing area, we won't be able
to spot problems in advance, or
fix them before customers or banks
get hurt.

“The finance industry has a great
opportunity to show it can be respon-
sible here, and that prevention is
better than cure.”

Gupta told AM that his
100,000-registrations-a-year group
rejected “between 8% and 10%" of
finance applications. He said the
default rate of its main finance
provider was 0.7%.

Atthe start of July, Britain's leading
sub-prime car lender, The Car
Finance Company, said it had written
off £50 million in loans as customers
fell behind on repayments - twice
the level of a year earlier.

Gupta conceded that while fran-
chised dealers are not involved in sub-
prime lending “the effects of an incor-
rect read-across are obvious”.

However, when AM asked 20 of the
UK's leading motor finance providers
- all members of the FLA - for their

default rates, none was forthcoming.

The FLAs head of motor finance,
Adrian Dally, told AM that the default
rates of its membership were
“details that the FLA doesn't hold”,
adding: “It's not as though there is no
transparency.”

Dally told AM that lenders do
provide data - to the FCA and the
Bank of Englands Prudential
Regulation Authority (PRA).

“It's an open book, that's manda-
tory, and the basis of what the FCA,
Bank of England and PRA have been
saying is from looking at that book.”

“The FCA and the Bank have seen
all the data, including going back
many years, and they have said
many positive things about motor
finance in recent weeks, about
arrears in motor finance being
significantly lower than other forms
of consumer credit and also being
low by historical standards.”

When AM contacted the FCA, it said
itwas “unable to provide this informa-
tion” ahead of the publication of the
details of its exploratory review.

Where is the risk?
While Peter Smyth, director at
Swansway  Garages, defended
PCPs, stating that they were a tool
that allowed dealers to “fulfil
customers’ expectations”, he did
express concern about potential
conflicts of interest.

Smyth said the fact manufacturers
attach some of the dealers’ margin
to their PCP renewal rate “could

promote unfair activity as far as the
customer is concerned”, adding:
“The renewals aspect is the bit that
puts pressure on the dealer and we
are asked to do that by the manufac-
turer or finance house.

“l think that, in some cases, is
forcing customers furtherand further
into a negative equity situation.”

Expressing what he saw as the
market's reliance on PCPs, Smyth
warned: “If the market were to go
back to selling hire purchase (HP)
over 36 months with a 20% deposit,
be in no doubt, the market would
crash, butdon't see that happening.”

Ken Savage, the chairman of
Perrys Motor Sales, said it was clear
where the biggest risk lies: “The
point (Carney) was making was that
PCPs could represent a risk to the
banks, not consumers.”

While Carney said a 30% fall in
used car prices would knock just 0.1
percentage points off the capital
ratios of banks, the effects of such
a slump on manufacturer-owned
finance houses are less clear.

Forrester suggested those who
stood to lose out most in this event
would be “those with contract hire
companies, rental fleets and buy-
back commitments”.

However, in the absence of a clean
bill of health from the FCA or lenders
publishing clear and transparent
information on the stability of the
finance market, it does seem unlikely
that media organisations will lose
interest in the story. TOM SHARPE
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ADVERTISING FEATURE

Control the call
to sell more cars

Here's how to create a sense of urgency and
desire in your customers, says Simon Bowkett
of Symco Training

Last month I talked about the basic
process of dealing with an incoming
telephone enquiry. But what about
the customer who calls about a
particular car? Especially a specific
used vehicle, or a 'hero car’ where
you only have a limited number of
units available.

"Hi,” says the customer. "I notice you've got a Q5
in stock, I just want to see if it's still available.”

To take control of this kind of enquiry, try this:
"Certainly, sir. Where did you see it? On our
forecourt, or online? Online? OK, which website?
Our own or Autolrader? ... [customer replies] ...
CK, let me have a look. What colour was it?

Notice how I'm still qualifying, and trying to use
‘alternatives questions’ wherever I can. But we also
need a hook phrase. [ want to create a sense of
urgency and desire in the customer by gently
taking the car away from them, and there's a few
different ways we can do that.

Hook phrase

This is one of my favourite hooks: “Actually, I was
on a day off yesterday and I can normally see that
car parked out the front from my window here. But
I noticed it's been moved. I've got a funny feeling
one of my colleagues may have taken a deposit on
it. Now, if that car has sold, what else did you see
in our stock that caught your attention?

Just about 99% of the time they will say: “No, [
just want that one,” and that is the response you
want — because people always want what they
think they can't have. You'll be amazed how often,
when you come back and say, “hey, great news,
it's still available,” they are going to want to make
an appointment sooner rather than later. Simply
because you've created that sense of urgency.

Isn't that great? In 30 seconds or less, you've got a
customer saying they want that car.

Alternative word tracks

And that is just one technique. There are plenty
more on my new sales training video on the AM
website (www.am-online.com/symcotraining, or at
www.symcotraining.co.uk) this month, that you can
adapt to suit your own style and that will help you
to secure more appointments.

Visit our website for a free training trial

To find out how our low-cost, IMI-approved online training
programme can help train your team, visit symcotraining.
co.uk/freetrial and start your FREE trial today.
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APRITE BUYS COLLIERS NISSAN SITE
Aprite acquired Colliers Nissan
Birmingham 12 months after Jardine
Motors Group took control of Colliers’
Land Rover, Honda and Mazda
dealerships. Tony Lewis (pictured),
managing director of Nissan-owned
Aprite, which trades as West Way,
said the acquisition takes the dealer
group’s portfolio to 15 sites.

WINS FOR WOMEN IN MOTOR RETAIL
TrustFord general manager Lucy
Curtis (pictured) was the top performer
in the retail and sales category in
Autocar’s Great British Women in the
Car Industry awards. In the

Auto Express ‘Brit List', Citroén chief
executive Linda Jackson was named
“the most influential Brit in the global
car industry”.

PSA OPENS DIGITAL SHOWROOM WITH VR TECHNOLOGY

PSA Retail opened the first of 30 digital showrooms it plans for
Europe by 2020. The Paris store uses virtual reality to showcase
each of PSA's three brands. On July 7, Volkswagen opened a
retail store in Birmingham’s Bullring shopping centre in
partnership with franchisee Johnsons Cars.

SSANGYONG APPOINTS

FIVE DEALERSHIPS

SsangYong UK has announced
the appointment of five new
dealerships. Chief executive Paul
Williams, right, said the
anticipated arrival of the new 1
Rexton SUV had been key to i

attracting Canterbury SsangYong, Duthies of Montrose, FG Barnes
Maidstone, Burrows Motor Company in Sheffield and SB Wakefield.

GROUP 1 ACQUIRES BEADLES GROUP

Group 1 Automotive has bought Beadles Group in a move likely
to push the US-owned group further up the AM100. Beadles’
turnover of £294 million should see Group 1, currently 10th in
the AM100 with £1.5 billion turnover, overtake TrustFord into
ninth place. Group 1 now has 43 dealerships in the UK.

am-online.com
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of customer
video ratings

By Andrew Howells, founder, CitNOW
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VOLVO TARGETS ONE MILLION ‘ELECTRIC’ CAR SALES BY 2025
Volvo Cars targeted one million electrified car sales by 2025 after
announcing that all new products will include an element of

EV technology from 2019. Hakan Samuelsson, president and
chief executive of Volvo Cars, said the move “marks the end of
the solely combustion engine-powered car”.

Customer video ratings soared in

June, with almost three times as

many car buyers and workshop

customers using CitNOW's five-star
rating system.

- Feedback from dealers’ customers
about the personal video messages
they receive from sales and

aftersales teams has leapt from an average 500 a

day to 1,300 since we made the RTV (Rate this

Video) feature standard.

Such an incredible response shows we are a
nation keen to tell retailers what we think, as long
as the process is quick and easy. Recipients of
videos select between one and five stars and can
include a short comment of up to 140 characters,
providing dealers with additional insights.

SUPER GROUP BUYS
SLOUGH MOTOR CO
Super Group continued its
UK expansion with the
acquisition of Slough
Motor Company (SMC).
The South Africa-based
group followed its acquisi-
tion of Essex Auto Group,
in March, with that of the
£162 million operation. Bestodeck Limited, the holding company of ) R
Hillingdon-based SMC, ranked 86th in this year's AM100. Understanding how your customers think is vital

for developing strategy, delivering exceptional

customer service, identifying best practice and

DEALERS LOSE £17,000 IN MAY highlighting issues that need to be tackled.

ASE blamed “an increasingly
conservative approach to a bonus-
based profit structure” as dealers
lost an average of £17,000 in May -
£7,000 more than May 2016. The
result leaves the rolling 12-month
return on sales figure a fraction over
1%, with a £180,000 profit down

RTV best practice

RTV enables you to improve the quality of video
and deliver the best customer experience. Here's
our seven-point plan to make the most of RTV:

1. Communicate the benetfits of RTV to everyone in
the business for maximum staff buy-in

2. Encourage sales executives, technicians and

£17,000 on May 2016, service advisers to highlight RTV in every video
3. Tell customers where to find the feature

ST LEONARDS 4. Respgnii qulfkly to criticism and take any

ACQUIRES DINGLES appropriate action

5. Recognise and reward best practice — a bit of
inter-departmental or inter-dealership competition
is fun and drives up standards

6. Pay attention to low ratings and tackle them at
managing director, said source — it could be a serial complainer or it could
the deal will increase the i mean more training is necessary

Sussex-based group’s turnover by about 60%, to more than 7. Analyse the impact of video over time by using
£100 million. It will gain Toyota, Hyundai and Isuzu franchises in the dashboard to review score changes.

Norwich, and a Lexus authorised repairer.

St Leonards Motors
Group has acquired
Dingles Motor Group. lan
Wakeford, St Leonards’

Contact details:

BBC HIGHLIGHTS PROBLEMS Tel: +44 (01118 997 7740
WITH VW ‘DIESELGATE’ FIXES Email: reply(dcitnow.com
BBC Watchdog joined forces with Twitter: @CitNOW
f_‘”t° IEXP"eSZ_m 'l‘;?']“_ght Ultf la:v For news and tips on D NUW
irm Harcus Sinclair’s investigation .
into Volkswagen UK's ‘dieselgate’ selling more car:s and
fixes. The firm claims that 5,052 of parts more profitably,
a sample of 9,500 VW owners reported reduced fuel efficiency or subscribe to CitNOW'’s
acceleration. VW claimed there was “no systematic problem”. newsletter at citnow.co.uk
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FOUR OUT OF FIVE BRANDS
DOWN IN MARKET BIG DIP

Just eight manufacturers record year-on-year increase in Q2 as consumer spending slows

ew car demand dropped for 80% of
the UK's car brands in the second
quarter of 2017.

Only eight brands managed to
record a year-on-year rise in their
Q2 registrations. After carmakers applauded
themselves for a record March market, during
which 28 brands posted Q1 growth as consumer
offers and dealer incentives pulled sales forward,
the rollercoaster has plunged downwards again to
leave Q2 10.4% down on the same period in 2016
(580,270 units vs 647,712 units).

Luxury sports car buyers tried to offset the

market’s decline. Aston Martin’s registrations were
up 75%, or 144 units, as its new DB11 reached
showrooms, while demand for Lotus increased
45%, or 24 units, thanks to a revised Elise two-
seater and special editions such as the Sprint. A
13% uplift at Porsche, which has a recently
refreshed Cayman on a £379 monthly payment
PCP offer, equated to an extra 434 units too.

These relatively small successes suggest the
new VED regime, which came in at the start of Q2
and ramped up the annual road tax bill for cars
priced above £40,000, has not deterred all
consumers.

However, many manufacturers have blamed a
pull-forward of registrations, plus uncertainty in the
build-up to the general election, for a faster-than-
expected drop in sales.

Other economic data suggests consumers have
begun to rein in their spending - Visa's UK
Consumer Spending Index reported that household
spending recorded its weakest growth since 2013
in Q2, with outlay on transport, communication and
recreation in decline as people shifted spending
towards the essentials.

Business advisers PwC warned that consumer
spending will continue to be squeezed for at least

(12 YEAR-ON-YEAR VOLUME CHANGE
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FOR THE PAST TWO YEARS, WE HAVE
WITNESSED A DECREASE IN THE PERFORMANCE
OF THE SERVICES SECTOR, AS WELL AS A

REDUCTION IN CONSUMER SPENDING

PETER HEMINGTON, BDO

18 months by falling living standards

and creeping inflation, which is
running at a near four-year high of
2.6%, according to the Consumer
Prices Index.

Credit Suisse has predicted
that the UK's economy will
enter recession near the end
of this year as consumer

spending and business
investment weakens while
the UK’s relationship with
the  European  Union
remains unclear.
At BDO, whose
latest Output Index
showed business
confidence among
businesses falling
to a four-year low,
partner Peter

Hemington said:

“Since the finan-

cial crisis, the

UK’s economic recovery has been reliant on
consumer spending and a growing services
sector. For the past two years now, we have
witnessed both a decrease in the performance
of the services sector, as well as a reduction in
consumer spending, which has become more
pronounced after the devaluation of sterling.”
This also coincided with exchange rate shifts
during Q2, from €1.18 to the pound to €1.14 by
the end of June. This would make a €20,000
car almost £600 more expensive, if national
sales companies had no hedging in place.

4X4 BRAND SKIDDING

The worst performer in Q2 was Jeep. Its regis-
trations fell 73% year-on-year, or 2,824 units,
and its private market demand has suffered
significantly: to date, its private registrations are
1,378 units, or 48%, behind the same period's
result last year. That equates to 21 fewer sales
per dealership.

To get a fast-start in the second half of the
year, Jeep has been offering a £2,250 test drive
incentive on top of its existing discounted
finance offers for vehicles ordered before the
end of July. However, even this does not make
it particularly competitive, due to abysmal
guaranteed future values. Jeep's website

highlights a representative 48-month PCP on a
Renegade at £21,665 list price, which works out
at £289 per month with a £5886 optional
balloon payment. However, the same car is
available, pre-registered, on Jeep dealer
websites for below £15,000, so a buyer on hire
purchase could pay perhaps £30 per month
more over the same period and own the car at
the end of it.

DS is another brand suffering a much faster
decline than the overall market, possibly due to
a lack of competitive products and offers.
According to SMMT data, its Q2 registrations
were down 53%, or 2,217 units. The core DS3
hatchback alone was down in retail demand by
42%, or 671 registrations, while the less popular
DS4 dropped by 88%, or 534 units, in the fleet
market, where it has performed strongest since
its launch 18 months ago.

In pure volume terms, the largest drops
involved the two brands at the top of the market.
Ford achieved 13,503 fewer registrations than it
did in Q2 2016, a drop of 17.5%, while Vauxhall
suffered similarly, with 12,161 fewer Q2 registra-
tions, a drop of 21%.

A delve into Ford's data shows it was hardest
hit in the retail market. Registrations to private
customers in Q2 fell back by 22.7% or 7,673,
while its fleet orders dropped 13%, or 5,830
units. The market-leading Fiesta, under run-out
ahead of its replacement’s arrival in July, took a
31.8% hit in volumes in the retail market during
the second quarter, and a 99% drop in fleet,
which has negated Ford’s huge push of the
supermini back in March.

The picture at Vauxhall was similar, albeit
more pronounced. Retail registrations slumped
by 27.8% versus Q2 2016 - 6,365 fewer cars -
and fleet volumes fell by 16.5% or 5,792 units.
Its core Corsa and Astra models both declined
in the retail market during Q2, by 29.5% (2,737
units) and 39.3% (1,359 units) respectively. Astra
made up for some of the decline with fleet
orders, however, which increased by 2,930 units
or 24.6%.

Some uplift in fortunes is likely during the third
quarter of the year, as manufacturers restore
some of the balance, but the market is expected
to drop a little further. The Society of Motor
Manufacturers predicts the total industry
volume will reach 2.62 million cars by the end
of this year, which would be 2.6% below the
2016 total. TIM ROSE

Sponsored by

blackhorse ’&A

SPONSOR’S COMMENT

By Richard Jones,
managing director,

Black Horse

I have commented before on
the changing consumer
dynamics in our industry and
how we need to prepare for them. The most
significant of these is the increasing use of
digital technology to inform choices and
deliver solutions. This is accelerating and will
continue to do so as demographics shift.

To harness the existing online information
available to customers, I believe we need to:
B Enrich the education materials available
for customers online by providing informa-
tion on the full variety of finance products
available, the suitability of each product for
them and an understanding of key terms
and conditions, much like the "key facts”
customers are accustomed to when applying
for a bank account or credit card.

B Tailor input to help customers in narrowing
their choice, such as affordability assessments,
creditworthiness indicators and instant quotes.
B Respond rapidly. If we cannot provide the
information a customer needs there and then,
we may lose them to a provider who can.

These are crucial steps as customers visit
dealerships in a well informed position. In
fact, more than 90% of customers have
already decided on how they will fund their
vehicle before they set foot in a dealership.

Some dedlers and finance providers are
already making significant investments to
support their digital agendas. These are not
only in systems and product information but,
crucially, in up-skilling staff, particularly
those who are customer-facing.

Dealers and finance providers also have a
lot to gain from the use of digital technology,
as never before have word-of-mouth recom-
mendations been so powerful and so quickly
spread. Online reviews and customer feed-
back can be invaluable to your business.
Even negative reviews can help improve the
customer experience in the long term, or give
you the opportunity to turn a poor experience
into a good one based on your response.

The bottom line here is that delivering an
effective digital strategy is not optional. It is a
tool to ensure dealers remain at the centre of
the car-buying journey and that finance
providers support customers in achieving the
right outcomes for their personal needs.

News, insight and more: blackhorse.co.uk/dealerportal

blackhorse “Eﬁ*
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MARKET INTEL

Third month of falls
leaves H1 down 1.3%

The SMMT reported a third consecutive month
of falling new car registrations sales in June,
but the market finished the first half of 2017
with a near-record performance.

Registrations were down 4.8%, at 243,454,
but SMMT chief executive Mike Hawes
emphasised that the slowdown in registrations
was less than in the previous two months and
this indicated demand was continuing to
stabilise following a record first quarter.

Hawes said: “As forecast, demand for new
cars has started to cool following five consecu-
tive years of solid growth, but the numbers are
still strong and the first half of the year is the
second-biggest on record.

“Provided consumer and business confi-
dence holds, we expect demand to remain at a
similarly high level over the coming months.”

It is bucking the downward trend and
has taken its market share past 6%.
The Qashqai, its core model, is the

UK’s fourth most popular new car so far
this year, with 33,574 registrations -
outperforming the Vauxhall Corsa.

Another brand swimming against the
tide, with 3.5% growth this year despite a
dip in June. Toyota’s strength is coming
from rising interest in the Rav-4 SUV and
the fresh appeal of its new C-HR
Crossover.

© SUBARU

A drop in June by 37.9% intensified its
already declining new car orders this
year. At the half-year point, Subaru
registrations were down by 22.8% or
416 units.

12 AUGUST 2017

2017 | % market % market [%
share share change

Ford
Volkswagen
Vauxhall
BMW
Mercedes-Benz
Audi

Nissan
Toyota

Mini

Kia

Hyundai
Peugeot
Skoda
Renault
Land Rover
Fiat

Honda
Volvo

Seat

Citroén
Suzuki
Mazda
Jaguar
Dacia
Mitsubishi
Porsche
Lexus

Smart

DS

Alfa Romeo
Abarth
Infiniti

Jeep
SsangYong
MG

Subaru
Bentley
Aston Martin
Maserati
McLaren
Lotus
Chevrolet
Other British
Other Imports

27,09
22,639
20981

9.30
8.62
187
6.46
6.19
0.37
393
370
3.7
3
316
3.09
3.0
1.55
2.08
207
2.06
201
192
1.43
1.34
1.22
117
0.56
0.63
0.48
0.36
0.36

30244 | M. 12.01 17192
1919 | 751 1N 109,566
75578 | 10.00 112,487 | 8.02 132947
18712 | 7.32 92,638 | 6.61 91,610
15,566 | 6.09 98,507 | 7.03 86,603
14,503 | 5.67 89719 | 6.40 89,521
13785 |5.39 85,085 | 6.07 78,582
9928 | 3.88 403 54,504
8718 |3.41 250 33963
8403 |3.29 3.41 46,343
8294 |3.24 367 48,077
8773 | 3.43 3.39 b4,776
903 [353 3.04 42,233
9156 [3.68 9 44,570
b669 |27 3.26 42559
0,462 | 2.62 2.0 33,324
b4k 201 2.08 32,449
48241189 1.75 22,69
4265 | 1.66 210 24,634
6,006 |2.35 213 37781
3368 |13 156 19944
4014|157 1.01 26,381
2977 |14 1.45 16,697
1967 1077 1.03 13,445
1257 | 0.49 0.64 10,644
1002 1039 0.54 6,712
1370|054 0.4 7416
1006|039 0.43 b,743
17721069 0.37 9,436
415 0.16 0.19 2,706
409 0.16 0.16 2,006
h69 0.22 0.15 1565
1473|068 0.27 7,600
392 0.16 0.16 2,342
336 013 0.4 1.89%
32 0.13 0:10 1,828
188 0.07 0.07 961
85 0.03 0.07 467
162 0.06 0.07 n2
0 0.00 0.02 0
9 0.00 0.0 140
0 0.00 0.00 3
76 0.03 0.03 423
0.18
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1908
243,454 255,766 1401811 1,420,636

Year-to-date

% market| 2016
share
1

NEW CAR REGISTRATIONS

% market [%
change

-1.68

share

6.24
6.30
5.53
3.84
.39
3.26
3.38
3.86
297
34
3.00
2.35
228
169
173
2.66
1.40
1.86
117
0.95
0.74
0.47
0.52
0.40
0.66
0.9
0.4
on

0.63
0.16
013
0.13
0.07
0.03
0.05
0.00
0.0
0.00
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A better way of doing business blac k hOrse %\\

STREAMLINE
YOUR SALES
PROCESS

Discover the power of our Mobile Finance Calculator.
It's designed to help you spend more time with your
customers and less at your desk.

Try it today:
blackhorse.co.uk/abetterway




MARKET INTEL

Is Peugeot
planning a
67-plate push?

itting the halfway point in 2017 is a
good time to take stock and prepare
for the big push in September.

Demand is stabilising after VED
changes in April boosted March registrations.
Manufacturers’ Q3 offers can be used to look at
how aggressively they will be looking to claw back
market share before the end of September.

The first six months of this year show who
is lagging behind, with Vauxhall, Citroén,
Subaru, Mitsubishi and Jeep all sustaining double-
digit losses.

Peugeot isn't too far behind, with a 13.2% drop in
registrations to 47,546 units over the first half of this
year, putting it just inside the bottom 10.

While other brands have seen bigger losses,
Peugeot is particularly interesting as it is the only
manufacturer within AM’s finance offer data that
has published deals only up until the end of August.

AM asked Peugeot why September’s offers had
not been published and whether this meant a
special push for the plate-change month was being
planned. Peugeot declined to comment.

As it stands, Peugeot has no 0% deals for July
and August, with its lowest-rate finance so far at
1.9% saved to push its 308 and 308 SW. The majority
of Peugeot’s offers are actually pretty strong, with
nearly all deals under £300 a month. Core models
like the 108, 208 and 2008 are available for under
£170. It makes it all the more intriguing to see what
Peugeot has up its sleeve for the final month in Q3.

Another anomaly that sticks out in the Q3 offers
is Honda’s decision to run a deal that may make it
difficult to shift its previous-generation Civic stock.

Customers can get a 2017 Civic for £189 a month

Sponsored by

blackhorse ’RA

FINANCE OFFERS

TOP FINANCE DEALS FOR RETAIL BUYERS

Model Finance | Deposit | Term | Monthly | Final | APR ‘ Offer ends
type payment | payment

PEUGEQT

108 Active 1.0L 68 3dr PCP £2052 36 |£129 £4416  |49% |31/08/2017
108 TOP! Active 1.0L 68 bdr PCP £2116 |36 |£14899 [£5189  |49% |31/08/2017
208 Active 1.2L PureTech 68 bdr pCP £2672 |36 |£14898 |£4783  |2.9% |31/08/2017
308 Active 1.2L PureTech 110 S&S PCP £2879 136 €109 £6,228  [19% |31/08/2017
308 SW Active 1.2L PureTech 110 S&S pPCP £2097 136|249 £6.792  [19% |31/08/2017
New 3008 SUV Active 1.2L PureTech 130 S&S PCP |£3541 |36 |£28899 |£10.896 |4.9% |31/08/2017
508 Active 1.6 BlueHDi 120 S&S pCP £6931 |36 |£34898 |£7016 49% |31/08/2017
508 SW Active 1.6L BlueHDi 120 S&S PCP £6784 |36 |£37899 |£7558  |4.9% |31/08/2017
2017 Civic SE 129PS VTEC Turbo Manual with solid paint PCP £6371.37 |36 €189 £8,469.28 |5.9% |30/09/2017
Civic SR DASP 1.6 i-DTEC Manual with metallic paint pCP £6,403.62 |36 |£319 £8,069.59 |5.9% |30/09/2017
CR-V Black Edition 2.0 i-VTEC 4WD Manual with metallic paint |PCP £764155 |36 |£279 £13.314.41 [0.0% |30/09/2017
Jazz EX1.31-VTEC Manual with Solid Paint PCP £2761.06 (36 |£189 £6,889.89 0.0% |30/09/2017
Civic Tourer SE Plus Navi 1.8 i-VTEC Manual with metallic paint |PCP |£5,010/25 |36  |£259  |£7596.32 |0.0% |30/09/2017
HR-V Black Edition 1.5 -VTEC Manual with metallic paint PCP 528335 (36 €239 £11.112.48 0.0% |30/09/2017
JAGUAR

XE Saloon 2.0 i4p (Ingenium) (200) Prestige Auto PCP £5999 |36 £269 £13785  [49% |30/09/2017
XF Saloon 2.0i (200PS) Prestige Auto PCP £6,499 |36 £359 £18105  |49% |30/09/2017
XJ Luxury SWB 300PS PCP £9990 |36 £499 £20,233  [0.0% |30/09/2017
F-Type Coupé R-Dynamic 2.0 300ps Turbo Petrol RWD Auto PCP £12990 |36 | £499 £28815 |59% |30/09/2017
F-Pace 2.0d (163) R-Sport RWD Manual PCP  |£8999 36 |£399  |£18734 |6.9% |30/09/2017

and a deposit of £4,371.37, while the older model is
£319 a month after a £6,403.62 deposit. The older
Civicis of a higher spec and it’s a diesel, but it would
be very interesting to see how many customers are
convinced they would prefer the older model.
Honda is just outside the bottom 10 over the first
half of this year, with a 9.9% drop to 29,227 units. The
Japanese brand is supporting dealers over the next
three months with 0% offers on its Jazz, Civic Tourer,
HR-Vand CR-V. All four are available for under £300.
Jaguar has seen the most success out of any main-
stream brand this year (Maserati and Infiniti and
Aston Martin are low-volume by comparison). Its
registrations have increased by 22.8% to 20,390

WEST MIDLANDS CHARGES AHEAD IN'AFV REGISTRATIONS

units. While there is still 70,000 units between Jaguar
and its premium German rivals, its finance offers

have been helping to chip away at that difference.
Jaguar has a range of offers for Q3, with a 0% offer
on its luxurious XJ, its XE entry model for under £300
and a relatively high APR of 6.9% to maintain margins
on its newest model, the F-Pace. They are not
particularly aggressive offers, but perhaps that is a
testament to its impressive progress so far this year.
TOM SEYMOUR

Q SEARCH FOR FINANCE OFFERS

o— . .

| = Fora searchable list of manufacturers
Y finance offers, go to am-online.com/offers

Motorists in the West Midlands emerged as
the keenest adopters of alternative fuel
vehicles (AFVs) as electric car registrations
reached their highest-ever levels in H1 2017.

AFV campaign body Go Ultra Low high-
lighted that more than 22,400 plug-in models
were registered between January and June
2017, arise of 14.3% on 2016 and 53.8% up on
the same period in 2015.

June exceeded all previous non-plate-
change months with 4,405 new plug-in
models sold during the month (33% up on
June 2016).

Demand from private buyers has driven
growth, with 44.9% more consumers opting
for plug-in hybrid and electric power between

14 AUGUST 2017

January and June 2017, compared with the
same period last year.

Transport minister Jesse Norman said: “It is
great to see that electric and plug-in hybrid
cars are helping more UK motorists to cut fuel
costs and emissions.

“The total number of plug-in cars on our
roads is at record levels, with the latest
figures showing that there are now over
100,000 plug-in cars and vans registered in
the UK.

“Our aim is that nearly all cars and vans on
our roads are zero-emission by 2050.”

The Nissan Leaf was the UK’s best selling
plug-in car in the first six months of 2017,
while BMW's plug-in hybrid 3-Series saloon

was one of the year’s biggest growers, rising
79.9% following its launch last year.

Poppy Welch, head of Go Ultra Low, said:
“Month after month we're seeing record levels
of registrations, demonstrating that the public
awareness and appetite for electric and
plug-in vehicles is growing.”

Some 2,704 of the AFV registrations
recorded in the first half of the year were in
the West Midlands.

Greater London (2,477) and Cambridgeshire
(1,928) also made the top three regions.

Greater London also saw the biggest year-on-
year increase in areas registering more than
1,000 plug-in vehicles, with registrations up
68.6% on the first half of 2016. TOM SHARPE

am-online.com



OPINIONS

VIEWPOINT

SPARE ME SOME
CHANGE (AT LEAST
FOR A FEW MONTHS)

PROFESSOR JIM SAKER is director of the
Centre for Automotive Management at
Loughborough University's Business School and
an AM Awards judge. He has been involved in the
automotive industry for more than 20 years

é At any management
conference, there is
usually at least one
supposedly inspiring
speaker proclaiming the need to
embrace the challenge of change.
They extol the merits of ‘change
management’ and suggest that
failing to change has led to the
extinction of everything from the
dinosaurs to any recently closed
company. Most such speakers
then put forward their own
solution, usually involving anything
from a four- to an eight-step
process, for successful change.

The problem is that even if the
speakers are correct, most of us
do not believe it.

In actuality, businesses, and we
individuals, don't like too much
change. This was highlighted inan
article in AM in June where motor
industry leaders were quoted as
craving ‘stability’ in the post-
election period.

The uncertainty caused by a
hung Parliament was affecting
the way business saw the future,
with the BBC reporting on an
Institute of Directors poll of 700
of its members, saying that
business confidence had sunk
‘through the floor”

| suspect politicians, too, are
looking for stability, while they try
to sort out this self-inflicted mess.

Last month also brought news
of another ‘disrupter’, with reports
that Amazon had begun hiring
people from the motor retail
sector to explore selling cars
online. A press release on the
story, from an online courier

company, claimed that “the likes
of Evans Halshaw and Bristol
Street Motors will be taking a deep
breath as it (Amazon) accelerates
into the world of car sales”. Only
Messrs Forrester and Finn can
comment on whether the arrival
of Amazon has altered their
breathing patterns, but | suspect
they have more immediate issues
to address.

Over the years, many organisa-
tions have dabbled in the car
market — even the big supermar-
kets explored it and walked away.
Car manufacturers themselves
are also moving into direct online
sales. Will this market be
attractive enough to sustain
Amazon's interest?

With so many cars being
purchased on PCP, it would be
possible for Amazon to become a
leasing organisation, but this is
very different to its current online
sales proposition. Amazon has the
resources to buy its way into the
market without too much trouble
and it could manoeuvre where
others have failed. The funda-
mental question is whether it can
add value to the car purchase
experience in a way that
established manufacturers and
dealers cannot.

Only time will tell whether the
uncertainty currently felt by many
is reflected in the way Amazon
views the future.

Our sector has been resilient in
facing both uncertainty and
change, but, for many, a quiet life
would be nice, at least over the
next few months.

WHAT PERCENTAGE OF YOUR NEW CAR BUSINESS
EACH MONTH IS PRE-REGISTRATIONS?

HAVE YOUR SAY
Do you agree with these opinions? '
Get in touch by email - tim.rosefdbauermedia.co.uk

LARGE-SCALE PRE-REGISTRATIONS
FALL AS NEW CAR MARKET EASES

40%
2016

2017
35%
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The need for franchised dealers to significantly pre-register cars
in order to hit ambitious volume targets appears to have lessened
in 2017, perhaps as carmakers accept the total industry volume
has peaked.

AM has repeated a poll on pre-registrations we first conducted in
June 2016, which revealed that almost 34% of participating dealers
attributed at least 21% of their new car business to
pre-registrations.

Our latest poll found this has dropped to 30% in 2017. However,
the proportion of dealers doing a smaller level of pre-registration
has risen year-on-year by almost seven percentage points,
suggesting the practice is still commonplace.

One voter said: “It’s not a large part of our sales. It can be good
news if on the correct terms, but usually it's a mortgage.”

Another said: “It would be more, if we didn't stand firm with
the manufacturer.”

NEXT MONTH:

“ONLY FORRESTER AND FINN CAN SAY HOW DO YOU EXPECT THE CAPITAL INVESTMENT DEMANDS OF

WHETHER THE ARRIVAL OF AMAZON HAS
ALTERED THEIR BREATHING PATTERNS”

YOUR FRANCHISE TO CHANGE BETWEEN NOW AND 20207
VOTE NOW AT AM-ONLINE.COM/POLLS
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PEOPLE CONFERENCE

People — The Key To Success

Held in conjunction with the Institute of the Motor Industry (IMl), the event will once
again provide a platform to discuss the challenges and identify solutions to looking
after a business’s best asset, its people.

The IMl is the industry’s only professional body with a membership of 100,000 and
7,000 centres delivering qualifications throughout the sector.

Meanwhile, AM has joined forces with Best Companies Group to produce the first
survey of its kind to focus only on automotive retailers covering key metrics including
leadership, culture, communications, training, pay and benefits.

The People Conference will build on AM’s Best UK Dealerships To Work For
campaign which is identifying the UK’s top automotive retail employers as designated

The AM & IMI People Conference will:

B Enhance and promote the professionalism in the automotive

sector

M Inform, educate and inspire colleagues

I Draw attention to industry initiatives

B Share best practice among automotive retail professionals
B Recognise the invaluable work of HR directors and

their teams

B Explore new opportunities for recruitment and retention
M Understand the issues facing HR teams in the sector and

What you can expect

Tim Rose, editor, AM

Dealer tickets start from just

September 19, 2017

Whittlebury Hall, Towcester

provide potential solutions

Tangible tips and expert insights will provide further signposts for dealers
interested in developing their people and extending their candidate reach,
helping the sector to meet its recruitment needs and overcome the skills
and talent gap currently facing the industry.

“We've set ourselves the task of providing a window on the world of
4 recruitment, retention, staff development and employee engagement to
prowde dealers with solid information and genuinely helpful insights to enable them to
develop a people strategy which leads to improved performance and profitability.”

for IMI members

ampeopleconference.co.uk




SPEAKERS

Attracting Millennials and Gen Z to

the automotive retail workforce

Bl Steve Nash, CEO, Institute of the
' Motor Industry (IM)
The IMI explains its recruitment
initiative to attract young people to
the automotive retail sector to plug
the skills gap and identify talented youngsters
who will be the future of the industry. Targeting
18-24 year olds and 14-18 year olds in different
campaigns, Nash outlines the project and how
dealers can both benefit and become involved.

What are we actually doing

to attract talent?

Guy Liddall, managing

director, Motor Trade Select

Do we do enough to attract, identify,
manage and retain talent? The

best operators are busy people,

so is your application process easy? Is your
assessment process flexible and confidential
enough to allow high-flyers to take part? Do
you always recruit outside because no one in
the organisation has the right skills? Does your
manufacturer have the last word, and do you
agree with its conclusions? Do we really want
the best talent, or are they too much trouble?

Understanding the new
apprenticeship levy and new

apprenticeships standards

Mark Armitage, head of quality and
assessment, IMI|

The way apprenticeships are funded and
administered is undergoing fundamental
change with the introduction of the
Government’s new levy. Some 11,000 levy-
paying employers are still not registered to
access funding. Apprenticeship standards
require more engagement from bosses and
dealers need to be on board to ensure their
business is up-to-date.

Panel debate
The event will also see a panel made up of some of the industry’s leading figures from
HR and sector academies debate the challenges of training and development, including

Initiatives to create a dynamic and
diverse workplace

Alison Fisher, group HR director,

Cox Automotive

Developing a high performing

culture through creating a more

diverse and inclusive workplace is
essential for business success. This session
explores initiatives to develop a dynamic
working environment with diversity and
inclusion at its heart including Fisher's Women
with Drive which supports women in the
automotive sector and so far has five events
under its belt.

A high performance culture to make
your team unstoppable

Dr William Holden,

chair of Sewells

Drawing on case studies and hard

v evidence both inside and outside
: the automotive sector, business

improvement specialists Sewells’ chair Holden
takes delegates beyond the company vision
and values to turn those into behaviours
which deliver results. Exploring the ways and
means to undertake the journey from where an
organisation is today to where its leaders want
it to be by creating a culture that inspires its
people to achieve.

What makes a firm a best company
to work for?

Andrew O’Kelly, director, partnership
development Europe Best Companies Group
Having teamed up with AM to find the
automotive retail sector’s leading employers,
Best Companies Group’s O’Kelly looks at the
characteristics of a great employer. Drawing on
experience of identifying the best companies
to work for across the globe, this session
pinpoints the key elements at work in some of
the UK'’s top workplaces.

their own approaches. Topics will include how talent within the business is identified and
nurtured and how personal career aspirations are married to the group’s overall business

objectives.

To book, please visit
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The event has already seen extensive bookings from top dealer groups and
manufacturers. We expect this year’s conference to be the biggest and best ever.




INTERVIEWS

DEALER
WE NEED TO ADD
VALUE. THE
FRANCHISED

DEALER NEEDS TO DELIVER
EXCEPTIONAL SERVICE,
ABOVE AND BEYOND WHAT
AN INDEPENDENT WOULD

" Vospers has been in business for more than seven
. decades - it is now run by managing director
. Nick Vosper (left) and chaired by his father, Peter
Y
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FACE TO FACE: VOSPERS
'WE NEED A ROAD TO 2% PROFITS’

Chairman Peter Vosper and his son and MD, Nick, believe scale, property management
and efficiency will push up margins, but manufacturers need to help, they tell Tim Rose

tis in the nature of a fran-
chise contract that it puts
most of the power in the
hands of vehicle manufac-
turers - the relationship
with the brand is critical. Yet dealer groups
are able to carve out their own success
with focus, determination and a willingness
to test new ideas and concepts. No busi-
ness leader can afford to sit on their hands
and expect it to be ‘business as usual’ in
this century-old industry.

“We have to adapt and change as a
business. We need to add value. The
franchised dealer needs to deliver excep-
tional service, above and beyond what an
independent would probably deliver,” said
Nick Vosper, the managing director of
Vospers Motor House, the AM100 group
founded by his grandfather and now
chaired by his father, Peter Vosper.

The family-owned dealer group has
heritage - it has been in business since
1946. Over the decades it has become a well
recognised brand across Devon and Corn-
wall, where it operates 14 car and LCV deal-
erships, three rental depots and two acci-
dent repair centres. With 730 staff, it is
among the 20 largest employers in the
region, so the Vosper family understands
that heritage needs careful management.
As the motor retail industry faces rapid
evolution in the next decade, motor retail will
likely need new strategies and models, and
the group has to be well positioned to thrive.

Nick Vosper has worked in the group
since 1996, but took some time out to
complete an MBA (Masters in business
administration) at Exeter University before
taking the managing director role in 2011.
Guided by his example, Vospers has since
encouraged - and fully funded - part-time
MBA study for a number of its other senior
team members, including contact and
communications director Mark Haslam,
financial director Paul Rogers and group
accountant Mike Taylor. In addition to Nick's
MBA, Peter Vosper recently received an

honorary doctor of business degree from
Plymouth University in recognition of his
business expertise.

Vospers believes it is invaluable to have
the skills and abilities to step back from
day-to-day pressures and to consider
strategic elements.

“If they're doing their job day-to-day, they
dont get challenged on the macroeco-
nomic basis. They don't see the external
factors that can influence the business,
Brexit for example. If you dont get
challenged in that way, you're not ready for
change. | think the MBA training stretches
you in a different way,” said Nick.

“After they have been through the
process, they are different people. It's
fantastic to see. We want them to look
beyond the motor trade, to learn about
other industries, to learn a framework with
regards to strategic management and
financial management.”

Peter Vosper added that dealer
group management teams are under
considerable pressure, because with the
slim profit margins available, a business
has to get it right. With talk of new mobility
solutions and electric or hydrogen power-
trains being part of automotive’s future, he
is conscious that its service business —
traditionally a strong source of profits -
may be radically different by 2030.

He and Nick have changed the group

FACTFILE

TURNOVER £234m (2016)

PROFIT BEFORE TAX £2.7m (2016)
FRANCHISES Ford (8), Ford LCV (3), Fiat
(4), Fiat LCV (3), Mazda (3), Nissan (2),
Renault/Dacia (2), Jeep (2), Peugeot (2),
Peugeot LCV (1), Alfa Romeo (2), Seat
(1), Abarth (1)

NUMBER OF STAFF 730

NEW CAR SALES 6,686 (2016)

USED CAR SALES 5,532 (2016)

considerably in the past 20 years, turning
an operation which was wholly dependent
on Ford for three decades into a multi-
brand motor retailer, with Italian, French
and Japanese mainstream brands in
multiple locations. They are convinced that
the future will demand a certain scale of
motor retailer; able to derive efficiencies
from larger sales and service operations
and with the capacity to test new ideas on
a small scale without upsetting the overall
performance.

One such test involved Vospers' Marsh
Mills Motor Park in Plymouth. It is a huge
site and home to Ford, Nissan, Renault/
Dacia, Peugeot, Mazda, Seat, Fiat, Jeep and
Alfa Romeo new car sales and service
franchises. Its workshop is shared by all
the brands, with brand-specific techni-
cians, and in 2011 Vospers brought all the
brands’ service reception desks into one
large space, with a single customer lounge
with Wi-Fi and refreshments.

While it appeared to be an efficient way
of working, the group found that customers
don't like it — some likened it to an airport
lounge. There were also no front-end
savings, as they still required receptionists
for each brand. Gradually the positions
have been reintroduced into the respective
brands” showrooms.

“We have always been prepared to do
things. We don't always get it right,” said
Peter Vosper. “Not every one of our
customers thinks it doesn't work, but the
majority prefer to go through the door of
the brand that they purchased.”

Nick Vosper added: “The brand
experience is important to me in my own
consumerism, so | do think that it is impor-
tant to a lot of our customers.”

That long-established Vospers brand
carries a lot of weight too. It is a large busi-
ness in the south-west, but it highlights to
consumers that it is family-owned, and that
members of the family are actively involved
in its day-to-day running. Peter and
Nick remain heavily involved in local
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causes and sponsorships as the
faces of the business, and loyal
customers will occasionally ring up
requesting to speak with “Mr Vosper”
directly and do get through to Nick or Peter.

Peter said: “We want people to look on
us as being a good business that solves
their motoring problems. Youre repre-
senting your business. It's amazing to me
that I'll be in Sainsbury’s and someone will
come up and have a conversation with me.
| wouldn't be enjoying it if people were to
come up and tell me what a useless
business | had, but people are happy.”

Nick added: “Our customers have been
buying vehicles from us for over 70 years
and | think that means something.”

Both believe the leaders of the business
should be open and approachable when it
comes to staff relationships too. Since the
group has grown in scale, it has become
impossible for the directors to know every
employee. However, they frequently visit
each dealership to speak to employees, to
find out about any issues on the ground,
andtoreward longservice. Each December,
the Vospers write more than 700 Christmas
cards to employees. After the March
campaign, Nick Vosper wrote 25 personal
thank-you cards to managers.

Those little personal touches, acts of

VOSPERS TURNOVER 2006-2016

recognition, demonstrate how Vospers wants
staff to feel the benefits of a family business.
Honesty and integrity are important to the
family, and Nick and Peter are confident that
employees know they can raise any issues or
make any suggestions without fear.

Exit interviews with leavers have high-
lighted two aspects of employment that
trouble them - the desire for more flexible
working in sales, to accommodate their
home lives, and for a higher basic salary
that will help them get on the housing
ladder. The motor retail industry as a whole
is facing these issues, but Vospers plans to
examine them more closely in the future.

Nick Vosper said: “I see people at the
school gates because | have a young
daughter, and just chatting with the men
there shows how the dynamic is changing.
If we don't change, | don't think we will get
a diverse culture within the business, and
then the people that are buying from us
won't have any empathy. We need some
empathy in our line of business.”

SELLING CARS, MANAGING PROPERTIES
Nick Vosper said: “To be fair, we're changing
all the time, and you've got to have the
profitability in the model to be able to do
that. As an industry, we have to aspire to
more than 1.1% or 1.2% return on turnover.
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The addition of scale representation for Fiat, Mazda, Nissan, Renault and Peugeot has enabled Vospers

to grow revenues steadily.

VOSPERS PROFIT BEFORE TAX 2006-2016
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Having suffered losses in the 2008 recession and fragile recovery, Vospers suggests carmakers should

allow them better profitability.
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With the investment that is required today,
it is not really a sustainable model.”

Since 2010, Vospers has spent about £3m
refurbishing the Marsh Mills site, and it is
now investing more than £12m in a Ford-
Store in Exeter on a 9.5-acre piece of land
that provides space for expansion or other
ventures.

Nick Vosper believes such developments
are not to satisfy manufacturers’ demand
for ‘palaces, as some suggest, but will
really provide what customers want -
updated facilities and as many cars on
display as possible. He's supportive of such
developments, but with the caveat that
manufacturers must allow dealers to
make more profit. He suggested that for
family-run dealer groups, property is a
crucial element of sustainability. It's a point
his father elaborates - dealers with
freehold property are able to adapt, to
reformat, without concerns that there is a
landlord who will have to raise the rent to
recoup their own investment. In the past,
dealers have benefited from selling old
sites to supermarket chains as their
showrooms relocate and expand.

To that end, Vospers owns a 16-acre piece
of land in the northern part of
Plymouth, for any future development
needs. Asked about the possibility of buying
and leasing property operated by other
motor retailers, Peter Vosper makes his



Vospers trialled a multi-brand service
reception, but has responded to customers’
| preference for separate brand experiences

lack of interest clear: “We haven't ever done
that. | think we would then become more of
a property company than a motor dealer.”

The group’s return on sales has hovered
around 1.1% to 1.2% for the past two years.
It aspires to 1.3% this year, and Peter
Vosper has discussed with Ford the need
for a “road to 2%".

Vospers will consolidate some of its other
businesses in Cornwall, starting with the
closure of Tiverton earlier this year. This will
reduce the groups overheads, plus
the management team expects sales and
customer experience to improve. Its
smallest sites have a three-car showroom
and only one sales executive. If that execu-
tive goes on holiday, someone is moved
across from another branch. Such prac-
tices don't feature in Vospers' vision for the
future of larger ‘hubs.

“When we talk about technology and the
way that the business is moving, we cannot
deliver an experience in a really small
showroom in a small market area,” said
Nick Vosper.

What does feature, however, is trials of
new working methods. Several years ago,
the group introduced two shifts at its body-
shops, each of four days on and four off, to
increase capacity through using the facili-
ties seven days per week. Now the group
plans to trial it in a service workshop.
Success is not guaranteed - Peter

WE HAVE
ALWAYS BEEN
PREPARED TO
DO THINGS. WE
DON'T ALWAYS

GET IT RIGHT
PETER VOSPER
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Aston Barclay
Buyer App
goes live

By Stewart Ford, group IT director, Aston Barclay

Used vehicle buyers are being
encouraged to download our Buyer App
to enable them to connect with thousands
of used vehicles across the Aston Barclay
group via their smartphones.

Our app will enable buyers to locate stock
immediately at Chelmsford, Westbury (Wiltshire),
Prees Heath (Shropshire), Leeds, and our new
Donington Park Mega Centre when it opens
in September.

Aston Barclay offers regular stock from vendors
such as Mercedes-Benz, Addison Lee, Alphabet,
LeasePlan, Zenith and CarGiant.

Phase two of the app, due to launch later this
summer, will immediately S v -
recognise a buyer when ]
they arrive at one of our
branches and flag similar BID NOW £6800
stock coming up in that = R :
day’s sale based on their
previous vehicle-buying
patterns. »

‘Digital eagles’ are & t;’”i::'““
being appointed in each
branch to work with g I'M INTERESTED
buyers to get the best out ;
of the app.

We have reacted to
buyers' feedback to help
them connect more
efficiently with stock across our network of sites.

Initial feedback from buyers has been very positive
and our further developments will ensure that the
gap between the physical hall and mobile space is
well and truly bridged. We believe it is the first time
a physical auction business has hooked up buyers
and vendors digitally, while still supporting local
customers who just want to turn up and buy cars.

In-branch digital pods are being installed, starting
with Westbury, to enable buyers to search for stock
and check on provisional bids in the halls, while
‘Mega Screens' will show the sale's running order
and publicise daily
vendor offers and _
incentives. ‘:
Search Aston Barclay
in the App Store and
Google Play today.

0 #6750 Chelmsfard

ASTON BARCLAY

— —
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Vosper pointed out that a crucial

element of its success at
bodyshops is that the business controls
the process and the customer generally
doesnt expect an appointment and
return of the car within the same day, as
they do with servicing.

Extra capacity is also being released
through mobile servicing, with three vans
and technicians serving the region, and
the Exeter FordStore will include four
‘lean servicing’ Express Service bays in
addition to the standard work bays. Each
express bay has two technicians who will
aim to complete a service within 41
minutes. If the car also requires brake
work, the whole process is completed in
an hour.

It requires careful screening at the
booking stage to identify the cars most
suited to Express Service, because any
that need investigation of other mainte-
nance issues would delay the process.
However, it could benefit the business as
well as the customer, as it avoids the
need for a courtesy car.

“We do feel that customers want to be
able to enjoy the experience [of visiting
Vospers] and that means being able to
park easily, seeing a big display of
demonstrators, servicing at their conven-
ience and offering new facilities like
Express Service,” said Nick Vosper.

DIGITAL DEVELOPMENTS

Nick Vosper described the group as being
“behind slightly” with its digital strategy,
but said major changes are ahead.

Its used-car platform is mobile- and
tablet- enabled, and the next stage will be
to bring in a completely new platform for
the group website, then developing an
online car purchase facility.

It already has a parts and accessories
e-commerce portal, powered by a

system called Magento, which is forecast
to achieve £1m of sales this year, with
orders from as far away as Barbados. It
offers insight to Vospers’ physical show-
rooms too, as the company has identified
that a proportion of Magento’s users have
bought cars from the group, but clearly
were not sold the accessories they
desired while still in the showroom.

Consequently, it has analysed the top-
selling lines, and conducts specific parts
marketing meetings to determine what
offers to promote.

“All our showrooms have cars dressed
in accessories. You also have to make
sure the customer understands that you
are competitive, because the perception
is always that it will be cheaper at
Halfords,” said Peter Vosper.

Nick Vosper and parts director Bob
Foster are trying to find a way to better fit
accessories into the sales process.
Vosper is keenly aware that the sales
teams already have other products to
sell, such as GAP, and that there is a
danger of giving the customer “battle
fatigue” by the end of the process.

One solution they are considering is an
element added at the end of the sale,
which  gives the customer the
opportunity to buy there and then, but
also introduces them to the e-commerce
portal for deferred purchases. Some

TURNOVER. WITH THE INVESTMENT
REQUIRED TODAY, IT IS NOT REALLY
A SUSTAINABLE MODEL

NICK VOSPER

WE HAVE TO ASPIRE TO
MORE THAN 1.1% OR
1.2% RETURN ON

customers won't consider what else they
need until after they have bought their
car, and Nick Vosper doesn't want them
going to Halfords.

The group has always taken trade
parts seriously, and its sales of compo-
nents to independent workshops in the
region generates about £25m per year. It
supports its field sales representatives
and delivery vans - which call on clients
two to five times daily - with three
professional contact centres at Truro,
Plymouth and Exeter, which help to
generate sales and ensure customers
are satisfied.

One of the issues that Vospers identi-
fied with digital retailing is that the dealer
is forced to go outside the DMS to get
some of what it needs. Integration by the
DMS companies seems to move slowly,
particularly with APIs (application
programming interfaces] such as
consumer finance solutions. Nick added:
“Being able to sign on an iPad is really
where it should be. The systems in this
industry are a little bit archaic.

“In the future, we need to be in
charge of our data, and we also need to
be better at managing customers’ data
and using it more effectively in our
customer  journey  rather  than
bombarding them with offers from all
our different departments.”

VOSPERS LOCATIONS
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Great service is
not impossible

By Neil Addley, managing director,
NFDA Trusted Dealers

Customer service is tough, right?
Recent research tells us that
consumers expect to find higher
quality and better-prepared cars
on Trusted Dealers than other
classifieds. They also expect a

better experience.

Customer service is tough.

Wrong. It's a question of attitude.

I recently checked into two London hotels.
Neither was cheap!

At the first, [ arrived and the gentleman behind
the counter asked my name. He found it and
enquired if [ had stayed there before. This is a bit
of a pet hate as they have my details on record.

That was it. While he carried on a snatched
conversation with his colleague and tap-tapped
away on the keyboard, there was zero
engagement with me, the guest.

At the second, the woman behind the counter
offered me a complimentary upgrade and asked
how my day had been. As she enquired about
where I was from and what business [ had in
town, [ reciprocated. She was from Turin, she
loved serving customers and her dream was one
day to own a hotel of her own.

"Mr Addley,” she said. “Even the word
impossible is Tm possible!"

Shortly after I'd dumped my luggage, she called
to check that the room was up to my expectations.

[ came as a guest, but left as a friend.

One hundred per cent engagement, one
customer at a time.

We all have good days and bad, but with the
right attitude and a smile we can help everyone
we come into contact with have a good day too.

Impossible service? I think not.

M If you would like more information, please give

me a call on 01423 206 272, or email
neil@trusteddealers.co.uk.

#*NFDA
TrustedDealers
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GET READY FOR GDPR
OR RISK A £17.5M FINE

New EU data protection law could cost dealers
who are careless with customer information

ealers may face millions of
pounds in fines if they fail
to prepare for stricter data
protection laws when they
come into force next year.

The EU General Data Protection Regula-
tion (GDPR) will give the UK's regulator, the
Information Commissioner’s Office (ICO),
the power to impose fines of up to
€20 million (about £175m) or 4% of a
company’s global turnover. The current
maximum fine is £500,000.

PKF Cooper Parry will sponsor an
insight theatre” at AM’s Automotive
Management Live exhibition on November
9, 2017, at the NEC Birmingham, which will
highlight key GDPR compliance issues.

PKF Cooper Parry’s director of IT consul-
tancy, Dan Moore, said: “The fact that a
dealership may or may not do something
that could lead to them or their global parent
company facing a fine equivalent to 4% of
global turnover has massive implications,
which | don't think many companies fully
appreciate. And it’'s not just dealerships and
manufacturers who are not fully prepared.”

Dealerships have to address four key
points, according to Moore:

B Consent to use data must be
given freely

M Data must be collected, stored and
processed in the right way

B Companies will need to be clear about
how datawill be used (marketing purposes’
will not be good enough, says Moore]

[ Businesses must make clear how data
will be protected and continually assessed.

Moore added: “As we understand i,
current data is fine to use as long as the
same rigorous procedures and checks
when managing new data are applied. The
difficulty for many dealerships will be
proving data was acquired prior to
GDPR's introduction.

“There are some examples of
companies thinking ahead, such as
Wetherspoons [the pub chain], which
recently deleted its entire database
to start again, secure in the knowl-
edge that its data from now on will
be collated in line with GDPR.

“The larger fines are likely to be for data
breaches or losses. If a company cannot
show they have taken all reasonable
measures to protect personal information,
they could find themselves facing hefty
fines. Recently, the ICO fined one company
£60,000 for failing to take adequate steps
to protect their data. Under GDPR, that
could be up to £17.5m.

“Not all manufacturers have given full
guidance to dealers yet. Many dealers have
to meet certain data standards and must
provide that information to the manufac-
turer with some incentives paid on delivery.
It does not seem right to penalise a dealer
financially for failing to provide information
which they are legally bound not to disclose.

“In addition, dealers will need to make it
clear to customers that they will be sharing
their data with the manufacturer and they
will have to explain how it will be utilised.
The customer will have every right to opt
out. Manufacturers will, therefore, need to
be very clear with dealers about their inten-
tions and requirements under GDPR.

“Consumers will also be able to request
free access to information held on them. (It
currently costs £10.) Mechanisms need to
be established so those details can be
easily identified. Consumers will also be
able to request that their details be deleted,
so transparent processes need to be
securely in place to allow that.

“The vast scale of the implications of this
legislation is not yet fully understood and
more thought must be given to the way in
which the many layers and multiple parties
involved in purchasing a vehicle will
manage that data under the new rules. We
look forward to discussing these issues
with delegates at AM Live in November.”
DEBBIE KIRLEW

Autom

A/ #NEDA
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The UK's largest
trade-only online
auction.

Dealer Auction is the leading online
B2B car auction portal, with low fees
and intelligent systems that boost
profitability for trade buyers and
franchised main dealers.

More than just an auction.

_

Exclusive Stock Dealer Group Buy It Now Around the Clock Appraise-to-Trade App

@ Dealer-Auction.com
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What is your remit within the wider Cox
Automotive organisation, which obvi-
ously includes established brands such
as Manheim and NextGear Capital?

| look after what is, effectively, the retail
division, solutions group and | also look
after media, which is Motors.co.uk, then
there’s the data side.

Manheim and the ‘power brands’, which
we call inventory solutions, are what
make the lion's share of the business
right now but there is a shift and it will
continue to shift.

Our strategy in the UK and globally is
that we're not looking to invest in more
land for more auctions.

More than 40% of cars now bought
wholesale are on a digital channel which
we'd expect to top 50% in around 18
months’ time. We need to embrace that.

People need to acknowledge that there
is that shift. In the US you'll see that there
is where theyTre spending money. Cox
Automotive recently bought Dealertrak in
a $4 billion acquisition and that really
demonstrates the focus on digital.

Whatisthebiggestchallengepresented
by your role at Cox Automotive?
Definitely raising awareness of the services
we offer across our various brands.

We've ramped up our advertising, so
services like Modix, Xtime and Closelt
and Incadea are ‘out there’ now.

In December CarShop had its first
senior leadership conference. World
Class, it was called. | had a speaking slot.
Our chief executive James Dunkley was
up there. He gave us a great billing and
the opening slide said Martin Forbes, Cox
Automotive. | said: “Who in this room is
familiar with Cox Automotive?” Two of the
300 people put their hands up.

MINUTES
WITH...

Martin Forbes, managing director at
Cox Automotive, Retail, Media & Data Solutions

YOU CAN PLUG
IN ALL THESE
DIFFERENT

ASPECTS AND WHAT YOU
DO IS CREATE THIS
SEAMLESS RETAIL
OPERATING SYSTEM

| then said: “Okay, who's heard of

Manheim?” Every hand went up.

Cox Automotive in the UK has a touch-
point with every single franchised dealer,

OEM and independent.

Some will work with NextGear, Dealer
Auction, some might do something with
Closelt but nobody realises Cox is part

of the business.

Modix deals with dealers’ digital
marketing needs. Has it been primed to
accommodate an online retailing solu-
tion to allow retailers to compete with

the OEMs?

Next year the platform will be more
focused on digital retailing. That is
increasingly becoming a focus of manu-
facturers, but what we want to do is offer
dealers the platform that will allow them

to do it themselves.

Even with PSA and Hyundai's systems,
we actually power that underneath the
surface. We manage the logistics, the

valuation, the part-ex.

If OEMs were to talk together in a
closed room I'm sure what they would
say is ‘actually, if we can do all this online
ourselves then we will, we don't need the

!

dealer; but at the moment they abso-
lutely do need the dealers.

Right now | think OEMs would be foolish
to cut the dealer out. Some are arrogant
enough to say it, but it's absolute rubbish.

There are other key elements that have
been added to the business this year in
the form of the Incadea DMS system,
which aims to take on CDK. How difficult
will be to take on such adominantrival?
It's a challenge we have with Motors as it
takes on clear market leader Auto Trader.

CDK wouldn't allow us to integrate any
of our products into their system and
that's something we had to overcome, so
we decided to introduce Incadea, which is
already live in 95 territories and 3,500
rooftops. It's well proven.

What we want to be ultimately is not a
DMS but a retail operating system.

Our goal is to have the DMS central part
in Incadea, then our aftersales manage-
ment system, Xtime, plugged in. We've got
our specialist CRM and process manage-
ment solution in Closelt, that's in there. You
could plug-in Modix to offer leads along
with what we're doing with Motors.

You can plug in all these different
aspects and what you do is create this
seamless retail operating system. That
has to be the holy grail for the dealer and
that has to be ours, too.

However, if you don't want that CRM
system from us that's fine, you plug in the
system you want, but let's create that
end-to-end environment for the dealers
because it's not there at the moment. It's
too fragmented.

Was Incadea designed from scratch by

Cox Automotive?
No, we don't actually own the platform.

am-online.com
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RMS AUTOMOTIVE LEVERAGES THE POWER OF INNOVATIVE TECHNOLOGY,
GLOBAL MARKET EXPERTISE, AND PROPRIETARY DATA TO HELP OUR PARTNERS
MAKE SMARTER, DATA-DRIVEN DECISIONS REGARDING THEIR VEHICLE PORTFOLIOS.

To learn how RMS Automotive can help drive your remarketing solutions,
visit RMSAutomotive.eu

PORTFOLIO MANAGEMENT DEFLEET UPSTREAM REMARKETING DATA ANALYTICS

RMS
AUTOMOTIVE




INTERVIEW
SUPPLIER

It's a Microsoft Dynamic platform. All we
dois put a skin on it and make it relevant
for the automotive industry.

The beauty of it is that it's a familiar
system and on a daily basis Microsoft is
keeping that platform updated.

Cox Automotive brings together lots of
different businesses under one name.
How is that breadth of knowledge and
influence being exploited?

Back in December we established our
new Cox Automotive Data Solutions divi-
sion now based in Euston, London.

That business does two things which |
don't think the dealers do very well. It's
all about understanding data and big
data and gleaning those insights.

We have data no one else has. BCA has
wholesale data, we've got that wholesale
data. Auto Trader has retail data, well
we've got that retail data and because we
have the used vehicle locators and Motors
and we've got finance and aftersales data,
so we have cradle to grave data.

Cox Automotive Data Solutions will
help us make better decisions and
enable us to provide products to also
help our clients make better decisions.

It should really make the industry and
ancillaryindustries —insurance, banking,
etc. - see us as the go-to place for data.

As part of all this we have launched
Stock Insight. Auto Trader has i-Control,
we have Stock Insight for dealers to
understand their stock, pricing, inven-
tory, buying and how they measure up
against local rivals.

Are you going to rival Cap and Glass’s
with this new data?

We have a partnership with Cap and we
don't propose to create our own data
valuation engines to suddenly compete
with Cap.

It is a fundamental partner to all our
products. We have said to Cap that we
are partnering with them and we see
that continuing having recently signed up
another three-year contract.

THE AIM FROM AN
SEO PERSPECTIVE
IS TO BE RIGHT AT

THE TOP OF THE RANKINGS

How is Motors.co.uk competing with
Auto Trader and the fast-emerging
rivals like the Car Gurus business?
Auto Trader has just over nine million
unique users per month. Motors network
is about five million, so we're about 55%
from a reach perspective of Auto Trader.
If you look at stock, Auto Trader has
around 460,000 and Motors has 360,000.

Car Gurus is tracking behind us but you
can'tdeny they've done a good job coming
into the market.

They spend probably five or six times
what we would per month to drive traffic,
be it PPC or retargeting.

No business can sustain that kind of
£200,000 to £300,000 a month outlay.

Where is the real appeal of Motors.
co.uk over its rivals?
The aim from an SEO perspective is to
be right at the top of the rankings, but
also to be most prevalent among the
results further down.

| was up with Darren Edwards at
Sytner and | showed him an example of
if I went in and typed in BMW 1-Series
Tamworth theyve got one link on that
page, Auto Trader’s got one link but we
have eight.

What | mean by that is that Motors
would be on that, you might have Parkers
on there but the point being because you
start with Motors you go from 10% to
almost 90% SEO coverage, which is
almost the holy grail.

Pricing is a really sensitive subject so
what we have done is change our pricing
platform. Auto Trader’s fees are high and
dealers have started to make some
noise about it. We've now created a thing
called Lead Actions which is everything

from a phone call, email to detailed page
views. What we now focus on with our
dealers is how many lead actions can we
provide for the money you pay?

Will Motors.co.uk move into new car
sales and offer finance?

At some point you'd be foolish not to try to
explore and dip your toe into that market.

It is on the radar but we don't believe
that we're at that point where we would
take our eye off the used car market.

If we did do new we may look at doing
it in partnership with somebody rather
than think that we can crack every nut.

In terms of finance, NextGear doesn't
have any plans as yet to do consumer
credit. It's very much a stocking solution
and there’s no appetite for us to do that.

That goes against everything we try to
do in being considered partners with the
dealers.

On Motors we did a partnership with
Zuto and got a bit of backlash from that.

What we'd rather do is push the deal-
er’s finance and forgo that cheque.

What lessons do you still have to learn
about the industry?

Alex Taylor is one of the most senior
members of the Cox Automotive hier-
archy (he’s executive vice-president and
chief operating office of Cox Enterprises)
and is part of the Cox family.

This is the richest family in Georgia,
with all the trappings of that.

He wanted to find out about Uber. He
could have got a top consultant and had
a report drawn up. Instead, what he did
was to sign up as an Uber driver and go
out into Atlanta, picking people up. He
wanted to understand the process for
drivers, how Uber worked.

You can imagine people getting into his
Tesla and he starts asking them about
Uber, why they use it and what they
thought of it.

You hear stories like that and it blows
me away. | aspire to be that kind of leader.
TOM SHARPE

Y FACT

FILE
COMPANY:
COXAUTOMOTIVE UK

UK TURNOVER:
£320.7m (2015)

BRANDS: COX
AUTOMOTIVE MEDIA
SOLUTIONS,
INCADEA, MODIX,
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XTIME
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MANCHESTER,
EUSTON, LONDON
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The aftersales process is now
one job:“Start Navigator”

Navigator

The Dealer Management System that was built for your business

Tel: 0845 686 2300 www.dmsnavigator.com
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Online iInnovation.

We believe that vehicle auctions should be accessible
wherever you are, whenever it suits you. That’s why we offer
multiple digital sales channels that allow you to sell
and purchase stock in the most convenient way.

Upstream Buy Now 24/7
Buy and sell even faster with Access a wide selection of
our award winning* upstream more than 500 vehicles every
process. Have your stock day, all available to buy online
instantly available with instantly, at a fixed price.
NAMA grading after a

roadside inspection.

Find out more, visit manheim.co.uk/online

The smartest place to buy and sell vehicles

*2017 Fleet World Honour for Innovation in Remarketing

@®

Mobile Auction Offsite Sales
The auction that comes to Buy and sell anywhere with
you, with our specialist our fully managed auction
Mobile Auction Unit that events at a venue to suit you.

enables you to buy and sell
wherever it suits you.

COX AUTOMOTIVE'
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It's not all plain sailing, but Mazda UK's
Jeremy Thomson is getting on the front

foot to deal with political and economic
uncertainty, reports Tom Sharpe

f “strong and stable leader-
ship” is the hallmark of a
successful operation, then
Mazda UK  managing
director Jeremy Thomson
is an example to the industry.

Having spent 14 years within Mazda UK,
nine of those in his current role, the former
Ford sales and marketing man has been at
the helm of the brand’s UK business since
the depths of the 2008 recession. lIts
aftermath led the exchange rate to tumble
from JPY240 to the pound to JPY120 and, by
2012, sales of 50,000 Mazdas fell to 25,000.

When AM caught up with him on the eve
of the general election, Thomson was all too
aware of the headwinds once again
prevailing, but his relationship with his
dealers and customers does not seem to
feature among them.

Fresh from his receipt of an award for
Outstanding Leadership at the 2017 Autocar
Awards, and with the brand having secured
the Manufacturer of the Year trophy at the
AM Awards 2017, Thomson's commitment
seems to be reaping rewards. Mazda UK
was also the top volume brand in the JD
Power Survey's Customer Service Index
and a creditable sixth overall in the
standings of NFDA's Winter Dealer Attitude
Survey - its best result in 25 years.

Thomson is keen to see the long-
rumoured prospect of a free trade deal
between Japan and the UK realised as
a result of Brexit negotiations. Currency
fluctuations remain the main headache for
a brand which imports its entire range - all
but the Thailand-built CX-3 enter the UK
from Japan.

But, despite a mixed start to the year, he
appears to have placed the brand on a solid

I NEED
T0
STAND

BY THE THINGS |
ASK THE BRAND
TODOOVERA
NUMBER OF
YEARS

JEREMY THOMSON,
MAZDA UK

Jeremy Thomson believes
his longevity at Mazda UK
has helped the brand develop

footing with its recent move to a purpose-
built headquarters in Dartford, which
brought customer advice operations
in-house, and the completion of a £12
million Cl upgrade of the 132-strong dealer
network, by April.

In it for the long term
Thomson said that the new Cl had been
designed to be “impactful” but also “cost
efficient” and in the NFDA survey dealers
gave Mazda a 7.5 score for the “cost required
to meet franchised standards” — well above
the average 5.5.

“Through the tough times we have
deliberately held back from making ClI
changes and | think the last time it happened

Sales of 10,582 made the Mazda 2 the brand’s
second-biggest seller in 2016. Prices start at

| £12,595 for the 75PS SE spec version but new GT
3 and flagship GT Sport models were added in April.

would have been 15 years ago. Smaller
brands cantmake unreasonable demands,”
said Thomson.

Thomson suggested that his long-term
relationship with the brand and the opera-
tors of its UK retailers - around a third
of which are solus operators - also had
something to do with the affordability of the
make-over. He said: “I've been in this
position since 2008, the last financial crisis,
whereas some manufacturer MDs change
every 18 months to two years, and there
seems to be a new corporate identity with
each one.

“I need to stand by the things | ask the
brand to do over a number of years. That
requires a very different discipline to the

KEY PRODUCTS
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The Mazda 3 accounted for 11,229 of Mazda's
46,609 sales in the UK last year. However, a
facelift arrived in October in a bid to boost sales,
which ended the year 10.94% down on 2015.




way you treat your network in terms of
accountability.”

Thomson and his management team
travel around the UK every six months for
“informal and open” meetings with dealers
which seem to have paid dividends. The 67
dealers who responded to the NFDA survey
scored the brand 8.3 when asked how their
manufacturer takes dealers’ views and
opinions into account against an average 5.9.

Room for improvement

Paying such close attention to the dealer
network’s opinions and concerns may
add pressure at a time when volumes are
levelling off and margins slimming.

Mazda dealers are currently achieving an
average 1.1% RoS, which is in line with the
industry average but “not good enough”,
Thomson admits.

“We'd aspire to make that better and
scale would certainly help,” he said.

“We took targets down in May, recog-
nising that it was a rather unexpected
downturn in the run-up to the election.

“It's always been my opinion that an
unrealistic target becomes a switch-off
point. An achievable target will get your
network really firing on all cylinders.”

In April, Mazda's sales were down 26.97%
year-on-year with 1,690 registrations, a
situation which left the brand 13.69% down
year-to-date by the end of May, delivering a
decline in market share from 1.41% to
1.31% over the same period in 2016.

Thomson suggested that the decline
was partly because Mazda UK was “running
out of cars and completely out of daily
rental” and had also reduced its presence
in Motability.

Mazda UK'’s full-year expectation is to
achieve 45,000 registrations this year, down
from 46,609 last year and 2015's 45,504.

The brand is keen to encourage retailers
to embrace the profit potential of aftersales
and used cars, both areas it has struggled
to support.

Mazda currently feeds 1,000 used cars
into its dealer network each year via a
closed online auction. Thomson said: “We
need much more because that really is the
dealerships’ bread and butter.”

One area where Thomson admits that
mistakes were made in the past was in the
provision of parts.

Following the 2008 recession, Mazda took
the decision to dispense with its UK parts
warehouse in a bid to cut costs, instead
supplying everything directly from Belgium.

Dealers and customers were left waiting
several days for parts in some cases, and
issues with the Channel Tunnel - including
a fire and the immigration crisis at Calais
- galvanised Thomson’s desire to return to
the old system.

He said: “In April last year | made a huge
investment and put a new warehouse back
in the UK in a place called Crick, near
Northampton.

“Now dealers get overnight deliveries
again. We righted what was a wrong in
hindsight, but 2008 was a period of really
critical decisions that we had to make.”

Driving customer care

The move to Dartford, with a new 25,000
sg-ft headquarters at Crossways Business
Park, has helped to drive forward Mazda
UK’s bid to make customer service a key
area of appeal.

Handling 10,000 incoming and outgoing
calls each month, the new set-up has seen
the 20-strong team improve the first-time
call resolution rate from 35% to 68%.

Call handlers’ affinity for the brand is key
to the results, according to Thomson, with
loyalty boosted by a company car scheme
that sees all Mazda UK's 200 staff driving a
vehicle of their choice.

Thomson also has a real affinity with his
new team and sees some of Mazda’s future
managerial talent among the company’s
new recruits.

An example of Mzda's new
dealership CI, completed in April

He said: | started work in exactly the
same role when | joined Ford in 1989. For
me it's come full circle and I'm looking back
to that first, nervous step that | made into
the automotive industry as a psychology
graduate out of university, not knowing
anything about the brand.”

Mazda's bid to be a champion of customer
service is being pushed into dealerships via
‘Experience and Retail, a “cultural change”
programme reaching more than 800
people across 23 venues.

Supported by consultants in the dealer-
ship paid for by Mazda, the programme
sees dealer sales and service teams receive
training at the new HQ. A margin element
focuses on customer experience using
dealers’ Net Promoter Score.

Thomson said: “That's the first time we
have rewarded customer experience to this
extent. It's three or four times what it was
in previous years.”

The changing face of sales

While there are no immediate plans to
make the difficult decision of introducing
direct online sales, Mazda UK has innovated
in its approach to sales with delivery of
Mazda MyWay.

Running since July 2015, the programme
has 10 “brand champions”, which respond
to test-drive requests made online at
mazdamyway.co.uk, delivering
vehicles direct to customers from a

Recently renewed, this SUV is expected to yield
= 8,000 registrations annually. Prices start at

e £23,695 for the 165PS SE-L Nav petrol and

| top-out with the £33,195 175PS AWD Sport Nav.

The MX-5 remains class leader in a segment of two,
~ Mazda having teamed up with Fiat to produce the

b 124 Spider last year. The RF folding hard-top
version is the newest addition to AM's long-termers.
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Mazda UK made a strong recovery from the economic downturn in 2008 but is once again facing
choppy waters where sales are concerned. Will Thomson’s plan right the ship once more?

demonstrator stock based in Purfleet,
near the new Dartford HQ.

Currently operating in London, MyWay is
supported by seven dealerships located
around the M25, who receive leads when a
customer decides that they want to buy.

Thomson revealed that there had been no
staff turnover among the fully salaried staff
since they were whittled down from 1,000
applicants 18 months ago, and the 230 sales
to date had “made a dent” in the cost of the
project. He hopes to see it rolled out to other
parts of the UK.

He said: “The showroom will always be
important but thinking that the showroom
is always going to be the centre of gravity
for the sales process is a mistake.

“Customers want to come to showrooms,

our research definitively shows that, but
when you are a brand that 98% of people
arent currently choosing. you need to
actively reach out to them and you need to
do something exceptional. Just waiting for
them to come to you is not enough. There’s
a place for direct online sales too, and one
hopes that may well be something that
Mazda has as well.

“Some customers are  absolutely
convinced of what they want, theyre used to
online purchasing, so why would we stand
in the way of that?

“But | think it misses so many opportuni-
ties to give customers a brand experience.
Weve given them a transactional
experience, but not a brand one, so I'm not
pushing that as a priority.”

NEW PRODUCT AND THE SHAPE OF THINGS T0 COME

Mazda has just launched a new CX-5
SUV and next year will bring the first
of a seventh-generation of vehicles
into showrooms.

The new product will feature
SkyActiv2 technology, a development
of the SkyActiv model which saw
weight cut and normally-aspirated
engines honed in the pursuit of
greater efficiency — shunning the
trend for down-sized, turbocharged
engines and hybrid technology.

New chassis, engines and drive-
trains are among the SkyActiv2
package and Mazda appears to have
softened its stance on AFVs.

Jeremy Thomson said: “In 2019
we'll launch an EV globally and we're
looking at the potential of a PHEV in
2021. In addition to that, while some
commentators think that diesel is
dead, we think it has a long way to go,
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in particular the new Euro 6 diesel,
and Mazda has been quite lucky or
opportunistic, and clever, in that we've
always believed in high capacity
diesel engines.

“I think a lot of manufacturers have
now said that it'’s the end of the down-
sizing era in response to the changes
in the NEDC testing regime with
WLTP, which would not favour the
down-sized engines.”

Thomson admits new product “still
excites us, it's what we live for.” He
added: “Many of our dealers will
remember when we brought out
RX-8 in 2005 and over two years we
sold double the number of cars we
expected. Most of the dealers were
taking full up retail margin on them.
That worked incredibly well then and
| think cars like RF and future models
will provide a lot of opportunity.”

YOU NEED TO
REACH OUT AND
DO SOMETHING
EXCEPTIONAL.
JUST WAITING
FOR CUSTOMERS
TO COMETO YOU
IS NOT ENOUGH

JEREMY THOMSON,
MAZDA

MANUFACTURER OF THE YEAR

SPONSOR’S COMMENT

By James Hind,
CEO and
founder

of carwow

CArwow Wdas
delighted to
present Peter Allibon, Mazda
UK sales director, with the
trophy for Manufacturer of

the Year at the recent

AM Awards. Mazda faced
tough competition in the
category from BMW, Hyundai,
Tesla, Seat and Volvo, many
of whom had newer product
ranges to boast about.

Mazda's strategy to keep
things simple with its
dealers and focus on the very
basics of providing a great
customer experience is clearly
paying off.

Mazda's engineering nous
has helped it to build a range
of versatile vehicles that blend
surprisingly sporty handling
with family-friendly
practicality. Both its CX-3 and
CX-5 SUVs have been praised
for their poise and drivability
— despite their off-road-
inspired proportions — while
its 2, 3 and 6 hatchbacks and
saloons offer a more involving
driving experience than many
big-name rivals.

The most recent addition to
Mazdd's fleet is the MX-5 RF
— a folding hardtop version of
its iconic two-seater
convertible that will always
strive to put a smile on your
face, even when British
weather conspires to ruin
your drive home.

Carwow

am-online.com
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On a scale of 1 to 10,

how useful i

Whether a means of controlling dealers
or a useful tool to highlight problems, CSI
schemes are changing, say the experts

ustomer  satisfaction index
(CS)  schemes are as
entrenched in motor retail as
volume targets and pre-regis-
trations. And opinions on
whether CSI has a positive or negative effect
on dealerships can be just as divisive.

While it is safe to assume most businesses
consider finding out what their customers
think is useful, some industry experts argue
that CSI scores are little more than a way for
manufacturers to control dealer networks.

Professor Jim Saker, director of the Centre
for Automotive Management at Loughbor-
ough University, said: “CSI programmes are
a complete waste of time. The industry is
wasting millions of pounds measuring
dealers with something that doesn't work.

“Satisfaction is a very weak emotion and I'm
not sure what the purpose is, other than to
reward or punish dealerships.”

Saker said he has seen manufacturer pres-
entations that show a dealer whose CSI
scores rose 8%, but their sales dropped by
5%. This compares with another dealer at the
bottom of the CSlI table, but with the highest
customer retention out of the entire network.

Darren Williams, former owner of Grants
Seat and now a consultant at Elements PRMC,
said however cynical dealers may be about
CSI, manufacturers believe it is the best way
to get them to think about customer service.

However, he said when CSl is used as a way
to penalise businesses financially, it can
become a negative point of focus: “CSI has
become one of the primary drivers of what

make it about money, you're driving behaviour
with something that is not necessarily
customer-focused. You are then looking to
drive a result to deliver a specific number and
there is a massive disconnect there.”

This point alludes to dealers chasing scores
of nine, or 10, out of 10 to make sure the
dealership will not be financially penalised.

Williams said poor CSI results can lead to
manufacturers removing one percentage
point from vehicle margins for the quarter. In

1?

an industry with an average return on sales
of just 1.09%, this can mean a fine of about
£30,000 for some dealerships.

Piers Trenear-Thomas, managing director
of TT Automotive Consulting, said the finan-
cial value to dealers varies across franchises
and even quarters, but it is substantial enough
that “you cannot afford not to play the game”.

He said: “Manufacturers have latched on to
research since the 1980s by the father of CS,
Noriaki Kano, around the fact that customer
satisfaction is related to fulfilment.

“The more you please customers, the happier

you earn as a dealership. As soon as you
CSI PROGRAMMES ARE A COMPLETE
‘ ‘ WASTE OF TIME. THE INDUSTRY IS
WASTING MILLIONS OF POUNDS
MEASURING DEALERS WITH SOMETHING THAT
DOESN'T WORK
JIM SAKER, LOUGHBOROUGH UNIVERSITY

they will be. This has spawned the concept of
customer delight, leading to customer loyalty,
which, in turn, leads to profits.”

However, Trenear-Thomas said manufac-
turers fail to recognise one of Kano's main
elements - satisfaction is just the status quo
and dissatisfaction is far more powerful.

He said: “If you go to a hotel and the sheets
on the bed are crisp and clean, you are
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not delighted. All they have done is met
your expectation.

“This means you need to do something
thoughtful, personal and customised for each
customer, to make them feel valued. Dealers
have been forced into sending flowers or
champagne to try to delight customers.

“The problem is, whatever you did the last
time will just become expected, so it no
longer delights the customer.”

Nigel Cook, the chief executive of customer
experience consultancy Douglas Stafford,
believes there is a link between customer
satisfaction and loyalty.

His company works with dealerships and
carmakers to measure CSI, as well as carry
out mystery shops and “lost sale” interviews.

Cook said: “Dealers can be negative about
CSl and | understand that. | think having the
data from CSI surveys is one thing, but there
has to be a clear objective.

“They can see where they might be going

am-online.com

DEALERS CAN BE
NEGATIVE ABOUT CSl...
BUT THEY NEED A CLEAR
DIRECTION OF HOW TO FIX AREAS
THAT MIGHT NOT BE WORKING

NIGEL COOK, DOUGLAS STAFFORD

wrong, but they need a clear direction of how
to fix the areas that might not be working.”

Cook said CSI surveys are not useful if they
are viewed in isolation as a box-ticking
exercise for the manufacturer. He believes CSI
has to be integrated into what the dealership
is doing around customer service as a whole.

David Baddeley, Volvo Car UK's operations
director, said: "I can see how if you had the
choice you would rather no one had an
overview of your business, but unfortunately
that's not how the franchised system works.”

Baddeley argued that CSI gives customers
a genuine opportunity to say what they think
in confidence, as they are unlikely to do so
when face to face with the dealer.

He said: “Personally, | would rather have a
league table of measures to give me some
detailed insight before it gets to that ultimate
measure, whichis ‘will my business survive?”

Baddeley said Volvo is in a good place with
its CSI structure, where “a modest amount”
of money is involved at a level where it
can spotlight certain areas of the business.

CHASING RATINGS

Saker said dealers spend management time
away from the business contacting customers
to get a specific rating. He has been asked to
give 10 out of 10 following a sale.

He said: “I've also had a letter explaining
that due to a computer error only the
‘completely satisfied” option would register as
a response.”

Williams said dealers often make knee-jerk
reaction to increase CSl scores if they start to
drop, sending out sweets and champagne,
butdescribedthisas ‘old hat' now: “Customers
see through the little gifts and | don't think it
works to help change the culture of the
business that is causing the problem.”

Cook doesnt believe dealers mentioning
scores is necessarily a negative thing.

He said: “A dealer wouldn't mention it if they
thought they had delivered a poor service.

“It would be a nonsense to ask a customer
to rate them a nine or 10 if the dealer already
knows the customer had a poor experience.”

Trenear-Thomas and Williams questioned
how statistically robust CSI results are.

Trenear-Thomas said: “The sample sizes
for feedback can be so small that a 98% is no
different to a 58% rate because the pool of
responses is so small.”

Williams gave an example of getting eight

responses back from 60 sales. He said:
“Suddenly if just one person is a detractor,
youre looking at a financial penalty. That's
why this is such a contentious issue.”

Cook said CSl scores have to be statistically
robust before any feedback is given to dealers.

He said: “If you're looking at 60 sales and
only eight respond, then clearly that sample
size is not big enough. You need to be looking
at hundreds of responses, not tens.”

Cook said the industry is moving away from
digital surveys, as phone conversations are
better at getting specifics from customers to
pass to dealerships. Trenear-Thomas and
Sakeragreed that comments from customers
are a useful element of CSI.

Cook said: “It's a lot easier to dismiss email
surveys and people find it much quicker and
easier to have a conversation on the phone.
As a result, we have doubled our contact
team in the last couple of years.”

Williams said good dealers take action and
reflect on results, but the time between
surveys going out and feedback returning to
the dealership can often make it difficult to
implement change quickly: “If customers
from March were complaining about a
specific thing within the valeting team, youre
already back-pedalling to sort an issue that
may have continued into the next quarter
while you were waiting for the feedback.”

Baddeley said manufacturers have to be
there in a support role, rather than just
measuring and stepping back.

He said: “Dealers are incredibly busy and
they are spinning a lot of plates. The help has
to be there for businesses.”

THE WAY FORWARD

Saker said CSI programmes will have to
change as new compensation models arrive.

He said: “BMW has already set a 30% target
for online sales. As the relationship between
manufacturers and dealers moves towards
agency fees for test drives and handovers
[from] volume sales incentives, that could
change how manufacturers measure
dealers.

“Although when the industry moves across
to an agency-style structure, this will also
raise questions around who actually owns
that customer relationship.”

Williams suggests one way forward would
be to remove financial penalties for bad
scores and replace them with a performance
review, where a collaborative monthly action
plan could be put in place to improve.

He said: “I don't think manufacturers have
sufficient faith in their networks to do that.
There's too much fear that if they take away
the penalty, dealers wont have a vested
interest in improving customer service.

“But if a dealer isn't already invested in
improving customer service, they will lose all
their customers anyway, so it becomes a
self-fulfilling prophecy.” TOM SEYMOUR
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Keep on top of your
customers’ opinions

Dealers need to monitor, manage and engage with feedback, wherever it comes from

n a world where consumers
sprinkle their opinions like
confetti, leaving reviews and
comments on multiple sites,
it is practically impossible to
keep track of comments manually.

The only effective way to track a business’s
online reputation is using software, including
freetools such as Google Analytics. However,
dealers should also recognise that commu-
nication, feedback and responses are
continual and do not take place solely on
websites and social media platforms.

Research from review site TrustPilot and
the Centre for Economics and Business
(Cebr) has predicted that about a fifth of all
car sales will be online by 2027. This will
make online reviews and comments even
more important to buyers - keeping track of
them and responding to them will be
fundamental for sales and profits.

However, dealers cannot simply focus on
review sites. In the same way Amazon
invites customers to comment on the
product and service they received, motor
retail suppliers, aggregators and classified
websites are incorporating reviews, creating
a more complex commentary landscape.

Langley Steinert was one of the founders
of TripAdvisor and has applied much of the
same philosophy to his car sales website,
CarGurus. Customer searches are not

THE CHALLENGE FACING
“ DEALERS IS THE MYRIAD

SOURCES FROM WHICH
THEY CAN RECEIVE FEEDBACK

KAREN HILTON, CARWOW
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based on price alone - each is rated a great’,
‘good’ or ‘fair’ deal and overpriced vehicles
are flagged - but dealer reviews also affect
the car’s rating.

Steinert said: “Weve found most
consumers just want to know they are
getting a fair deal from a dealer they can
trust. It's why we factor dealer reputation
scores in addition to price analytics in our
deal ratings algorithm - to provide a level of
unbiased transparency on both price and
reputation. Our data shows that when a
consumer has this transparency, it's a
win-win  for shoppers and dealers.
Consumers are more informed and ready to
buy, and dealers sell more cars.”

At Carwow, good customer reviews boost
a dealer’s ratings, said Karen Hilton, head of
sales operations.

“The big challenge facing dealers is the
myriad sources from which they can receive
feedback. Where it's slightly different for
those in the Carwow network is the fact that
customer reviews directly affect a dealer’s
visibility on the platform,” she said.

“This isn't a vanity metric. The more posi-
tive customers are about their experience of
buying from you, the more offers Carwow
sends out for you - therefore the more cars
you're likely to sell.”

At Marketing Delivery, managing director
Jeremy Evans said dealers need to capture
and assess customer feedback throughout
the buying lifecycle, not just from buyers: “If
you'e only listening to the minority who have
actually purchased a car, you are inevitably
not learning the lessons about why people
might choose to go elsewhere.

“It's increasingly challenging for dealers to
keep track of every online channel that a
customer or prospect might express an
opinion on, but it's eminently possible to

improve service levels via the feedback
given in real time from a well managed CRM
process.”

Video communications company CitNOW
enables customers to rate and comment on
the video messages they receive. Managers
can gauge where the technology is being
used most effectively and where additional
training is needed.

Founder Andrew Howells said: “It's impor-
tant that the feedback process isn't onerous
for the consumer, and doesn't produce too
much data for the time-strapped manager
to sift through.”

For Simon Wadsworth, founder and
managing partner of online reputation
management firm Igniyte, using a sophisti-
cated tracking system to monitor responses
is key. However, he said the traditional dealer
and manufacturer survey still have their
place. He highlighted three areas of focus:
n Use an online monitoring service so

all mentions of your dealerships can
be tracked and responded to. Potential
customers discovering negative comments
are likely to be put off.

Social media accounts need dedi-

cated time and resources, to update
pages and to respond to customer queries.
Don't take on more than you can handle and
ensure you join only those channels that are
used by your customers.

There is often more data, charts and

information than the average person
knows what to do with. Tracking/ monitoring
systems, whether rudimentary systems,
such as Google Alerts, or something more
complicated, work by looking for a keyword.
These tools will then alert you to when and
where your keyword has been mentioned so
you can evaluate each mention in real time
on a case-by-case basis. DEBBIE KIRLEW
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RECOGNITION & REWARD

How to show staff !

you value them

Bonuses, holidays, or a handwritten note of
thanks? Finding the right way to recognise
employees’ contribution is vital

igh Street retail models are
often cited by motor retailers,
but it seems John Lewis's
profit-sharing staff reward
system is not something
deemed appropriate by many in the sector.

As attempts are increasingly made to shift
the balance of reward from commission-
based bonuses towards the reward of good
customer service, the acknowledgement of
staff achievement and, in certain cases, a
level of empowerment seems to be key.

“Any ‘reward” scheme has to be very
carefully managed, because as soon as you
introduce a financial incentive, behaviour
changes and it tends to be to the wrong
behaviour,” said John Kiff, a coach at the
Lean Auto Retail consultancy and senior
adviser at ICDP.

“There’s always a debate about sales staff
- whether they should receive a large salary
and a small commission, or vice versa - but
might they want to sell new vehicles, rather
than pre-owned, if they'll get a bigger bonus?”

Kiff prefers rewards that accrue to
departments or teams, particularly given
the long-term issues related to time-saved
bonuses, where a technician is rewarded if
they ‘beat’ the time for a job.

He said: “The likely result is that some
people regularly pick up larger bonuses,
when others in the same team do not. That
can only be divisive.

“If you want to recognise and reward
people, and make them feel good about
what they do, then immediate congratula-
tions, allied to team bonuses, is a much
better and fairer model.”

At Vertu Motors, an array of recognition
and reward schemes has been embedded
into the group’s culture by chief executive
Robert Forrester.

He blogs to all 5,500 staff every 48 hours,
sends an email and updated ‘league tables’
to every sales team on Saturday nights, and
hand-writes letters to those deserving
particular praise on Monday mornings.

Forrester also takes personal charge of a
sophisticated structure of conferences,
social events and dealership visits during the

am-online.com

[SINCE] WE INTRODUCED A
3 FORMAL ‘RECOGNITION AND
= REWARD’ SYSTEM, IT'S CLEAR

A BETTER AND FAIRER MODEL

year, culminating in its CEO Awards every
November.

With about 200 general managers in the
group, competition is fierce and the reward
- a holiday in the Maldives - is much-prized,
but Vertu takes care to highlight and reward
achievements throughout its organisation.

Apprentice technicians, valeters and
telephone receptionists are among the
recipients of 30 awards and there’s no
restriction on the same award going to the
same dealership in successive years.

“The team at Sunderland has won the
Motability award six years in a row, and the
Chingford team has picked up several
awards too,” said Forrester.

“When someone hits an anniversary for
continuous  service, we highlight their
achievement and if it's a big anniversary,
we'll take them away with their partner and
it gives me an opportunity to meet them.”

Forrester also spends significant amounts
of time visiting Vertu sites. In early July, he
made a week-long tour of 25 dealerships.

Eddie Hawthorne, chief executive and
managing director of Arnold Clark, also regu-
larly engages in “management by walkabout”
in an attempt to empower employees.

Three years ago, Arnold Clark established

\f""'“/ THAT PRODUCTIVITY HAS IMPROVED

FOR CONTINUOUS SERVICE, WE

HIGHLIGHT THEIR ACHIEVEMENT.

IFIT'S A BIG ANNIVERSARY, WE
TAKE THEM AWAY WITH THEIR PARTNERS

TO RECOGNISE AND REWARD
PEOPLE... CONGRATULATIONS,
ALLIED TO TEAM BONUSES, IS

its Think Customer initiative, which
introduces a Think Customer champion,
voted for by their colleagues, in each branch.

Think Customer meetings involving sales,
admin, servicing, parts, accounts and
valeting, but no site management, have
resulted in thousands of ideas to improve
customer satisfaction, many of which have
been implemented.

Hawthorne said: “We also introduced a
formal ‘recognition and reward’ system, and
it's clear that productivity has improved and
that our business practices and processes
are working more efficiently.”

Arnold Clark scrapped its traditional time-
saved bonus structure, introducing a techni-
cian improved performance (TIP) pay rate
related to skill level or acquired qualifications.

Hawthorne said the TIP structure had been
“easy to implement and to monitor; which
wasn't the case for the old bonus system”.

He added: “We've always had long-service
awards in place, and although we've all put
our heart and soul into looking at how to
further enhance our recognition and reward
programme, we think the current systems
work well - for the benefit of the business,
of the staff and most importantly of all, of the
customers.”
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Facing future challenges
and opportunities together

The Insight Theatre will run throughout the day with expert speakers focusing on topics
which are creating challenges for the industry. The Insight Theatre explores Data - the new
General Data Protection Regulations (GDPR) which come into force next year; F&l - including
exploring what's on the horizon and the regulator’s forthcoming review; and Used Cars -
how the market is likely to play as 2017 closes and what's in store for next year.

Insight Theatre speakers
confirmed so far...

Exploring the 2018 Financial Conduct Authority Review and
what could be on the regulator’s agenda

Andrew Smith, consumer credit director, Compliancy
( Services, FCA compliance consultancy
;I!

Focusing on the

2018 Financial
}3 Conduct Authorlty
e (FCA) review into

motor finance, the main issues
on the regulator’s agenda,

the likely outcome and next
steps based on similar reviews
which have taken place in
other sectors. Exploring the

measures which need to be

put in place and how dealer
groups can best prepare, Smith
also asks whether the sector
has made the culture shift
needed to perform in a highly
regulated environment. He also
intends to bust myths following
media reports of the so-called
‘mis-selling” of PCP.

How the digital landscape
is changing - focus on
cybercrime and GDPR

Dan Moore,
director of IT
consultancy,

PKF Cooper Parry

( Sponsors of
SR the Data Insight
Theatre PKF Cooper Parry,

will host a session that will look
at how the digital landscape is
changing, with a particular focus
on cybercrime and GDPR. It will
investigate how criminals are
trying to damage your business
and how you can protect your
systems against cyberattack.
PKF Cooper Parry will also
examine how GDPR will change
the way dealerships will have to
collect, store and process datain
the future.

Exploring some of
the practices to aid
GDPR compliance

Jenai Nissim,
legal director,
data protection
and privacy, TLT

GDPR introduces

L new accountability
and compllance requirements
for all organisations that process
personal data together with
an increase in the level of fines
for non-compliance of the
regulations. Discover some of the
practices which dealers need to
have in place now; exploring ways
dealers can ensure they are on the
road to compliance. This session
offers some practical guidance,
raises questions about dealers’
current approach to CDPR and
identifies areas of focus.

Register for your free ticket at automotivemanagementlive.co.uk

MORE THAN JUST AN EXHIBITION



Automotive

The importance of trust
in the used car market

TRUSTPILOT

Research from review site
TRUSTPILOT and the Centre
for Economics and Business
(Cebr) predicts around a fifth

of all cars will be sold online by
2027. Reviews are already an
all-important stage in the buyer’s
journey and their relevance will
increase as more of the buying
process takes place online. This
session explores consumer
attitudes to reviews and trends
while also providing guidance on
ways to monitor, manage and
respond to consumer comment.

Opportunities and challenges
in the used car market

Philip Nothard,
retail and consumer
specialist, cap hpi

With 2016 a record
year for used car
sales and 2017
expected to see further gains,
this session explores some of the
opportunities which have arisen
and those which could come such
as growing ULEV popularity and
the move away from diesel. This
session also discusses what's on
the horizon and the increased
use of sophisticated analysis
influencing the understanding of
the used car market and consumer
buying behaviours plus the
diversification of sales channels.

& TRUSTP

Insight Theatre sponsors

t

November 9, 2017
NEC, Birmingham

“»
PKF Cooper Parry

Exhibitors
confirmed
sofar

Absolute Result
Autoweh Design
Buyacar

Callit Automaotive
(BW Design
Codeweavers
Copeland Select
Credit Card Keys
Diamondbrite
eDynamix

Fuchs Lubricants

Gemini Computer Systems

Hitachi Capital Consumer Finance

Inductus
Interactive Marketing
iVendi

Key Tracker
Manheim

MFG Group
Moneypenny
MotorSpecs
NextGear Capital
Paintseal Europe
PKF Coaper Parry
ProDriver
RhinoEvents
RMS Automotive
Steele-Dixon
Supagard
TitanDMS

TRUSTPILOT

Warranty Administration Services

#AMLIVE



DEALER MASTERCLASS
FINANCE ONLINE

Presenting and fully explaining
product choice online

The Financial Conduct Authority (FCA) stipulates that car
dealer’s financial promotions and adverts must be fair; clear
and not misleading.

In this vein, Spencer Halil, director of Alphera Financial
Services UK, said dealers need to present product choice
simply and transparently. This can include, he said, FAQs,
comparison tables, images and descriptive explanations, as
well as videos, in the future possibly extending to live chat.

“The critical point is there should be no bias or agenda in
the explanations - let the customer choose what is right for
them, not what works best for the dealer or lender;,” he said.

Ivendi's chief executive James Tew said finance should be
brought into the process as early as possible. “We offer a
choice of products including PCH, PCP and HP that allow the
customer to compare products against each other,” he said.

Simon Cadbury, head of strategy and innovation at Intelli-
gent Environments, said calculators, ratings and reviews
were another useful tool in helping the customer to choose
the right product. “It's about simplifying the buying process
through using more conversational tools that let the customer
complete the application more quickly because they are
personalised and only ask the relevant questions,” he said.

Selling the benefits of the online
finance calculator

Online finance calculators can be a useful tool to help the
customer to determine the likelihood of being approved for
finance without completing the full application, said Tew.

“Ten times more people will check the likelihood of
being approved than go down the full application route to
see if they are going to be able to get the product they
want, as well as a choice of other products they are eligible
for,” he said.

With this in mind, Shaun Harris, sales director at
Codeweavers, said that dealers need to make their
calculators as easy to use and informative as possible.

“Dealers need to make it easy to distinguish the features
and benefits of the products that might be offered, whether
it's hire purchase or PCP, as well as which one might be
the most relevant to their situation,” he said.

Raphael Finance’s deputy head of lending Darren
Greenyer said that, whichever method of payment they
choose, the finance calculator should be as accurate
as possible to give the customer an indication of the
affordability of the vehicle.

Auto Trader’s head of motor finance Paul Harrison added
that given most buyers start their research with a monthly
payment in mind, a finance calculator can help them
understand how to achieve this over a set term, with a
certain deposit.

“Empowering customers with accurate information is
a very effective way in which to build all-important trust,”
he said.
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The internet is now one of the dealer's most powerful
tools. But it should also be used to show consumers
how effective - and FCA-compliant - dealers™ specialist
motor finance can be. Alex Wright reports
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Informing prospective customers which
finance providers they use - and their
commercial relationship

\

Under FCA rules, a credit broker must disclose any
commission, fee or other remuneration they earn where
knowledge of the commission or the amount received
could affect their impartiality, or materially impact on a
customer’s decision.

They must also disclose the amount of any commission
or fee if requested by the customer, states the regulator.

Halil said that dealers must also inform the customer
which finance providers they use and that they only use a
selection of providers.

“This should also be extended to the showroom and be
part of the document handling process, whether online or
face-to-face,” he said.

Louise Wallis, head of business management at the
National Franchised Dealers Association, said that dealers
should provide downloadable documents with key facts
that include all of the details of the finance providers with
which they work, and their relationship with them.

“They need to convey this clearly in a particular section
on their website, near where people are looking at those
products to buy,” she said. “A bigger problem actually is
getting people to read that information.”

At the same time, dealers should focus on selling
< % their expertise to the customer, said Steve Nash,

CEQ of the Institute of the Motor Industry.
“Consumers need to know that they
are dealing with professionally
qualified people who under-
stand the different products
on offer,” he said. “At the IMI,
we provide the higher level
F&I Accreditation that equips
dealers with the knowledge
to help the customer make an
informed decision about the
product they choose.”

300
NCE

. /_/\
Commercial partner ,-Ve nd 1

COMMERCIAL PARTNER COMMENT

By James Tew, CEO, iVendi

There is some debate in the
industry about whether many
genuinely online used car sales
are taking place, but some new
research we have just completed
helps to throw some much-needed

light on the subject.

From a sample of 12,500 motor finance
transactions that took place through our iVendi
Platform, we have identified that more than one in
three (35%) were sold without the need for any
dealer contact — requiring no part exchange, being
sold at the vehicle's windscreen price and using
the dealer’s online finance.

In fact, around one in 20 (5.6%) purchases in the
sample were fundamentally completed entirely
online, in the sense that there was no e-mail,
phone or physical contact with the dealer until the
final step, when the car was collected or delivered.

These customers followed a structured, online
buying process — they found their own vehicle,
they did not haggle and they didn't have a part
exchange. They were perhaps the easiest-to-
handle customers that their supplying dealers
ever had.

There are some people in the industry who
believe that there are few online used car sales
occuring, or even none at all. This analysis
suggests that viewpoint simply isn't true and that,
where customers are given the technology, a
significant proportion will complete as much of the
sale online as possible.

The iVendi Platform provides a complete online
motor finance solution for dealers, motor finance
providers, car portals and manufacturers. To find
out more visit ivendi.com, e-mail enquiries@
ivendi.com or call 0345 226 0503.

—~ N—
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DEALER
MASTERCLASS

POWERED 8Y.4M

Ivendi is a commercial partner of our Dealer Masterclass programme,
and will be sharing more inspiration at Automotive Management Live
on November 16.

Next issue’s dealer masterclass: websites and digital
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become empowered,

MULTI-LENDER
QUOTING & SUBMISSION

One unique solution to manage quoting,
applications, updates and decisions.

Quote & compare all your finance °
offers in seconds, anywhere and on
any device. Seamlessly connect to s B
iVendi's web solutions, build trust and iVendi
provide transparency for customers
on and offline.
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= JiVendi

Submitted Finance Applications

HITACHI

Inspire the Next
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&b Santander

& Santander

To see the product in action, contact us on 0345 226 0503
tellmemore@ivendi.com
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“ Helping the customer to buy online and

SOCIAL MEDIA protect them against the risk of fraud

I
Using social media to promote finance
deals and representative examples

When using social media, the FCA recommends IS A DIFFERENT The electronic signature should be used as one component
signposting a product or service with a link to more MEDlUM TO of a wider buying process that is easy for the consumer to
comprehensive information, or to use images for a more complete and meets the lender’'s compliance and legal
general promotion. TRADITIONAL requirements, said Dealflo's MD Abe Smith.

Tew said that the best way to promote finance deals MEDIA AND IT “A simple electronic signature alone adds risk to lenders’
through social media is by using an image with a link to the businesses - such as risk of fraud and risk of non-
dealer's website that is first vetted by the compliance NEEDS TO BE compliance which can leave lenders with agreements that
department to make sure it meets FCA rules. are not enforceable,” he said. “To mitigate against these

“Using an image is a safe way to promote your finance ENGAGED WITH risks, lenders must consider other steps in the agreement
deal on social media and then tweak it accordingly, process such as ID-verification, evidence capture and
depending on which platform you are using, provided it IN A DIFFERENT secure vaulting.”
has peen thoroughly vetted by compliance beforehand,” WAY . Sm_ith saic_i that_ device ID and geolocation, as well as a full
he said. identity audit trail, can also be used to prove the customer

Harrison said that social media should be used to start SPENCER HALIL, exists and was in control of the device that the agreement
the conversation rather than promoting the full finance ALPHERA was signed with.
proposition because of the difficulty in conveying a monthly “Lenders need to be able to prove that the customer is
payment where a rate of interest is attached. who they say they are through authentication tools such as

Halil also believes that social media is a tool that should document identification, biometrics, one-time passwords,
be used carefully. knowledge-based authentication or a combination thereof,

“Social media is a very different medium to traditional depending on underlying risks,” he said.
marketing and it needs to be engaged with in a different Harrison said that because consumers have varying
way — smaller ‘snackable’ chunks of information, more degrees of confidence when committing to buying a car
personal insights into our business and people, references online, they should be equipped with the tools to enable them
to items and stories that interest us and reflect Alphera’s to progress as far in the process as they feel comfortable.
personality,” he said. “Once we have created an interesting Wallis added that, above all, dealers need to work with
pattern of content that is worthy of a follow or like, then we their finance providers to ensure a robust process is in
can try to point our followers in the direction of more place that prevents fraud and safeguards both the customer
traditional media with those offers and examples.” and themselves.

Better communicating the hurdles of Keeping online finance data
consumer credit regulation safe and valued

The FCA has published extensive guidelines on
consumer credit requirements to which
customers must adhere when buying a car.

In this respect, Halil said dealers need to
communicate all the relevant aspects of the
regulation simply, clearly and fully in order to inform
the customer and help them to make a decision.

He added that descriptions of products should be
unbiased and accompanied by alternatives, allowing
the customer to evaluate their options and make an
informed choice.

“Videos work well online and are better than pages
of text,” he said. “FAQs are good but live chat is an
inevitable evolution of this and a better option if it can
be resourced appropriately.”

Harris said that dealers need to explain all of the
finance terms in plain English on their website.

“They need to use plain language to explain what each
plan means, such as what's a representative APR, what's
an option to purchase fee, what's a guaranteed future
value,” he said. “Make it easy for them to break down the

quote and understand it.” \v

Tew said that dealers need to explain to the customer

where their data is being stored and who is storing

it, as well as the regulatory standards to which they
must adhere.

Greenyer said that dealers should explain to the
customer not only who their financing relationship is
with, but also who they are sending their data to.

“Dealers are very good at this in terms of making

sure that if a customer applies for finance, that

application goes directly to the funder that is going
to give them the best outcome, which is
generally the best product at the best
rate,” he said.

Nash added that dealers
mustinformthe customer
where they can get the
relevant information they
need to keep their data

safe, and to work closely

with their finance partners and
take guidance from them on
data protection and security.
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30-day contracts are the way
forward for dealer technology

Codeweavers calls on other software vendors to follow its lead on short-term agreements

emoving the barrier of long-term

"lock-in’ contracts has helped more

dedlers to switch onto game-

changing finance technology.
Shifting to a 30-day contract is, according
to Codeweavers sales director Shaun

Harris, "a statement of confidence that our

products are highly effective — and, if we
are not on the top of our game
consistently, dealers can simply leave us.
If we are honest, that is how it should be.”
Long-term contracts provide vendors
with an assured income stream, but they
may hamper investment and
development. On the other hand, a
vendor on a 30-day contract has to be on
their toes continuously. From a dealer
customer perspective, the appeal of the
latter is very evident. It is why
Codeweavers is calling on other software

vendors to follow its lead and give dealers
the opportunity to leverage state-of-the-art

technology, free of legacy long-term
contracts.

Short-term contracts

support long-term visions

Dealers need to be able to react, adjust
and innovate continuously in what is a
highly dynamic market. To reflect this,
software providers need to provide
technology that can deliver measurable
results in a short length of time, rather
than persuading dealer buyers that a
lengthy contract is the route to providing
the evidence that the return is worth the
investment.

Codeweavers' thinking is very
straightforward; short-term contracts
should support long-term success.

Harris says: “In today’s dynamic market,
dedalers need to have access to innovative
technology that is relevant to current
market needs and which evolves based
on behavioural changes in car buying.

"Technology that is seen as fast, flexible
and reactive should have the capacity to
be superceded by a better option, as it
becomes available. This is the way
dealers operate and in a customer-centric
market, this is what software vendors
need to deliver.”

Flexibility is key
The absence of a long-term contract and
associated financial commitment is

10-Point software review

All too often, technology can be used
passively and may seldom, if ever, be
reviewed. Answer this 10-point review
to provide a quick guide to ensuring
your technology is fit for purpose:
To what extent is the technology
being used still relevant?
Is the technology being duplicated?
Is security still up to date?
What is the contract length/notice
period?
What data protection provisions are
in place in light of GDPR?

clearly encouraging more dealers to try
Codeweavers' technology and thereby
start benefitting. The experience to date
demonstrates that dealers have enjoyed
the flexibility of a short-term contracts and
the capacity to switch between
Codeweavers' range of calculators and
lead generation tools to determine what
suits their website.

Dealers are in control.

"Dealers should question the value
of long-term IT contracts, which can
constrain their need for a nimble,
entrepreneurial approach. With just a
one-month exit clause, we have to be

What, if any, shared data provisions

are in place?

What, if any, clauses are in place

that could generate unexpected fees

or limit your usage rights?

What are the extent and limitation of

support services?

How effectively is the vendor at

developing its software and its

support to your business?
Benchmark the software to ensure
you have the optimal tools
available.

adding value to our dealer community
and adding customers at the same time. A
30-day contract is a built-in incentive that
keeps us on our toes and keeps us closer
to our dealers,” concludes Harris.

¢)

CODEWEAVERS

0800 021 0888 contactus@codeweavers.net codeweavers.net @codeweaversteam
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ow digital tools can boost
our customer service

Make your customers feel more valued with these tips on websites and digital marketing

t Autoweb Design, we have put
our heads together to discuss how
dealerships can best use their
website and digital marketing
channels to assist their customer service
efforts. Here are our thoughts on the best
steps to take to ensure that customers trust

your brand, and they feel happy and valued.

Website user experience

Firstly, your website needs to have a layout
that is both visually attractive and user-
friendly. The journey through your site
must be seamless and easily navigable. To
support great customer service, users must
be able to easily find your contact details
—no one wants to rummage around your
site for your phone number. Your website
must also be optimised for mobile devices. If
the mobile user experience is negative, this
could lead to aloss in sales.

By providing your clients with an FAQ
avoids an unnecessary amount of time
spent on answering any questions that
repeat on a regular basis. In addition to
an FAQ), it could be seen as beneficial to
have a complaints policy that is easy for

customers to find if they need it. This will
provide the help that customers need and
may avoid them taking to social media with
negative comments.

Social media

At Autoweb Design, we recommend that
you should either have an agency or

a designated employee to check social
notifications and messages so that no one is
left for a long time period.

Setting up Messenger 'bots’ that can
automatically reply to users when they
message you outside of opening hours
can be very beneficial. The messages can
be personalised, including the customer's
name and your alternative contact details.
An automated reply lets customers know

NO ONE WANTS
TO RUMMAGE
AROUND YOUR

SITE IN SEARCH OF
YOUR PHONE NUMBER

that you are away, instead of potentially
thinking that you are ignoring them.

Reviews

Review platforms enable potential
customers to view others' experiences.
Positive reviews help to encourage people
to purchase a car with you as they are
objective testaments to the business. We
highly recommend that you acknowledge
or answer ALL reviews.

Live chat

Users like live chat on a website as it's a
quick and easy alternative to sending an
email. It is especially useful for answering
any questions from users. Once you engage
in a live chat conversation, users tend not to
leave the site until their questions have been
answered, thus making it instantaneous for
feedback. Users like it because they obtain
responses within seconds and their problems
or issues are solved within one conversation.

Text messaging

Conversing via texts has become more

and more popular, as they are much more
‘on-the-go' friendly; they are direct, private,
concise and the user can save your number.

Email marketing

Emails that provide customers with useful
information about their vehicle can add the
personal touch to your service and make
the customer feel valued and appreciated.
Thus increasing the likelihood that they will
purchase from your dealership again.

It's a good idea to segment your customers
into multiple audiences in order to send
personalised campaigns to them. Also, you
need to be able to respond to enquiries
quickly. If you tend to take a while to reply,
you may be considered unreliable by
prospects. Let them know you and your
business are on top of things by responding

For more information on how you can use your website and digital marketing
activities to provide great customer service, contact one of our experts today

immediately.

or subscribe to our webinars at AutowebDesign.co.uk glllETsO‘IWGEE
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SHOWROOM FINANCE

irst impressions are still
vital in your showrooms

Alphera shares its insight into achieving tip-top customer service success

LPHERA Financial Services UK,

embodies the belief that people

can achieve anything they set

out to, provided they are given
the right environment and coaching along
the way. With this in mind, Spencer Halil,
Alphera’s director, discusses ways in which
car dealers can enhance their customer
service offering:

"It is sometimes the things we take for
granted with customer service that can
make the real difference, and ultimately
decide whether the customer completes the
purchase, or goes elsewhere.

"That all-important first impression is
as vital today as it was 20 years ago. Yes,
consumers will have probably conducted
substantial research into the various finance
options before they enter a dealership,
but they will still want further clarification
and to fully understand the benetits of
different finance solutions. This means it is
vital salespeople are approachable and
knowledgeable, with the patience and
ability to clearly explain the various finance
options in a clear and transparent way.

"Technology has also come on in leaps the jargon — without going overboard and to lead to far fewer complaints in the long
and bounds, and dealers should be taking taking up a whole afternoon — the consumer term. Technology is there to facilitate the
full advantage of everything available to is likely to feel much more at ease in process of finance, not to overshadow, or
help walk customers through the finance the showroom. lockstep the finance process.”
process in the most convenient, accessible "Engaging people in the finance process Alphera actively encourages its partners
and easy to understand manner. and walking them through every stage to engage in the process and refine their
"Indeed, by allocating sufficient time to of the application helps them to take customer service best practice. This is no
complete applications and explain all of ownership of the agreement and is likely more evident than with the publication of
the Financing the Car of the Future report,
IT IS VITAL which brought together academics, industry
SALESPEOPLE ARE bodies and Alphera’s partners to share best
'_-_:‘ APPROACHABLE AND practice and shine a light on the car finance

 KNOWLEDGEABLE, WITH THE O e Hemahs
PATIENCE AND ABILITY TO Alphorct operates aenoss tho &1 soctor
CLEARLY EXPLAIN THE VARIOUS with franchised dealers, independents

FINANCE OPTIONS IN A CLEAR and brokers for all marques (except BMW),

AND TRANSPARENT WAY providing wholesale and retail finance
packages and insurance products for new
SPENCER HALIL, ALPHERA and used vehicles.
To find out more, visit www.alphera.co.uk, e-mail info@alphera.co.uk, ‘0;’

call 0370 505 0137, or find us on Twitter @AlpheraFS ALPHERA

Financial Services
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With aftersales systems,
less is definitely more

Moving to a single application improves customer (and staff) satisfaction as well as revenue

s a company, eDynamix is
dynamic and nimble, forward-
thinking and innovative. We have
the expertise and systems that can
help add value, not just in terms of revenue,
but also in terms of experience and overall
satisfaction from users and customers alike.

Experience
Blending industry knowledge, technology,
and the business experience, eDynamix
delivers services that consistently meet client
expectations and deliver measurable results.
Going beyond our experience in aftersales
retention products, eDynamix brings
clients innovative solutions and delivery
models. Our solutions and implementation
methodologies are built on leading practices
and our extensive capabilities in systems
design, deployment and support.

Connected aftersales solutions
Often, users will have
multiple applications
open on their
desktop, each

‘ ‘ eDynamix systems are

required to help perfect for us, complemented
complete their by peop_le who understand

: our business.
day jobs. By DEBBIE PALFREYMAN,

using one supplier BURROWS MOTOR COMPANY
with one login, our
solutions provide a
more efficient and more
cost-effective option for customers
than using separate systems for each
function. This helps to improve productivity
and staff engagement, while boosting staff
morale and profitability.

Support and training
Having one point of contact for all the
core aftersales systems, from one supplier,
simplifies the support process and helps
reduce fault-to-fix times, because employees
know exactly who to contact.

Training new and existing employees

proves more effective and at the same
time, reduces staff turnover as users feel
more confident in their day-to-day job role.
This also results in an increase of customer
satisfaction and, ultimately, retention.

Recognised market leader

Customers, manufacturers and partners
recognise us as a market leader. We have

a deep knowledge and experience of the
automotive industry and have a proven
track record of progress. We have delivered
many successiul implementations and have
maintained close relationships with our
clients, with many follow-on projects.

Organisational change excellence

The cornerstone of the eDynamix service
offering is a robust and well
established management
strategy. It is essential that
our business development
managers and client
services team

become extremely familiar with the system
requirements and the business it will be
deployed into, know each of the stakeholder
and end user groups and their specific
needs, and evaluate the readiness of each
group to absorb the proposed installations.
With in-depth knowledge of these
three areas, our team can develop an
implementation and training plan tailored to
each audience’s needs and expectations.

Consultative approach

Our people thrive on getting to know

a customer's business, sharing our
experience and specialisation and thinking
through issues and best approaches in a
collaborative manner to deliver a solution
that works. Our breadth and depth of skills
allow us to bring thought leadership and

delivery capabilities
“ | would personally

to customers
covering a wide
recommend this platform
to any motor dealer.

range of topics:
from planning to
JOHN WALKER, . :
THE HOLDCROFT GROUP So}utlon dehvery’
performance
measurement and
revenue enhancement.
Through regular reviews,
consultations, analysis
and sharing of best
practices, customers
can make informed
decisions, modify
system parameters
and implement process
changes to best suit their own business
requirements.

Continued systems development

eDynamix is always evolving through
innovation and strives to set standards rather
than follow them. Ongoing, regular system
reviews, enhancement requests, and a
flexible approach to suggestions are key to
the eDynamix strategy.

To find out more about eDynamix, contact us on 0845 413 0000,
email enquiries@edynamix.com or visit edynamix.com

..l.
o .
@ cLynamix
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LIVE CHAT

How messaging gives a
‘friction-free’ experience
that consumers love

Turn car shoppers' frowns upside down, one seamless experience at a time

elling cars is not always about It is discreet, saves time and is easily done

your stock, prices or advertising on mobile or desktop.

effectiveness. Sometimes the H Personal approach With messaging, you

difference between making the sale  can customise each shopper's experience e ki —
or not is that initial experience — what the by chatting or texting pictures or videos { Messages RoyalMark Imports Details
shopper runs into as they interact with your of the exact car or feature they are most coming in.
dealership. A poor experience here may interested in.
cause people to assume lack-lustre service H Keeps the buying process moving : :
throughout the process. Messaging ensures buyers have an

To keep shoppers engaged and easy way to get help if they are ever
encourage recommendations, study confused about a certain part of the
every consumer interaction point at your process (otherwise, they may abandon it ?tg‘;?r%?;:‘iizﬁ:gu':;g
dealership. Where do shoppers run completely). Product experts can hop on 50 | can show my husband?
into friction? How could you smooth the a chat or text conversation and guide a
purchase path? potential buyer through the next steps. ]vg:it??tt fz‘:‘ ‘;:"(i:‘h?":}“i“"
Here is how messaging, from live chat to H Seamless experience Certain taak taruard ro seeing you this
text/SMS, can help you to eliminate several messaging platforms can provide this evening. htip://atonce. ly/2jv
potential frustrations. ‘at-your-service' sales experience beyond
your dealership website, from classified @ | Son)

Messaging for friction-free sales adverts to Google searches, Facebook and
Online research plays a large role in manufacturer sites. Shoppers can chat or QIWIEIR|T|Y|UJIJO|P
buying a car, and several manufacturers text at every shopping moment.
have already implemented digital A/S DFGHJKIL
car-buying platforms. Whether your brand Messaging for friction-free service

\ ) . ) 4 Z X CVBNM
offers this or not, adding convenience to Why stop at a better sales experience?
your sales process with messaging is smart: Messaging can also reduce the hassle 3 @ 0 Sisice e
H Convenient way to engage Instead of owners experience when servicing cars: . e —
filling out forms (a pain on mobile devices) H Scheduling convenience Drivers often
or finding time to call during the work day, forget to make service appointments, so let
shoppers can click to chat or text about their them chat or text in the request the moment
questions on models, availability and so on. they remember — no need to be where they

can talk or even at a computer.

STUDY EVERY | Qulick and trqnspgrent sgwice updates ‘
Imagine changing oil and finding that In other words, you can use mobile
INTERACTION something unexpected needs to be messaging to build a sales-to-service
POINT. WHERE DO replaced. Instead of having to call or find network of convenience (and satisfaction)
the driver in the waiting room, you can for each buyer. They will always be able
SHOPPERS RUN INTO simply record and text a video of the issue, to send a message and get the help they
FRICTION? HOW COULD explaining what's wrong and how much it need the way they want it, and you will
YOU SMOOTH THE will cost to fix. The customer feels in control have all that data in one place with all the
PURCH ASE PATH? becquse she can see the needed repair, tro{gklng, compliance and support your
. making her more likely to approve it. business needs.

To learn more and start building your own chat and text
messaging plan, just reach out: Text 020 3095 7289 / CO ntaCt At O ﬂ C e I

marketing@contactatonce.com / contactatonce.com/dealer
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SOCIAL MEDIA

uilding social
advocacy through
your digital marketing

Dealers should use their social media channels to broadcast customers’ positive experiences

ave you ever lost business
because of a negative review on
Google? Or because of customers
reporting bad experiences
to friends and family on Facebook? If
you are not proactively managing your
online reputation, then a small number of
disgruntled customers could be all it takes to
have a significant impact.

After direct recommendations from friends
and family, online reviews are consistently
cited by customers as their most trusted
source of information. Marketing Delivery
works closely with its dealer group clients to
ensure that positive feedback is captured,
shared and promoted, to help shape their
online reputation among prospects.

Even from the first enquiry, a tailored
communication programme helps to give
customers a great experience. From the
tone of voice used in responses, to the timing
of follow-up emails and the personalised
marketing offers — all have an impact on
how the customer perceives your business.

Sales staff who struggle to keep on top
of enquiries can make customers feel
neglected or unwanted, and that can
easily manifest in negative online reviews.
Comments such as “They weren't interested
in finding a car for me”, or “They didn't
bother to contact me”, are all too common.
Our own research shows that while 64% of
leads are typically marked as lost’ by sales
statf, about 40% of these prospects are still
ready and able to buy a car. It's easy to see
how these customers can undervalued.

In this respect, our Car Alerts system can
act as a ‘silent salesperson’ that follows up
with leads, automatically promoting new
stock to existing prospects. This tailored
communication is a great way of managing

nese T

< Inbox (3)
CONTACT US
VIEW WEBSITE
ACCESSORIES

REQUEST CALLBACK

THANK YOU FOR CHOOSING VOLVO
CARS NORTH LONDON

Dear Mr Barton,

Thank you for ordering your new car from Volvo
Cars North London, we appreciate and value your
custom.

= [ A [

customer expectations, and, in turn,

boosting their opinion of your organisation.

The return on investment can also be
significant: two of the top-performing
franchised dealers sold a combined 86
approved used cars to apparently ‘lost’

Advertising feature

A HANDFUL
OF CRITICAL
REVIEWS COULD

BE ENOUGH TO DAMAGE
YOUR ONLINE REPUTATION

prospects over their first three months of
using Marketing Delivery's system.

Customer testimonials should also be a
core element of a dealer’s Facebook page.
We know from extensive testing with our
clients that the Facebook audience is far
more interested in ‘local’ content connected
to the dealership, rather than generic
marketing messages for particular car
brands or models. Marketing Delivery can
help dealers shape their reputation on these
pages by automatically posting feedback
extracted from its eCRM system. Dealers
who survey customers solely to generate a
Net Promoter Score are missing a valuable
opportunity to share positive comments
more widely.

Bolstering your business's reputation
across independent review sites and
search engines is also crucial. You could
have hundreds of five-star reviews on your
website, but if there are just a handful of
critical reviews on Google or Facebook, that
could be enough to seriously damage your
online reputation.

Marketing Delivery is already working to
strengthen its clients’ ratings across third-
party platforms. On Auto Trader, online
reviews gathered from dealer customer
surveys can now be automatically posted to
their stock pages. This helps to ensure that
the overall star rating reflects the views of all
of its customers — not just an unhappy few.

T: 01892 599 913
W: marketingdelivery.co.uk

E: get.in.touch@marketingdelivery.co.uk

Marketing Delivery

DATA DRIVEN MARKETING
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CUSTOMER REVIEWS

JudgeService — get a clear
view of your business

To accurately improve your customers’ dealership experience, measure it first!

art of the problem with measuring

your customer services process

and customer satisfaction is that JudgeServiceG‘a

the areas that lead to dissatisfied
customers are often subtle and difficult for
statf to pinpoint. -

For example, perhaps a customer was e S
disappointed by what they received in part-
exchange, or perhaps a particular turn of
phrase used by the salesperson was taken
the wrong way. One particular mistake
dealership staff often make is failing to
follow up on a lead, due to having assumed
the process was concluded, when the
customer may have been waiting for a call.

None of these problems are necessarily
serious, but they have the potential to
snowball and turn into ongoing problems
for the business if not dealt with. The mistake
above, for example, could be rectified by just
getting back in touch with the customer.

We have found that genuine used
car loyalty is, on average, only 14%.

Yet some retailers can achieve double
this. How? It is partly down to delivering
first-class customer service, but it is also

about just keeping in touch and, ideally T ——"Y

independently, checking on how the T

customer is feeling about the experience. The depth of reporting options to help highlight areas for
You will inevitably get the occasional improvement is unparalleled in the industry

disgruntled customer who just cannot be
pleased. That happens to every business at

some point. Fortunately, JudgeService helps unbiased feedback about your customers' surveys that provide business intelligence
you to place such negative feedback in experience. This provides the opportunity critical to effective sales process and
context, so you can see whether it is actually to act on the results, to resolve general performance management. Our knowledge
indicative of a larger trend. issues in training programmes, pinpointand ~ and solutions support more than 1,000
Qur tools help your dealerships to identify rectify a specific problem on a particular automotive companies in enhancing
areas where your customer service can site or recognise good performance. customer satisfaction, gaining competitive
be improved, and where you are doing Also, showcasing all independent advantage, increasing sales and retaining
well. It's all too easy to spot people making customer testimonials, satisfaction and existing customers.
mistakes, but it is more powerful — whether recommendation scores online is known We are all about providing the tools
it is based on observation or using reporting to boost website traffic, accessibility, to measure your customers’ dealership
tools from JudgeService — to catch people engagement, visitors and sales. Showing experience and improving your customer
doing a great job and congratulate them for any negative feedback and a positive service. As a result, you will get a very clear
it. This can increase motivation among your outcome online demonstrates commitment view of your business, so problems can
staff and drive your business forward. to customer service for all to see. be dedalt with rather than swept under the
Independent reviews provide you with JudgeService specialises in automotive carpet or overlooked.

To find out more about how JudgeService can help . @@
you, and why we are able to boast more than J d S
750,000 reviews, visit www.judgeservice.com u ge erV].CE

or email sales-enquiry@judgeservice.com
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ustomer service needs
a multi-layered approach

CitNOW strives to ensure the end users of its videos are as satisfied as its dealer customers

he customer experience is now king
whether your business is B2B or
B2C, but, for automotive suppliers,
the two are inextricably linked.

Understanding the changing behaviour
of car buyers and owners is essential and
demands a multi-layered approach. Not
only do suppliers need to provide exemplary
customer service to their clients, the dealers,
but often the service itself is customer-facing
so it needs to deliver twice.

Take video. Customers love it, but for
dealers it needs to be simple and easy to
produce, as well as providing accurate
reporting. For the viewer, the clip needs to
be engaging and informative.

Getting started

Delivering exceptional customer care in

the sector is dependent on how well the
company grasps the automotive retail
landscape. CitNOW works with 94 of the top
AMI100 dedaler groups, reflecting the sector’s
confidence in the company.

CitNOW's starting point in getting a new
subscription up and running efficiently
are the internal SLAs (service level
agreements) to ensure the video solution is
set up correctly for your dealership within
the appropriate timeframe. Once set up,
CitNOW sets itself apart with its Academy
team, who deliver on-site training so that
video positively impacts your dealership
from day one.

Integration is also key, so working with
third parties, such as eVHC suppliers or
classified websites such as Motors.co.uk and
Auto Trader, means dealers only have to
upload a video and the rest is automated.

Ongoing and online support

Delivering a lifetime of support, the first port
of call is CitNOW's intuitive and easy-to-use
dashboard, where information is readily
accessible. Dealers can also contact the UK-
based frontline help desk for more specific
technical enquiries; the team resolves 96.7%
of queries within a two-hour timeframe.

The best way to further develop video
skills is to share best practice through
CitNOW's free regional masterclass events.
Academy services are also available and
can be tailored to meet the demands of the
user community at all levels.

In addition, how-to' video information and
elLearning modules are available 24/7 via
the CitNOW online dashboard.

Delivering a first-class experience to the
dealer’s customer
Founder, Andrew Howells, said: “The
customer service we deliver is as much
about the end user as it is the dealers
themselves. Ultimately, if the customer is
impressed by the video they are viewing,
they are more likely to purchase, agree to
amber or red work or make an enquiry.”
One of the ways CitNOW measures
customer response is through its five-star
rating system, whereby recipients can rate
the video and add a short comment.
Known as rate this video' or RTV, the
feature is part of the standard subscription
and last year 15,278 sales and 23,912
workshop videos received the top, five stars.
To increase understanding of consumer
opinion of video in a retail context, CHtNOW
is currently undertaking wide-reaching
research that will be published soon.

Recognising the best
As well as its own seminars, CitNOW shares
its knowledge and best-practice insights
at AM events, such as the forthcoming
Automotive Management Live expo, where
it will reveal findings from its new consumer
research in its seminar session.

The CitNOW Awards also recognises
the best video-takers in automotive retail.
With a record number of entries exceeding
800 this year and the quality the best ever,
the winners of the eight categories were
announced on July 12 at the home of film,
BAFTA, London Piccadilly.

Call: 0118 997 7740
Email: reply@citnow.com
Web: www.citnow.co.uk

DNUW SMART VIDEO
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The fastest way to generate
motor finance quotes

Quick Quote gives customers choice and allows dealers to sell flexibly and compliantly

ealers are adopting a motor

finance tool, believed to be

the fastest and easiest to use

available today, to drive up
customer service standards.

iVendi's Quick Quote works on
smartphones, tablets and PCs
and requires just three pieces of
information — registration, mileage and
cash price - to generate a quote.

The company says it has quickly
become an invaluable showroom tool
since its launch last year, allowing
dealership staff to quote on a car while
the customer is looking at the vehicle
or on a test drive.

James Tew, CEO at iVendi, said: “This
is a fully featured finance-quoting tool
that works with the dealer’s full range
of finance products from their panel of
lenders, but is much, much simpler to
use than anything else on the market.

"Its portability — the fact that you
can quote for the customer as they
walk around the showroom looking at
different vehicles — opens up a world
of possibilities. You can underline the
affordability of a car on the move.

"Dealer staff can even propose via
their phone or save quotes and other
information to the central iVendi
Platform, removing the need for
rekeying.”

Quick Quote forms part of the new
generation of the iVendi Platform, which
uses an events-driven architecture to make
the sales process transparent, allowing the
dedaler to provide choice to the consumer.

"The Platform creates an infrastructure
within which dealers can completely
change the way they sell finance to both
online and in-showroom customers, helping
to fundamentally change and improve the
whole motor finance process.

"It is designed to provide the means to
manage all of a dealer’'s motor finance
activity and contains a number of genuine

blackhorse ¥

WBARCLAYS

HITACHI

Inspire the Next

& Santander

innovations, including Quick Quote, an
in-showroom micro-comparator and a
finance pre-qualifier.

"Once a customer has been taken through
quotes on an initial basis with Quick Quote,
they can use the Platform to generate multi-
source quotations, identifying the lender that
meets their particular needs. Having made
a decision, they can use the pre-qualifier to
see the likelihood of being approved for their
chosen lender and others.”

Tew added that all of this can be done
by the dedler alongside the customer or,
more radically, by the customer themselves

YOU CAN
QUOTE FOR
THE
CUSTOMER
AS THEY
WALK
AROUND THE
SHOWROOM
LOOKING AT
DIFFERENT
VEHICLES

JAMES TEW, IVENDI

on a 'self-serve’ basis within the
showroom.

"We believe that self-serve will
become one of the key in-showroom
motor finance trends of the next
few years. Everyone intuitively
understands how self-service works
online outside the showroom, but
it is the in-showroom aspect that is
perhaps the most exciting. It really
puts the customer in control of their
own choices.

"In a post-FCA motor industry,
there is a realisation that placing as
much of the motor finance process as
possible in the hands of the customer works
well for all parties.”

ABOUT iVENDI

With offices in Manchester and Colwyn
Bay, and more than 7,000 connected
dealers across the UK, iVendi is the

UK market leader in online motor finance
technology. The iVendi Platform provides
a complete online motor finance solution
for dealers, motor finance providers, car
portals and manufacturers.

To find out more, visit ivendi.com,
e-mail enquiries@ivendi.com or call 0345 226 0503

—~ N—
r'Vendi
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Help your customers
to help their customers

Make sure your products and services benetit your clients as well as their end-users

hen it comes to customer

service, today’s customers

expect more and more of it

to be digital. Management
consultancy McKinsey recently reported
that even telecommunications companies
—who (among other things) facilitate
telephone calls — now receive about 70% of
their retail sales either partly or completely
online, as well as about 90% of their service
bookings and requests.

Social media is becoming an increasingly
popular and prominent platform for
customers to share their experiences, good
or bad, with their connected audiences.
The ability to “tag” other people and/or
companies in a post on Twitter, for example,
gives us as a chance to intercept such
messages and deal with issues of which we
would otherwise be unaware.

We had such an incident recently where
a customer tweeted their displeasure at the
quality of workmanship by a dealer during
the valeting/cleaning of their vehicle. Our
social media team identified the person
involved as a Supagard customer and
immediately made contact with them.

We then engaged with the customer
to understand their issue and, as a car
enthusiast, they gratefully received our
offer of some relevant customer products
that they could use at home to rectify their
issue. The culmination of our efforts was a
very happy customer and a further tweet

WHAT DO OUR
CUSTOMERS
WANT FROM US,
AND WHAT DO THEIR
CUSTOMERS WANT
FROM THEM?

from them stating, “what fantastic customer
service, can't thank you enough for your
help. You have been great. Thank you".

At Supagard, we will always try to assist
our customers, whether their challenge
is directly related to us or, as in the above
case, just a Supagard customer whom we
were able to assist.

Customer service also relates to our
B2B customers, such as dealers and
manufacturers. A key pillar for us is
the ability to meet the needs of our B2B
customers and to identify and customise the
specific product or service required.

One of the ways we do this is by offering

a range of paint sealant options that allows
you, our customer, to select the variant most
suitable and appropriate — whether that's
based on application time, application
ease, longevity or the level of gloss finish.
This enables our team to take a consultative
approach with our customers and identify
the best option to suit everyone.

"What do our customers want from us, and
what do their customers want from them?” is
something we ask internally more and more
often in an effort to ensure we are:

a) identifying what is actually wanted in the
market (not just what we think is wanted),

b) channelling our R&D investment in the
correct way to meet future demands, and

c) optimising performance for all parties
involved in the chain.

The launch of our new Bionic range
this year has been one such example of
listening to feedback from our customers,
evolving our offering and delivering some
market-leading benetits both for dealers
and end consumers.

Muirend, Glasgow, G44 3EF

Supagard, 19-29 Gavinton Street,

Tel: 0141 633 5933 www.supagard.com

-

BIONIC

TECHNOLOGY

Sipagr
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ever
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let another sales

call slip through the net

A telephone answering service can take your customer care from average to outstanding

telephone answering service

can take a retailer’s level of

customer service from average

to outstanding by adding an
additional layer of care and attention to
customers that many retailers want to
provide, but may not have the time or
expertise to do.

Having a person you know and trust to
professionally handle customer telephone
enquires gives you peace of mind that every
customer gets exceptional care and no call
goes unanswered, regardless of how busy
the showroom is. Here's how a leading
telephone answering service can transform
the customer service of any dealership.

Make sure every call is answered

There is no way a salesperson would leave
a showroom unattended, and if a customer
walked onto the forecourt they would be
dedlt with immediately. However, many
salespeople are perfectly happy to walk
away from their desk leaving the phone

to ring out. Every call is a potential sale.

If salespeople are too busy to answer the
phone, the answering service can ensure no
call slips through the net.

Ready when they are

A retailer’s doors may only be open during
working hours, but customers often have to
call the dealership around these times. First
thing in the morning and last thing in the
afternoon are particularly busy with both
visitors and callers. A telephone answering
service makes sure that not only are calls
dedalt with, but opening hours are extended
if need be.

A customer-focused mindset
Business-winning customer service starts
before a person has made the first contact
with a dealership. It starts with the mindset
of everyone who handles customers.
Everyone answering the phone should treat
the caller like a celebrity — that way, you will

EVERYONE
‘ ‘ ANSWERING THE

PHONE SHOULD
TREAT THE CALLER LIKE A
CELEBRITY - THAT WAY,
YOU WILL ALWAYS BE
READY TO GIVE THEM
THE BEST SERVICE

always be absolutely ready to give them the
best service.

Check who is representing the dealership
A dedlership will seldom have anyone

but the best salespeople in the showroom
dealing with customers. But how do they
perform on the phone? Here is where many
good salespeople fall short. It takes a certain

skill in delivering excellent customer service
over the phone. Every enquiry is important,
so don't demean the value of those enquiries
by letting anyone but the best handle calls.
First impressions will last throughout the
duration of the customer journey. It literally
pays to get this right.

Crafting the quality of calls

The best salespeople understand that the
conversations they have with their customers
are crucial to securing sales. They let their
customers do a great deal of the talking and
they actively listen to them, as it makes the
customer feel important. During a phone call,
it's all too easy to zone out and suggest they
simply visit the showroom. However, rushing
a person at this stage of the customer journey
may put them off. A telephone answering
service helps a retailer give their customers
the quality time and attention they need
without hurrying them.

To discuss your needs, as well as find out more about
Moneypenny’s no-obligation trial, please contact:
0333 202 1005 / hello@moneypenny.co.uk / moneypenny.co.uk

Ymoneypenny
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MAZDA CX-5: PUSH TOWARDS
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Mazda expects most CX-5 registrations
to be in the retail market

azda benefited from the
SUV boom thanks to the
introduction of the first-
generation CX-5 in 2012.

Jeremy Thomson, Mazda
UK managing director, recalls the model as
an instant hit, requiring no marketing for the
first four years of a life cycle that amassed
34,664 sales. It accounted for 20% of Mazda's
UK sales in 2017.

The manufacturer has a more aggressive
launch plan this time around, as the new
CX-5 takes on rivals such as the Peugeot
3008, Volkswagen Tiguan and Kia Sportage.

A TV-led marketing campaign is under
way and an introductory PCP offer sees a
three-year, 5.9% APR offer deliver an entry-
level CX-5 2.0 petrol SE-L Nav (£23,695) for
£298 a month with a 20% deposit.

A 0% APR conditional sale offer delivers
a £329-per-month rate - dependent on a
50% deposit — until the end of September.

Mazda launched its SkyActiv programme

56 AUGUST 2017

with the CX-5, shunning turbocharged
small capacity engines and hybrids in
favour of weight savings.

This time the brand has added 50kg back
into the car to improve refinement.

Changes to the exterior are subtle. Sleeker,
more assertive headlights and a bolder
grille are the most noticeable alterations.

Inside, a soft-touch dashboard sits above
elongated hexagonal vents. The cabin’s
horizontal lines emphasise its width, while
a broad centre console contains a now-
familiar rotary controller for the seven-inch
touchscreen infotainment and satnav
system standard in all new CX-5s.

The system boosts the SUV's connectivity,
with Twitter and Facebook compatibility and
the ability to dictate SMS messages.

Prices for the two-grade range start at
£23,695 for the 165PS two-litre petrol SE-L
Nav. LED headlights, power-folding mirrors,
dual-zone climate control and a DAB radio
are among the standard equipment.

THIS YEAR THE
CX-5 WILL BE
OUR BEST-
SELLING CAR,
AROUND 8,000
UNITS, SLIGHTLY
AHEAD OF
MAZDA3

JEREMY THOMSON,
MAZDA UK

MIUM Wi

Highlights of the Sport Nav (£26,695)
include leather seats, 19-inch alloys, a
reversing camera, powered tailgate, traffic
sign recognition, a head-up display, keyless
entry and a Bose sound system.

The lower-powered of two turbo diesels
- a 150PS two-litre unit - costs from
£25,695 (SE-L Nav) and has automatic
gearbox and all-wheel-drive options. The
range-topping 175PS, 2.2-litre turbodiesel-
engined Sport Nav Auto is priced at £33,195.

Mazda aims to entertain with its driving
dynamics and while the CX-5 does elicit
slight roll in sharper corners and has a
tendency towards understeer, it offers
better composure than many class rivals.

Torque vectoring allows the CX-5 to
channel power to improve cornering accu-
racy while i-ActiveSense radar technology
(£800) provides adaptive cruise control,
even at crawling speeds.

Cabin space is a CX-5 strong suit, with good
leg- and headroom, but a 503-litre boot does

am-online.com



LL DELIVER BESTSELLER, SAYS CARMAKER

Mazda has improved the
quality of the interior

s e
B i A

fall behind the 3008 and Tiguan, however.

The 2.2-litre turbodiesel offers the best
balance of performance and economy.

It's relatively quiet and will rev freely, but
stay smooth and Mazda claims 56.5mpg
fuel economy for the manual, two-wheel-
drive derivative, along with 132g/km CO2
emissions, 0-62mph in 9.4 seconds and a
top speed of 127mph.

The two-litre petrol version boasts more
power, but less torque (210Nm versus
380Nm). While refined, it did require the odd
down-shift to tackle inclines.

Mazda claims the petrol unit is good for
44.1mpg in the same guise, along with 149g/
km CO2 emissions alongside 0-62mph in
10.4 seconds and a top speed of 125mph.

The brand predicts 84% of UK sales will
be diesel, 67% will be front-wheel-drive and
78% with a manual transmission. The Sport
Nav trim willaccount for 59% of sales. Fleet
sales will account for 46% of a projected
8,000-unit annual volume. TOM SHARPE

am-online.com
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£23,695 -
£33,195

2.0-LITRE 165PS
PETROL; 2.2-LITRE
150PS & 175PS
DIESEL

0-62MPH
9-10.4 SECONDS;
TOP SPEED 122-

129MPH

6SP MANUAL
OR 6SP AUTO

132-1526/KM C02

JEREMY
THOMSON,
MAZDA UK
e MANAGING
. pm== DIRECTOR

After a tough start to the year (Mazda's
registrations were down more than
13% to the end of May) what are your
expectations for the rest of the year?
Looking at the full calendar year, our
expectation is that we'll do 45,000
units. That compares with 46,500 last
year so that’s in line with the antici-
pated decline in the overall industry.

Within that [is] a move towards more
retail and core fleet and a lot less, if
any, of the very high-end cost of fleet
and quite a bit less Motability.

The reality is quite a lot of that is
exchange rate-driven.

How important is CX-5 in arresting
this year’s decline in registrations?
This year the CX-5 will be our best-
selling car, around 8,000 units, slightly
ahead of Mazda3, so it is a crucial car
and it is vital that it is well received.

The thing that gives me great confi-
dence is that after we launched the car
in 2012, it created quite an unexpected
bow wave of customer pull, not
manufacturer push.

We didn’t have to promote it for four
years and for the first two years we

v KEY RIVALS

TSR .

didn’t even have a consumer offer. It's
fair to say it was a great-looking car in
what was not a great-looking segment.

The styling has been changed, but
where else are the key changes?
The premium-ness of the car is very
different - if you drive them back-to-
back it's quite apparent. Refinement
has been improved, 50kg has been put
back into the car; partially to improve
NVH levels, and the interior quality is
also improved.

Pricing is from the heartland of the
Qashqai into the premium part of the
sector. We had to up our game with
the new CX-5. It now sits between its
volume and premium rivals.

Apart from new rivals, what are the
key challenges for the new CX-5?
Our challenge, as ever as a manufac-
turer around 1.5% overall market
share, is to make sure enough people
know about the new CX-5.

A really strong TV advert will be
screened from early July and we have
some strong introductory finance
offers as well.

Thankfully we also have the benefit of
five years of consumer knowledge on
our side this time around, so we'll send
dealers leads when a customer has
tipped into a positive equity position.

That’s supporting the dealer network
and pro-actively helping them have a
positive conversation about getting
customers into a new car.

Peugeot 3008
STRIKING INTERIOR/ INTERIOR QUALITY, AFFORDABLE
EXTERIOR STYLING, VARIED ENGINE/ ENTRY-LEVEL OFFERS,
TRIM QUALITY GEARBOX OPTIONS VISUAL IMPACT

m NO AWD OPTION

SOLD ON R-LINE
TRIM’S STRIKING
APPEARANCE

PERCEIVED INTERIOR
QUALITY, RELATIVELY
SMALL BOOT

v REVIEW RATINGS

WHAT CAR?

- AUTO EXPRESS

- DAILY EXPRESS
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SHOWROOM
LONG-TERM REPORTS

MAZDA MX-5 RF 2.0-LITRE SPORT NAV

REPORT
PROGRESS

GOING TOPLESS IN THE MX-5 IS

ALMOST SURE TO STOP TRAFFIC

ccording to colleagues in
the office I've become “that

bloke” who likes to show off
his car's electrically folding roof
when crawling in heavy traffic or
entering a car park. | think theyre
simply envious that | can make the
most of England's brief summer
sunshine.

In my defence, the way that the
MX-5 RF’s roof and rear screen tuck
away, leaving the B-pillars exposed
in Targa" fashion is pretty impres-
sive.I'd evenargue that it's a tougher-
looking model than the MX-5s that
went before it, which ought to boost
its appeal to male buyers.

Nevertheless, raising the roof while
travelling is not a hugely comfortable

Speed of operation

task in the MX-5 RF. The button,
across to the left of the centre
console, must remain pressed for
the duration of the operation -
sensible really, to avoid the risk of
someone getting in the way. But at
the same time, you must concentrate
on keeping your speed below émph,
and pray that red light ahead doesn't
quickly turn to green.

Contrast that with more premium
rivals, which allow the driver to raise
or lower the roof at speeds which
enable them to keep up with
city traffic.

With the RF, | conclude it's simplest
and less stressful to pull over and
stop before operating the roof.
TIM ROSE

Maximum driving speed while
roof in operation

Mazda MX-5 RF 13 seconds é6mph
Mercedes-Benz SLC 16 seconds 25mph
BMW Z4 19 seconds 25mph
Audi TT Roadster 10 seconds 31mph

4 IT°S A SUN-TRAP ON WHEELS

CURRENT
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 GUESS THE CAR COMPETITION

SUZUKI BALENO BOOSTERJET SZ5 AUTO

REPORT
PROGRESS

SUZUKI MADE A SALES SUCCESS
OF THE SURPRISING BALENO

he Baleno was only
available to AM for a short

sprint, and after two
previous write-ups this final one
sees us saying goodbye three
months after we took delivery.

| took the opportunity to contact
the Suzuki UK press office to gain
some statistical insight on the Bale-
no's performance to date and how
the brand saw the car’s ability to
compete in the busy small car
segment.

The car was launched in June
2016 and the sales volume to the
end of May was 2,990 units in total,
with 1,320 registered so far this year,
won from the Skoda Fabia, Hyundai
i20, Vauxhall Corsa and Citroén C3,
identified by Suzuki as the Baleno's
key competitors.

The model taking most of those
sales is the SZ-T.

It was given a head start by being
one of two models available at
launch (alongside the SZ5). They

SURPRISINGLY WELL
4 EQUIPPED AND SATISFYING
IN PERFORMANCE

CURRENT
MILEAGE

0fj4)119j0

have since been joined by the SZ3.

The fact that all models are fitted
with air conditioning, DAB radio,
Bluetooth and six airbags as
standard, that CO2 emissions start
at 98g/km, and that the Baleno
offers five seats and a larger boot
than many competitors from
£11,999, equips showroom sales
staff with powerful arguments to
win over customers.

Suzuki supports these efforts with
finance offers at 5.9%, with a £750
saving on all models.

“Baleno is included in our three
years’ road fund licence offer,
competitive finance offers  will
continue, plus there is the
Boosterjet turbo 1.0-litre engine and
a ‘mild’ hybrid option [the SHVS
petrol-electric] for even better fuel
economy,” said a  Suzuki
spokesman,  summarising  the
factors that will maintain the
Baleno’s appeal.

JEREMY BENNETT

AS WE SAY GOODBYE, MY
NEXT TEST CAR IS UNLIKELY
TO BE AS SURPRISING

START
MiLEAGe O 115]1]0

Jonathan Sloan,
head of
business
development at
~ Pendragon,
~ correctly named
~ the Toyota
Urban Cruiser.
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See if you can identify this
month’s model for your
chance towina £20 John
Lewis voucher. Email
am(@bauermedia.co.uk with
‘Guess the car’ in the
subject line and include
your job title and company
in your entry. The closing
date is Friday, August 11.
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ADVERTISING FEATURE Industry professionals sha

nowledge is power, and businesses need as much expert advice and insight as possible

to succeed. For senior managers in franchised dealerships, who are ultimately

responsible for a multi-faceted service, retail and business-to-business operation, that

need is even more pronounced. This is where AM's Executive Panel can be of real help.
The Executive Panel is made up of AM commercial partners who are all experts in their key
industry segment - segments that can have a major influence on a motor retail business's
bottom-Lline profitability and customer experience.

VALETING

Ready to retail
within 72 hours

By Martin Peters, sales director, Autoclenz Group

Imagine a world where your used stock
could be appraised, SMART/Bodyshop,

valeted and imaged within 72 hours of

arriving on site.

This is a reality with Autoclenz and its
fully managed outsource solution. With its
specialist operational management and
IT systems Autoclenz can create efficient
workflows, processes and transparent financial control.

The Autoclenz PVMS (paperless vehicle management
system) is the ultimate tool in controlling the movement
of stock through the valet, preparation and imaging
process while controlling the spend.

Autoclenz can set spend limits via the '‘Gatekeeper’
platform to prepare on budget. PVMS is live showing
jobs awaiting, progressing and completed through the
valet bay. This also help resourcing the process through
busy times.

SMART Repair through the company's on-site
SMARTshop solution bridges the gap between typical
SMART Repair and Bodyshop, ensuring any stock stays
on site and can be processed efficiently.

Imaging, linked with partners platform Autos on Show,
also progress through PVMS giving complete
transparency to the full process of refurbishment
through to ready-to-retail and live for sale on your
website at a controlled spend.

Link PVMS with AutoclenzMI which launched earlier
this year to evidence the company's service delivery
and account management and you have the best IT to
manage efficient vehicle preparation on budget, on time
and to the right quality.

M To find out more about the difference at Autoclenz,
please call Lucy on 01283 554 682.

¢ autoclenz.

60  AUGUST 2017

AUCTIONS

Information is king in
remarketing sector

By Simon Henstock, BCA chief operating officer,
UK remarketing

Sellers are always looking to improve
their remarketing activity, whether in
sale conversions, time to sale or price
achieved. Professional buyers want
access to accurately appraised and
realistically valued stock so they can
trade profitably. In short, information is
/ king in remarketing.
Remarketing is about bringing these two groups
together to balance supply and demand in the
marketplace and increasingly the sector is turning to
data analytics to make that happen. The use of such
data is revolutionising remarketing.

BCA utilises cutting edge cloud technology and
machine-learning techniques to analyse and interpret
vast amounts of historic and current market data.

It can assist vendors in their prime goal of turning
their asset into cash as quickly as possible. The
company has introduced new methods to analyse and
deliver strategic information back to sellers that helps
improve conversion rates, average selling values and
time to sale, while generating maximum exposure with
buyers for available stock.

BCA locks at a wider range of data to inform reserve
price setting, such as condition-adjusted vehicle
valuations drawn from its unique database, vehicle
demand data (which channel the vehicle might best sell
in, which sales to enter it in) and utilising consumer data
such as retail market pricing and demand information.

Real-time access to this data improves first time
conversions and makes sure provisional bids are dealt
with using the most up-to-date information.

It may be a quiet revolution, but data analytics is
changing the way the remarketing sector operates.

BCA

am-online.com



PEOPLE

Seven effective ways
to manage your boss

By Nigel Banister, director, GMD People

Managing upwards is a key skill if you
want to do well. Whether you have a new
boss or have been working for someone
for a while, it is never too late to make a
few changes to help improve your
relationship.

Here are seven ways to help you
\ manage upwards more effectively:
1. Get to know your boss's working style — what is their
preferred way of communicating, for example?
2. Proactively update your boss on your progress — it is
better to communicate more often than they may need and
much better than being chased for updates.
8. Warn your boss early of any potential tricky situations
that may occur. It is better if they hear from you, rather
than via an indirect route.
4. Ask for feedback — don't wait for the formal review
process to ask for feedback and advice. Be proactive to
show that you respect their opinion and that you care
about your performance.
5. Consistently demonstrate your ability to achieve results
with minimal direction — own the issue that you have been
delegated and update them on key milestones.
6. Understand your boss on a personal level — find out
what they are interested in outside of work and if there is
something of mutual interest, nurture it. Don't stalk them,
though!
7. Thank your boss — if they have helped you develop a
new skill or recommended you for a great project for
example, then saying thank you goes a long way.
M Visit our website for our previous AM articles at
www.gmdpeople.com, or contact us on 01327 831 371.
Also, come see us in person at Automotive Management
Live at the Birmingham NEC on November 9 —
automotivemanagementlive.co.uk.
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e their best advice on motor retail issues

FOR THE LATEST INFORMATION FROM

DEALER SUPPLIERS VISIT:

am-online.com/news/supplier-news/
VIDEO

Speed is key to success
in a digital economy

By Adam Price, MD and founder, AutosOnShow.tv

In a digital economy the speed at which a
business can place its products in front of a
customer is key to success.

This is underlined for companies with
high value assets which tie up capital and,
in the case of vehicles, depreciate.

Put simply, the faster you can move a
vehicle from defleet centre to dealer
forecourt the better it is for both vendor and buyer.

This thinking underpinned the investment and innovation
in the new AutosOnShow turntable solution which enables
the operator to take a video and images and load them to
a website in six minutes. The high resolution external and
internal digital assets feed wholesale platforms and dealer
retail websites with customer-ready information.

If a picture is worth a thousand words, then a video is
worth a thousand pictures. The power of video to engage
and inspire through the sales process is well documented,
but wider benefits exist for the retailer.

High-quality video content will benefit search engine
optimisation (SEQ) by attracting links naturally over time,
driving the retailer’s site up Google rankings and
promoting traffic. While a lot of brands use video content
in their online marketing, often SEO experts don't prioritise
it. Consumers are increasingly ignoring banner ads, and
video is a format that attracts attention.

Great videos and high quality imagery can also be
seeded across the online purchase process. Done
effectively, it will drive new and used sales, alongside
building service department revenue. It also adds value to
the marketing mix to drive more buyers to the forecourt.

The AutosOnShow platform is being rolled out across
major dealer groups in the UK and now in Europe.

H To find out how AutosOnShow can help you, visit

AutosOnShow.tv.

AutosOnShow.tv'e

VIDEO IMAGERY PRODUCTS

AUGUST 2017

61



TALENT

PEOPLE DEVELOPMENT

HOW TO RECRUIT AND RETAIN
UNIVERSITY GRADUATES

Degree-educated workers are in demand - dealers should do more to woo them
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RECRUITMENT

ith more than 400,000 new
W graduates on the job market this

summer, franchised dealerships
may be wondering how best to grab some
highly qualified recruits.

The good news is there are lots of
talented young people out there looking
for jobs. The bad news is there are lots of
vacancies, so employers have to work
hard to find the right person.

Stephen Isherwood, the chief executive of
the Association of Graduate Recruiters,
said: “There are lots of employers trying to
get graduates, so a franchised dealership
is going into a very competitive market.”

Charlie Ball, head of higher education
intelligence at graduate employment
specialists Prospects, agreed.

“Many industries are saying that they
are struggling to recruit graduates - and,
more importantly, retain graduates - in
sales roles,” he said.

“The good graduates, especially with
good sales and communications skills,
are in a lot of demand - and they know it.”

The secret for dealerships is to work out
exactly what they want from a graduate,
according to Isherwood. He said: “If a
business wants to hire a graduate, it
needs to be quite clear what that role is,
what skill levels are required and then
thinking how best to pitch.

“Once you've done that, it's a matter of
understanding where the sources of those
talents are.”

RECRUITMENT
BEST PRACTICE
Runin
conjunction
with The

Eritain's Top Graduate Employers

Times, learn

about how

other compa-

nies recruit graduates successfully.
top100graduateemployers.com

Isherwood suggests targeting specific
universities, talking to the careers services
there and getting a feel for how best to
reach graduates, whether by placing ads
on the careers site, holding presentations,
or taking a stand at a careers fair.

Ball added: “Work experience is really
effective. A lot of students will be paying
their way through university, so get a few
of them on-board to work in dealerships
during term time and holiday time, to see
how they like it and, if they are offered a
good experience, they will come back.”

Pendragon, which has its own graduate
scheme, has successfully taken this
approach, with former undergraduate
placement students proving to be rich
source of talent.

Using undergraduate placements

Pendragon chief executive Trevor Finn
said: “The first place we will look is those
who have already spent time working
with us as undergraduates. As well as
already knowing the business, they have
a bond with other team members and we
know they will be a good fit.

“We have a lot of our undergraduates
rejoining the company when they have
finished at university, and they in turn
make great mentors for new graduates
once they have progressed to leadership
roles themselves.

“What we are trying to do is offer more
than an incentive to apply - we think long-
term. People join our graduate scheme
because we are a big name and there is
room to progress, so we make sure they
can do just that. We offer our graduates
support and mentoring that will help them
to move forward with their careers.”

This opportunity for career development
is key for today’s graduates, with Ball

WHAT

STUDENTS

WANT

The representa-

tive organisation

for Britain’s universities, it is a good
source of insight into what students
and graduates expect from the
workplace.

universitiesuk.ac.uk

explaining that most graduates are looking
for “the opportunity to progress in their
career, training and the ability to add to
their skills, and a good working environ-
ment - these are all at least as important,
once initial salary expectations are met”.
VW Group's graduate scheme offers
attractive career development. Graduates
- who receive about £30,000 a year, a
company car, plus benefits package -
work for a year on a specific project,
followed by two six-month placements,
after which they can apply for internal jobs.
It recruits via its careers website,
LinkedIn and from universities, via its
Bright Futures societies. It also offers 40
undergraduate placements a year.
Heather Davies, HR manager at VW
Group, said: “One interesting challenge is
attracting people who don't think they
want to work in the automotive industry.
We need people who are innovative, who
can embrace future challenges in
mobility, who are great with customers
and ready to work in an industry that will
look really different in a few years’ time.”

STUDY THE
GRADUATE -~
LABOUR
POOL

The AGR does

annual research

into student
recruitment, salaries, internships
and more.

agr.org.uk
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TALENT
MOVERS

JTALENT ON THE MOVE

STUART FOULDS,
CHAIRMAN AND
CEO AT TRUSTFORD

TrustFord has appointed former Pendragon executive
Stuart Foulds as its chairman and chief executive officer.
He has taken over from Steve Hood, who took the
permanent post as vice-president of marketing sales and
service at Changan Ford in China. Hood had been
operating as vice-president of sales, Asia Pacific, alongside
his post within TrustFord since October last year.
Foulds was the former managing director of
Pendragon’s Evans Halshaw Ford Group and has
been the longest-standing member of the Ford

Dealer Council.

He assumes responsibility for leading the TrustFord
business, which covers 60 dealer sites across the UK
and Channel Islands, and includes TrustFirst Parts.

“I am delighted to join the TrustFord team at what is a
very exciting and transformational time for the industry,”

he said.

“TrustFord is a fantastic dealer group with a clear track
record of delivering exceptional results, and | look forward
to continuing the momentum set by Steve and the team.”

The company currently occupies ninth position in the
AM100 with an annual turnover of more than £1.6 billion.

Roelant de Waard, vice-president marketing sales and
service, Ford of Europe, said: “We are delighted to
welcome Stuart to the Ford team after a great track
record of leadership within the dealer body and many
years of service at Evans Halshaw, and his help and

counsel on the FDC.

“We have future plans for TrustFord and are excited to
see Stuart driving those forward.”

=~ 4
JOHN SEDGWICK,

SIMON BAILES
PEUGEQT

Simon Bailes Peugeot has
appointed John Sedgwick
as its managing director,
tasked with delivering
strategic growth. Business
owner Simon Bailes is
remaining in the business,
but focused on projects.

Sedgwick brings more
than 23 years’ experience
to the role.

Before joining Simon
Bailes Peugeot, Sedgwick
was group sales director
at SG Petch.

He has also held the
roles of general manager
at Reg Vardy and regional
director at Pendragon’s
division Evans Halshaw.

am-online.com

TIM WARD,
HENDY GROUP

Hendy Group has
appointed Tim Ward as
finance and insurance
manager.

He has more than 20
years' experience in
finance.

The appointment follows
the announcement of
plans for upgraded
facilities across the group.

Ward said: “l have dealt
with the group since |
joined the industry in
1997 and have always
admired the way in which
it has grown, looks after
staff and has a total
commitment to customer
satisfaction.”

MATT HATTERSLEY,
SKODA

Skoda has employed
Matt Hattersley as
national fleet sales
manager as it aims to
grow its presence within
true fleet.

Hattersley will report to
Henry Williams, Skoda's
head of fleet, with
responsibility for the
coordination of the
corporate fleet sales
team, driving the sales
volume with existing
customers and expanding
into new sectors.

Hattersley has worked
in a number of key senior
positions in VW Group for
the past six years.

ADVERTISING FEATURE

Launching
the iVendi
dealer council

By James Tew, CEO, iVendi

Recently, we held the inaugural
meeting of the iVendi dealer council,
which has been created to share
best practice and new thinking

-t about online motor retail. It included
r‘ representatives from half-a-dozen of

I. our users and was one of the most
fascinating days I have spent in a long time.

Because online motor retail is a relatively new
areq, these dedlers are at different stages of
development when it comes to selling cars online.
However, it is fair to say that no one seems to have
an overall lead. Instead, different dealers are good
at different things.

One message came through loud and clear,
which was that all of them recognise online vehicle
sales are crucial to the current and future success of
their business. This was true from specialist one-site
independents to major franchised groups.

This thinking was echoed in some new statistics
we produced this month. They showed that, from a
random sample of 12,500 car sales processed
through our platform, 35% could have been
completely sold online — there was no part-
exchange, they were retailed at the vehicle's
windscreen price and used the dedler’s online
finance. In fact, about one in seven of these cars
was already effectively sold this way.

To us, this shows the enormous potential that exists
by maximising the online journey. Time and again,
we see that where dealers offer sophisticated online
motor retail tools, customers use them to buy cars. It
is that simple.

Towards the end of the year, the dealer council
will meet again and, with the speed of progression
we are seeing in the sector, they should have many
new developments to talk about. I am very much
looking forward to hearing what they have to say.
B The iVendi Platform provides a complete online
motor finance solution for dealers, motor finance
providers, car portals and manufacturers. To
find out more, visit ivendi.com, e-mail
enquiries@ivendi.com or call 0345 226 0503.

AUGUST 2017 63



TALENT
CONFERENCE REPORT

‘DATA PROTECTION
LEGISLATION
EVERYBODY NEEDS
TO UNDERSTAND’

Wide-ranging data protection legislation is about to come
into force, but what are its implications? A big-hitting panel
discussed what it means for everyone in the industry

Experts discuss new rules
surrounding personal data

highlight of the AM Digitech

Conference was a panel discussion

about data and the incoming General

Data Protection Regulation (GDPR).
Panellists were: Martin Hickley (MH), director of
data protection and privacy at GO DPO; Professor
Jim Saker (JS), director of Loughborough
University's centre for automotive management;
Penny Searles (PS), chief executive of
SmartDriverClub; Nick Gill (NG), automotive
chairman at CapGemini; and Chris Poulsom (CP),
CRM director at THREE60 CRM.

What is GDPR?

MH: When they brought in the data protection
directive that we have now, Mark Zuckerberg
(Facebook's founder] was nine years old. It's
clearly got out of date. So the GDPR is to replace
that with a modern regulation to allow digital and
e-commerce to take place within the European
Union. It also features heavily on the rights and

BRIEF INSIGHTS

Dealers and carmakers

that facilitate
. &%  consumers “hopping”
when buying a car will
be the winners in the
‘ g future. Hedley Aylott,

€% | chief executive of

Summit, which helped PSA establish
‘Order Online By Peugeot’, which let
online customers buy a car in 30
minutes via ‘Order Online by Peugeot’,
cited Google data showing 900 digital
touchpoints in a typical three-month
buying process. The consumer’s mantra
was now ‘help me, near me, convert
me’. Critical to success was providing
the support seamlessly between on and
offline.

b

-

Dealers need to
take a holistic view
when judging the
effectiveness of
their online
marketing activity
to accurately
understand consumers’ path to
purchase if they are to tailor their
marketing budget effectively. They
should also establish and record
website conversions, those actions
that the business defines as being of
value, from direct online enquiries
to a user looking at a vehicle detail
page, said Martin Dew, Autoweb
Design’s head of operations.

The gamification

of the online car
transaction could be
part of the path to
realising the potential
of online car retail,
according to iVendi
chlef executive James Tew. Tew cited
Domino’s Pizza as an example of how
to empower customers through an
online process, such as with discount
offers. Only 52% of used car
customers are now prepared to
negotiate over the price of a vehicle,
according to evidence drawn from
12,500 applications processed by the
online finance specialist.
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freedoms of the data subjects, and | believe now
the cost of compliance has become less than the
cost of non-compliance.

What are the sanctions under GDPR if
you get it wrong?

MH: There are a range of sanctions. There will be
fines - 2% (of annual global turnover for specified
failings, such as not notifying a data breach within
72 hours) and 4% (of annual global turnover for
rights and freedoms failures, such as not being
able to show that consent was given) - and five
bands, and you'll be put into one of the bands
depending on what you did wrong. The fines aren't
really what you need to worry about. What you
should really be worried about is ‘stop orders.
The ICO has backdated their current guidance so
it can give you an enforcement order to bring your
processes into line with the GDPR within six
months. Then, when they come back, if they find
out you haven't done it they're allowed to give you
a stop order, to stop processing that data,
temporarily or permanently. So it's close the shop.
The ICO has already done it to people. So the
worst threat is business continuity and business
reputational damage. To show you what's
happening in the European market, the Italian data
protection authority has fined several companies
quite large amounts. It is using a figure of 10,000
euros per customer involved in a personal data
breach. One case involving 584 customers cost a
company 5.8 million euros.

How well prepared are dealers for GDPR?

NG: Some of the larger multinationals are
probably more prepared because they have
deeper pockets, but the legislation is going to have
almost equal impact across large and small.

CP: GDPR gives the industry a fantastic opportu-
nity to up its game. It puts the consumer more in
control of their data and how they experience that
relationship with the dealer and the manufacturer.
MH: If you do two things, get your data privacy

notice done correctly, saying you consent to your
data being processed, and get a joiners’ and
leavers’ policy for people with access to data. It's
so crucial. We know from cyber leaks, it's
internally where things go wrong now. The
information commissioner is not looking for
people to be compliant by May 25 2018 - that's an
impossibility. She’s expecting people to be on the
journey to it and demonstrating mitigating
activities. The main one is collecting and lawfully
processing data — your data privacy notice and
either getting consent or running under a single
contract or legitimate purposes.

How do we ensure customer-facing staff
are able to explain the implications of data
capture and sharing with a customer?

PS: Remember we'e in an industry where the
majority of transactions take place on a face-to-
face basis, and in order to monitor and measure
that, it has taken the financial services industry 25
years, and we're expecting dealerships to suddenly
come into this place. | think that if a business is
compliant with ICO and Data Protection Act, we
shouldn't start fearmongering in the industry or
a whole industry of consultants will spring out
of this. It is a very important issue, but if youre
confident in DPA compliance at the moment, then
evaluate the gap between that and the new, and
establish what needs to change from a security,
control and communication perspective, so that
the business and the consumer is protected.

JS: Everybody in the dealership needs to under-
stand this piece of legislation. If they understand it
there’s a fighting chance they'll be compliant with
it, if they don't they won't. That's a critical issue.

What role do third party suppliers need
to play to support dealers?

JS: | do a lot of work on the cyber-security aspect
of industry, and many of these companies say
there's a bigger risk of someone inside
getting information out than someone

AN o=
digi

Headline sponsors

carwow = Autolrader

Co-sponsors

Vendi #- reputation.com® AuTOWER
NODE- Cox

ALTOMOTIVE

Insight director Nick King
revealed Auto Trader analysis
of the recipe for a successful
franchised dealership
operation. Two-thirds of
companies identified as being
the most successful had been
in business for less than five years - compared
to 20% of the less successful ones - indicating
a lack of evolution among more established
operations. And successful dealers were
embracing everything as an opportunity, were
less adversarial and built better relationships.
King said that a “focus on the customer”
approach, stealing good ideas from other retail
sectors and opening lines of communication,
were all key, along with “empowerment” of
customers and staff.

Dealers need greater
awareness of the impact of
reviews they may not even be
fully aware of.

75% of consumers use an
app owned by Facebook -
including Messenger,
WhatsApp, Instagram and Facebook itself. And
Facebook will have created a page for your
business, even if you haven't, so there is lots of
unknown feedback out there, said Charlie
Roberts, enterprise business manager of
Reputation.com.

Similarly Google now lets top rated

businesses come higher in map search results.

“No matter how much you spend on SEOQ, it's
the local reputation that’s key,” said Roberts.

Facebook advertising can
be used as the next step
in marketing, said

s Jeremy Evans,
Marketing Delivery
managing director.
Understand the four
customer types on Facebook - custom
audience (a dealer’s audience), look-
alikes (similar to the custom audience
that can be targeted on preferences,
demographics and location), pixel (your
website visitors that can be targeted
using the Facebook pixel depending on
the content they viewed) and the micro
audience, driven by dealership data.

Tailor content accordingly, he said.
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Dealer staff must understand car
buying habits are resilient to
political events, but are impacted by
the clamour over diesel, said Karen
Hilton, Carwow’s head of sales oper-
ations. Data showed Carwow users’
interest in diesel since October to
April had fallen from 50% to 33%,
following reports of possible finan-
cial penalties for driving a diesel car.

“Diesel is definitely suffering from
its media demonisation,” she said.
There have been headlines such as
‘Four major cities to ban diesel vehi-
cles by 2025 and ‘Will the diesel car
you are driving be worthless in five
years’ time?’

As production cannot change
overnight, the industry has a role in
ensuring customers are properly
educated - for many, diesel will
remain preferable for years yet,
Hilton said.

The impact on diesel and the lack
of impact from political events were
among five emerging consumer
trends identified by Carwow data.

The other three were: customer
promiscuity (average shoppers
now consider five models across
three brands, then contact two
or three dealers) the expectation
is of unbiased advice and an
unwillingness to wait.

Technology such as mobility apps
and autonomous cars will pose a
challenge to the UK dealer’s
traditions. KPMG expects car
ownership to begin to fall from 2025,
and believes annual new car sales
could be 20% to 40% lower than
current levels by 2030. By then, an
electrified mobility scheme will be
significantly cheaper than owning a
car, said John Leech, head of
automotive, KPMG. “A shift to people
not wanting to own cars but to
consume a mobility service will be

a hard-headed, clear-eyed, economic
rational decision.”

There will be three new
opportunities created for companies,
he said. There will be some
managing fleets of autonomous cars,
some ‘experience aggregators’, who
will ensure a consistent in-vehicle
experience as people move from
different vehicles on a regular basis,

and some data aggregators who
collect the data and help mobility
providers better tailor their services.
Somewhere, franchised dealers
need to find their place in this, he
said. Urban workshops will be
busier, there will be a need for
energy provision, and finance
streams will move to funding the
fleet rather than the consumer.
“Because these cars will be used
more, the total downstream market
will be 10 times what it is today.
That's a fundamental difference
which will impact business models
substantially,” he said.

outside getting in. To me, the connected

car could be one of the biggest issues
that could potentially lead to data loss.
Manufacturers are spending trillions preventing
the car from being hacked from outside while it
is in operation. But isnt the car at its most
vulnerable when it's being serviced, when the
technician has access to almost everything about
the car and its owner? And we dont even do
background checks on technicians. That data
becomes valuable.
NG: GDPR is a legislation across all industries,
and puts the burden of proof onto the company
now rather than the individual. But legislation is
often a time to get the house in order; and we've
a year to do so.

How can dealers capitalise on the
connected car?

MH: Connected car is very interesting. The
trouble is, when you bring an awful lot of data
together, you need to secure it. A connected car
will require a lot more security. And the onus is
on the organisation to demonstrate compliance
to the GDPR, so you have to be able to show
you've got the customer’s consent.

PS: I've worked with connected cars for eight
years with manufacturers and consumers. The
vehicle is simply the device collecting the data,
and the good thing about the new act is it has a
lot more on profiling of driving behaviour and how
that can be used. If you've made it clear to your
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consumer you're collecting data from the car, and
stipulate how it will be used and shared, either
named or anonymised, with their consent, |
believe you will be compliant. If the consumer is
getting something back for that data theyre
much happier to share.

NG: Our consumer study shows people are not
prepared to pay for connectivity. We've not seen
many cases where people are making a lot of
money monetising data.

How good are dealers at making use
of data?

CP: There's a vast array, because the bigger
dealer groups have the departments and the
resources to do it. Manufacturers are getting

smarter now with data and we will see a lot more
control from them of the customer’s journey and
how that data is used in future. Dealers are
getting good at capturing lots of data now but it's
not all of a particular quality. Working with one
OEM, we see 15% of MOT dates captured by the
network are wrong by more than a month, so you
can start to see the financial implications of not
getting the right data.

NG: There are still too many discussions about
who owns the data. This is not about dealers, nor
OEMs, they should both work together to explore
areas. We've not had much customer data in the
past, and very little vehicle data, but if you start
to mesh these together you have huge amounts
of data and very little understanding. We've all got
to work together on this to discover the gold.

THE CONNECTED CAR COULD BE ONE OF THE BIGGEST
ISSUES THAT COULD LEAD TO DATA LOSS
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Expanding and updating dealer
groups could fall foul of data
storage regulations or hackers

unless a swiftly installed secure IT
infrastructure is in place, warned
Richard Buxton, Node4's head of
unified communications, and Shane
Dove, head of commercial sales.

Outdated systems could leave

BRIEF INSIGHTS

dealerships vulnerable to varied
risks. Node4 believes there will

be an increased need in car
dealerships for wireless data
transfer - for remote vehicle
evaluation. Dove added: “In the
automotive industry, technology has
traditionally been introduced on a
piecemeal basis.”

)  Technological Innovation

. for the Modem

Al

Richard Buxton (right)
and Shane Dove

Technology start-ups are more
focused on learning about the

implementing technology that can
streamline those processes, such

market and how they can change it,
rather than immediately making
money from it. That was the
message from Julian Wheway,
product director at Cox Automotive
UK. It's about tracking how consumer
and industry processes work, and

as through online self-serve, shop-
ping centre store experiences. The
question for the traditional parts of
the industry is whether they have
appetite to change voluntarily, said
Wheway. “The role of the dealership
will evolve,” he added.
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Motor finance.

With added flexibi

Startline is a different kind of lender.
Many forward-thinking dealer groups
place us alongside their established
prime lenders to add agility and
flexibility to their lending panel.

Using a unique mix of technology, financial
acumen and human skills, we can often approve
applicants who have been previously declined,
with sensible rates and highly attractive terms.

We call ourselves a flexible prime lender
because we offer service standards and products
comparable to a conventional prime lender
but work harder to meet your needs.

Wouldn't your lender panel benefit
from a little flexibility?

Your customer, your rate - our highly
competitive terms mean you can offer
the customer equally competitive rates

Fast decisions, fast payouts - with
responses while the customer is
still in the showroom

Direct access to underwriting staff -
Jl sometimes, getting the best outcome

for the customer involves dialogue

and we are always available to talk

hard to find and employ the best of
both in order to deliver people-based
finance that really works

"' Technology and people - we work

enquiries@startlinemotorfinance.com
www.startlinemotorfinance.com

TALENT Call the recruitment/classified ad team on 01733 366473
RECRUITMENT or email b2brecruitment(dbauermedia.co.uk
/J ,- The talent's out there

—3a The trick is finding it!
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AUTOMOTIVE MANAGEMENT

You can now read the
latest and most
important UK motor
retail news, features
and insights even
more easily on your
smartphone, tablet,
laptop or desktop PC.

AM Awards 2017: the resulls

Brexit pressure prompts
W Car price nse, reparts

ar?

on plots used car growth
2w revenues fall by 1.4% in

Visitors can also sign up
for our daily newsletter
and Saturday news
digest to catch up on
the most important
stories from the week.
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It Is In brand owners’ interests to treat their franchisees well, but dealers
still need to be aware of the potential disruptors to their business models

ar dealers must

maintain perspective

about their vital role

in the automotive

sector as they face
threats from online sales and
“disruptors”, according to Domino’s
Pizza Group boss David Wild.

Formerly the chief executive of
Tesco and Halfords, Wild moved into
the franchised retail space when the
fast-growing fast food chain named
him as its chief executive in April
2014. He has quickly established an
appreciation of his retail partners and
the need to treat them well.

Speaking to guests at the AM Exec-
utive Breakfast Club at The Savoy
Hotel, London, Wild related the key
lessons he has learned in retail and
how he understands that Dominos’
quest for fast food domination relies
on the profitability and commitment
of his UK franchisees.

Seeking to reassure car retailers
experiencing a barrage of potential
threats to their business model, Wild
said: “Without you, the brand owners
don't have a route to market. Unless
youre thriving, theyre not going to
thrive either.”

Domino’s Pizza Group is a US
franchise owned by Dominos Inc.
which appoints master franchisees
for the UK and Ireland.

Wild acknowledged that he initially
saw the prospect of appointing
master franchisees to deliver the

DAVID WILD

DOMINDS

Domino’s product as “quite an unset-
tling position”, made more compli-
cated by the fact that the business is
a FTSE-listed company that made
about £86 million profit in 2016.

He said: “One of the first things
Dominos said to me is ‘Are your
franchises making a profit?. This
shocked me, having not worked in a
franchise before.

“If our franchises arent making
money, they are not going to invest in
the brand like they should.

“Profitability is a really important
factor for us because we want to be
the number one pizza brand, not just
globally, but in every neighbourhood.
We want stores to be opened
everywhere. For people to do that, we
need to make them profitable.

“Last year, we added 81 new stores
from just 40 a year [in 2014] and we
are currently opening two new stores
a week. The tool that liberates that
pace of growth is profitability.”

Domino’s Pizza Group makes its
money from the production and sale
of ingredients to its franchisees, who
are not allowed to set up a business

THE NEXT AM

PIZZA GROUP

EXECUTIVE CLUB

/E  FRIDAY, SEPTEMBER 22, 2017,
'? SIMPSONS IN THE STRAND, LONDON
w

For more details, visit: am-online.com/breakfast-club/

with a rival fast food brand - in
contrast to the motor retail model.

Wild said the Domino's model
dictated that there was no large-
group domination, with franchisees
required to have ahands-onapproach
to each site’s operation.

Over the past 10years, the business
has overseen the opening of 500 UK
stores, taking its total presence to a
thousand as sales rose from £300m
to £1 billion and profits multiplied by
a factor of five, Wild revealed.

While his faith in the franchised
model is strong, Wild is all too aware
of the potential impact of “disruptors”
and said he has had to develop a
“‘purview” to identify and embrace
new technology innovations.

He said: “Ten years ago, 10% of our
orders were online. Now it's 74.5%.
Our business on mobiles has gone
from £4m to £450m. Investment in
tech is core to the profitability of our
network.”

Wild said consumers are now
“channel-agnostic” and highlighted
Domino’s engagement with its
sector’s disruptors. He said: “Just Eat
- 27,000 restaurants have signed up
to that. Deliveroo - you see them in
action all over London. We have been
on the front foot. We said if they have
a good idea we'll happily steal it, so
we are all over their websites. We are
driven by ease of use. We have to
make the customer feel in control.”
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Jennings Motor Group's Julia Bradford
on how good HR needs a feel for all
parts of a business and why she

dreams of the Good Life

-‘

What are the main responsibilities of your role?

| head up a small team who deal with all
of the HR issues for the group. We have just more than
500 staff based in 12 sites across the north-east of
England. Jennings Motor Group was formed more
than 100 years ago and although it has been a Ford
dealer through much of its life, over recent years the
business has expanded to include other franchises
such as Mazda, Kia and Seat, and now motorbikes, with
two Harley-Davidson dealerships, as well as a property
division and a Subway sandwich store. It's a very
diverse workforce.

The managing director, Nas Khan, who himself
started as a sales executive at Jennings more than 30
years ago, is very keen for all of his key managers to
get involved in all aspects of the business, whether or
not it would fall naturally into your remit. For me, this
is great, as key to any successful HR department is for
you to be able to understand the business and why
things matter in any given area of it, which, as a
consequence, allows us to make good decisions.

What are the most significant challenges ahead in
your field of work?

Along with many businesses, the way
people buy has changed dramatically. Due to the
internet, customers are much more informed before
they enter the showroom or aftersales departments.
They can very quickly compare prices and check out
reviews online. Customers are becoming more
demanding and less willing to accept it if you don't get
it right.

How might these challenges be overcome?

The only way to actually make a differ-
ence and stand out from the crowd is to ensure that
whenever we get the opportunity to interact with a
customer it has to be outstanding. We have got some
great products, and we need people who have the
ability to sell their passion over the phone and internet
as well as face to face. This obviously has an impact,
not only on training of existing staff, but what we look
for when recruiting staff and also making sure that the
infrastructure is there to support this.

We have always had a policy of recruiting from within
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where possible, so the development and identification
of our future leaders is also another area that is
paramount to ensure our future success in a very
competitive marketplace.

What attracted you to HR?

The diversity of the role. I've always
stayed in an operational HR environment, so you really
don't know what you are going to be dealing with next.
There are never two days the same. As a HR manager,
| also believe there is a real opportunity to make a
difference to the way a company operates and thinks,
and the decisions that are made about employment
issues have a direct impact on the culture of the
company and its reputation.

What is the most important thing you have learned in
your career?

The first thing | was told all those years
ago when | first began my career in HR, is that people
are your most important asset, and this still applies
today. Looking after your employees, giving them a
good place to work, listening to what they have to say.

QUICK-FIRE QUESTIONS

What drives you?

Being part of a successful business and helping
make it a success. I've seen the business grow
and diversify and that's very rewarding.

What's your favourite app?
Spotify. | have a very eclectic play list.

How do you relax?

| play golf - not always particularly relaxing. I've
also just bought a greenhouse. I'm not quite
self-sufficient but definitely beginning to enjoy
the ‘Good Life’ (if youre old enough to
remember that TV sitcom!).

m

AM, Media House, Lynch Wood, Peterborough PE2 6EA
Email: AM(@bauermedia.co.uk

THIS MONTH’S QUESTION TO THE AM TEAM:
What iis your favourite board game and why?
EDITORIAL
Editor-in-chief Stephen Briers 01733 468024
stephen.briers(dbauermedia.co.uk
) Draughts - | can still beat my children at it
Editor Tim Rose 01733 468266
tim.rosefdbauermedia.co.uk
) Scrabble - it helps my daughter to spell
News and features editor Tom Sharpe
01733 468343
tom.sharpefdbauermedia.co.uk
) Battleship. It added drama to family
narrowboating holidays
Head of digital/associate editor Jeremy Bennett
01733 468261
jeremy.bennettfdbauermedia.co.uk
» Out of office

PRODUCTION

Head of publishing Luke Neal 01733 468262

» Monopoly. | used to play it every Christmas
with my grandparents

Production editor Finbarr 0'Reilly 01733 468267
) Backgammon - because it is cruel

Designer Erika Small 01733 468312
) Operation. | didn’t mind losing as | liked to
set the buzzer off

CONTRIBUTORS
Matt De Prez, lan Halstead, Debbie Kirlew,
Jim Saker, Tom Seymour, Alex Wright

ADVERTISING

Commercial director

Carlotta Hudgell 01733 366466 (maternity cover)
Group advertisement manager
Sheryl Graham 01733 366467
Head of project management
Leanne Patterson 01733 468332
Project managers

Kerry Unwin 01733 468578

Lucy Peacock 01733 468327
Katie Lightfoot 01733 468338
Account managers

Sara Donald 01733 366474

Kelly Crown 01733 366364

Recruitment enquiries 01733 366473

EVENTS

Event director Chris Lester

Event manager Luke Clements

Event planner Nicola Baxter 01733 468289

PUBLISHING

Managing director Tim Lucas

Office manager Jane Hill 01733 468319
Group managing director Rob Munro-Hall
Chief executive officer Paul Keenan

Subscriptions

01635 588494. Annual UK subscription £99, two years
£168, three years £238. Overseas one year/12 issues
£149, two years £253, three years £358.

AM is published 12 times a year by Bauer Consumer Media Ltd,
registered address Media House, Peterborough Business Park,
Lynch Wood, Peterborough, PE2 6EA.
Registered number 01176085.
No part of the magazine may be reproduced in any form in whole
or in part, without prior permission of the publisher. All material
published remains the copyright of Bauer Consumer Media Ltd.
We reserve the right to edit letters, copy or images submitted
to the magazine without further consent.
The submission of material to Bauer Media whether unsolicited
or requested, is taken as permission to publish in the magazine,
including any licensed editions throughout the world. Any fees
paid in the UK include remuneration for any use in any other
licensed editions. We cannot accept any responsibility for
unsolicited manuscripts, images or materials lost or damaged in
the post. Whilst every reasonable care is taken to ensure
accuracy, the publisher is not responsible for any errors or
omissions nor do we accept any liability for any loss or damage,
howsoever caused, resulting from the use of the magazine.
Printing: PCP
Complaints: Bauer Consumer Media Limited is a member of the
Press Standards Organisation (www.ipso.co.uk) and
endeavours to respond to and resolve your concerns quickly. Our
Editorial Complaints Policy (including full details of how to
contact us about editorial complaints and IPSO’s contact
details) can be found at www.bauermediacomplaints.co.uk. Our
email address for editorial complaints covered by the Editorial
Complaints Policy is complaintsfabauermedia.co.uk.

MED A GROLF

The text paper used in this publication

is 100% recycled, produced from
post-consumer waste.




€9 ScEune
Vﬂ'Et'ﬂg digital vehicle preparation

Valeting and Imaging
A game changing process...

Introducing our Progress Chaser

o Syncs to dealership management and marketing

(e]

Dealership staff no longer need to book valet or i

(0]

Cars automatically booked on leaving workshop

O

No more data entry — works for new valets, used valets and service

O

Reports on how long a vehicle has been in workshop, valeting etc...

o

Total valeting supply includes labour, chemicals and equipment

o

Photography, video and background changes

(" S AUTO
IMAGING

01480 216700 | sales@secureplc.com | www.secureplc.com
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become empowered,

J:OMPLETE END TO END
MOTOR FINANCE ‘PLUG-IN’

From comparison to transaction.

Allows your website visitors to search
) by monthly payment, compare a
range of finance offers and check for
likelihood of approval from your panel
of lenders.

o - o o Qualified finance leads & applications

Integrates seamlessly with the iVendi
Showroom solutions in real time. The
entire solution is branded to match
your website identity and can be
added easily by your media company.
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Your Personalised Quotations

Moto ﬁ‘:

blackhorse ‘}(& & Santander
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