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bureau checks have been undertaken and that they are paid at least the minimum wage, often
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EDITOR’S
LETTER

s this issue of AM went to press the threat of the COVID-19 coronavirus
to UK people and businesses was continuing to build. The relief of
moving on from Brexit-related uncertainty has been short-lived;
now the uncertainty is just how this pandemic will play out.
Motor retailers in regular contact with consumers are doing their
bit to follow Government guidance and minimise the risks to staff
and customers of contracting and spreading the virus further.
This is not an industry which can easily avoid human contact.
It is critical that we avoid panic measures. Automotive
managers must keep their staff motivated, understand their
fears and rapidly create plans that allow the changes needed
in the way they work so they can be reassured.

Undoubtedly, there will be an impact on the new and used car markets here, as
everyone remains cautious for a while. The share prices of the stock market listed dealer
groups have already taken a blow, and | imagine the SMMT's registrations forecast will
be downgraded next quarter.

If the impact is significant, it will be vital that carmakers ensure bonus money still flows
into their dealer networks, to maintain viability and secure jobs.

If ever there’s been a need for the popular message ‘Keep Calm And Carry On
(with all sensible precautions], it's now.
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The new car buying service
that delivers profit
for dealers

Ask about joining now to increase your 2020 sales.

WHATCAR?

new car buying
made easy

(*) 0208267 4138 whatcar.com/increasemysales
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NEWS

INSIGHT

CORONAVIRUS POSES ‘BIGGEST
THREAT" TO UK CAR RETAILERS

Concerns that China car market experience — down 80% in one month — may be repeated here

OF COURSE, WE CAN CONTROL THE
THINGS THAT WE CAN CONTROL
OURSELVES BUT WHAT WE ARE DEALING
WITH HERE IS A COMPLETE UNKNOWN

oronavirus has been

described as the

“biggest immediate

threat to the UK car

retail sector” after
retailers across the country began
making contingency plans to prevent
its spread.

As the Bank of England (BoE) took
the decision to reduce interest rates
back to their record low of 0.25% in
an attempt to mitigate the effects of
a “sharp fall in trading conditions”,
car retailers across the UK were
implementing policy changes to both
protectstaffand reassure customers.

Mark Carney, the outgoing
governor of the BoE, said that
while the impact of the virus
on the UK was unclear, as
yet, evidence of the impact
on China had already
suggested that the econ-
omy’s “direction is clear”.

Inthefirst half of February
car sales in China - the
world's largest new car market -
suffered a 92% decline as the spread
of the virus intensified. The month
eventually ended more than 80%
down.

For an automotive retail sector
used to focusing on “controlling the
controllables”, the coronavirus situ-
ation has now moved into pole posi-
tion in the list of market pressures.

6 APRIL 2020

Others are the impact of the EU’'s
CAFE emissions regulation on
vehicle supplies, the roll-out of
electric vehicles offering and the
ongoing impact of Brexit on
consumer confidence.

Marshall Motor Holdings chief
executive, Daksh Gupta, agreed that
coronavirus is “the biggest threat to
the retail sector at the moment”.

In an interview with AM following
publication of Marshall’s 2019 annual
results, Gupta said: “Of course, we
can control the things that we can
control ourselves but what we are
dealing with here is a complete
unknown.

“Two weeks ago the Italian
Prime Minister said this is
nothing to be concerned
about and today (March
10) they're locking down
the country.” The impact
of the  coronavirus
outbreak on the automotive
retail sector’s Plcs has been
marked.

In the seven days after the first UK
death from the virus, on March 5,
Pendragon’s share price declined
32.5% to 8p; Vertu Motors by 24% to
24p; Marshall by 15.3% to 130p;
Lookers by 43.8% to 22.45p; Inch-
cape by 11.5% to 517.5p; Cambria by
13.3% to 55.5p; and Caffyns by
16.3% to 335p.

David Peel, Peugeot UK managing
director; told AM that his PSA Group
bosses in France had advised staff
not to take trains or planes due to the
coronavirus risk.

Peel said its field team is still visiting
dealers “at the moment” but Peugeot
has given guidance to limit the risks
through use of hand sanitiser and
regular washing.

Gupta said Marshall had taken the
decision to cancel all international
travel for group employees, which
had meant postponing a reward trip
to Abu Dhabi for its top performing
staff.

The group has also followed
Government guidelines on additional
cleaning of its showrooms and other
working environments, the provision
of warning signs and hand sanitising.

At other AM100 groups, AM under-
stands, consideration has been given
to the cleanliness of courtesy cars
which are regularly changing hands

between customers, with the

added expense of a vehicle deep
clean among the concerns of
certain aftersales departments.
One AM source said: “Certain
group training sessions and meet-
ings have been cancelled and the
showrooms are getting a deep
clean, but the risk of courtesy cars is
another challenge completely.

“At the moment we are cleaning
cars whenever they return to us but
stepping up to a deep clean would
incur a huge cost.”

Jonathan Butler; from the automo-
tive team at Geldards law firm, said

that it was “unlikely, but not impos-
sible” that a car retailer could be held
liable if a customer could prove they
had contracted coronavirus through
contact with a courtesy vehicle.

“In theory, it could happen, but the
customer would have to be able to
prove that was where they had
contracted the virus and that would
be difficult,” he said.

“The UK Government does
not want us to be litigious
as a nation and, in the
circumstances, | can't
see this being an
issue. But, from a
reputational point of
view, car dealers need
to be seen to be doing
all they can to tackle
coronavirus.” d

While consumer confi-
dence is often measured in
terms of the financial health of the
average UK household, retailers are
now in a situation where they need
to do all they can to promote confi-
dence amid the threat of a health
crisis.

Online  automotive  marketing
analyst and consultancy Sophus3
said there was a risk that the auto-
motive industry was focusing on the
wrong vulnerability in considering
coronavirus” impact on vehicle and
parts supplies, stating that “the
concentration should be on the
customer and sustaining demand”.

It added: “When the car market in
China fell by 80% in February, the
problem, from the evidence avail-
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able, was not primarily the industry’s
inability to build cars or a shortage
of stock, but rather the drying up of
demand and the means to meet
demand as people stayed home and
dealerships were forced to close.
“Arguably, therefore, the most
immediate and damaging impact of
the coronavirus has been on the
industry’'s even more vulnerable
retail and fulfilment chain.”
As AM went to press ltalian busi-
nesses were becoming pro-active.
The country’s largest dealer group
Autotorino has shut for the first time
in its 55-year history. Its chairman
Plinio Vanini took to Facebook in a
reassuring tone. He said: “We are
confident that strict limitations to
mobility can help bring the situation
back to normal.”
Sophus3  believes  that
coronavirus could  bring
about automotive retail’'s
“black swan moment” as
car buyers’ apprehension
about entering a car
showroom drives them to
seek-out dedicated online
retail disruptors like Cazoo
(see dealer profile on page
20), which has started a size-
able marketing campaign for its
nationwide home delivery USP.

The number of coronavirus cases
in the UK reached 798 (10 deaths) -
as AM went to press.

Shelbourne Motors director, Paul
Ward, said his business had seen an
increase in car sales online as foot-
fall showed a slight decline.

He said: “There have been cases of
coronavirus reported in Portadown
but we haven't yet had a member of
staff self-isolate. We're deep cleaning
the showrooms with a focus on door
handles and other contact points.

“There has been a slight rise in
online retail activity, though, and I'm
grateful that we have the ability to
deal with customers in that way.”

Across all users of its online car
retail platform GForces identified a
record increase in daily online trans-
actions (up 163%) on March 5, the
date of the first UK virus death.

Philip Nothard, customer insight
and strategy director for Cox Auto-
motive, said: “Perhaps this is an
opportunity for dealers to refresh
and update their online customer
journey. Digital enquiries and even
purchases are on an upward trajec-
tory and this may provide the boost
some retailers need to invest.”

One of retailers main concerns is
their manufacturer partners’ ability to
continue delivering cars and compo-
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demand, no matter
how limited that could become.

Steve  Young, managing M
director; ICDP, suggested that 1
vehicle production levels in coro-
navirus-hit China were beginning :

to return to normal.

His statement came after Tesla
announced that it would fit old
versions of its Autopilot software to
new Model 3 EVs due to supply
issues from the country — promising
that an update would be installed
free of charge at a later date.

In ltaly, the FCA Group is planning
to start implementing temporary
closures at some plants, for short
spells until April 3 to help combat
Europe’s worst outbreak of the coro-
navirus.

Nothard said that the direct impact
on vehicle supplies had so far ﬁ}r’;
been limited, but he conceded \ 15
that the situation is moving fast ' g
and added: “Outside of automotive,
there are already purchase restric-
tions for individual buyers (and trade
buyers) on certain parts.

“This trend may well make its way
into the automotive sector in the
coming weeks. At the very least, we
have to expect price rises when
parts become scarce.”

Excellent variety of weekly stock from premium sources

Fixed cost buyers premium

User friendly website & stock locator. On-line bidding

Fleet Car Sales every Tuesday at 1pm & Thursday at 10am
Van sales every Wednesday at 10:30am
Wheelchair Accessible Vehicles fortnightly, WWednesdays at 10am
Truck, Trailer & Plant fortnightly, VWednesdays at 12noon
Collection of vehicles 24 hours a day, 7 days a week

A Purpose built 15 acre auction complex
Enclosed and heated auction halls and viewing area

Vehicle refurbishment facility
- The UK’s finest auction restaurant
Central UK location (Leicestershire]
na

Call 01530 833535 or go online
for account application

STAFF SHORTAGES

The Government’s new
Chancellor; Rishi Sunak,
revealed that the threat of the
loss of staff from businesses
as the coronavirus situation
develops could also have a
significant impact on UK
businesses.

As he announced a
£30 billion package to meet
the challenges to the health
service, businesses and
individuals in his 2020
Budget, Sunak revealed
that up to 20% of the UK’s !
workforce could be off work
at any one time.

That issue could be
exacerbated by a decision to
allow individuals to self-
quarantine without seeing a
GP, a new Government
measure providing sick notes
via the NHS ‘111" helpline.

Government pledged to
refund the cost of having
someone off work for up to
14 days in the Budget
statement, but the £2bn fund
allocated to cover the
measure will only apply to
firms that employ fewer than
250 staff.
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The Fleet Auction Group
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Building trust
through digital
channels

By Carol Fairchild,
chief customer officer, CitNOW

Delivering transparency and trust
between consumers and retailers
has dramatically increased with
the now always-available online
information, comparisons and
\ reviews.
[ With digital channels being the
I\ first port of call when researching
a car and choosing a dedaler, the
likes of Trustpilot, Google and the retailers’ own
independent reviews verify the trustworthiness of
the business before the consumer has even visited
— sometimes before they have even spoken to
someone at the site.

Car buyers are already building trust in dealers
with excellent customer satisfaction ratings and
stock that best matches their requirements. Still yet
to make an actual visit, attention turns to price.
Sites like Auto Trader identify vehicles that are
good, fair or poorly priced, instilling trust that
retailers are pricing to market rather than simply
recouping the part-exchange cost.

It doesn't matter how well priced the car, if
uploaded without images, video and 360°-views,
customers will often move on.

These digital assets have become a vital element
in the online journey, forming a bridge between
the virtual showroom and the physical site. As
the car is seen in all its glory, consumers are
developing more confidence in their potential
purchase and trust that the vehicle is in the
condition they require.

The ICDP’s 2019 European Car Distribution
Handbook found digital customers were far more
engaged in the sales process and visited dealers
more often. With this in mind, once an initial
enquiry has been made, a rapid response is
essential if trust is to continue building.

An engaging video message highlighting the car
of interest and introducing the dealership takes the
customer relationship to the next level — with a site
visit still to happen.

> CitNOW
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MONEYBARN AND RIX FALL FOUL OF FCA

The Financial Conduct Authority (FCA) fined Moneybarn
£2.77m for failing to treat “vulnerable” customers fairly when
they fell behind with loan repayments. In the same week the
FCA also banned a number of online adverts issued by Rix
Motor Company. Representative examples of the cost of credit
to the consumer were either missing or unlikely to be seen in
Rix’s adverts, it said.

HEYCAR BUYS HONESTJOHN SITE
Heycar (see 10 mins with...” on page
8) completed the acquisition of
HonestJohn.co.uk just weeks after
the consumer advice website slipped
into administration due to “significant
cashflow difficulties”. The Honest =
John brand will provide heycar with access to an audience of
more than 25 million site visitors.

GREAT PLACES TO WORK
Porsche Retail Group,
TrustFord and Motorpoint
have been recognised in
the Sunday Times Best
Companies to Work For
rankings. Porsche Retail
Group managing director, [
Adam Flint (pictured, centre), said he was “extremely proud” as
the 42nd-placed group was the top ranked car retail business in
the Top 100. TrustFord finished 20th in the top 25 Big Companies
to Work For.

VIRTUAL REALITY ALLOWS CUSTOMERS TO ‘SEE’ THEIR CAR
Glyn Hopkin opened a new flagship FCA Group retail store which
incorporates virtual reality (VR to handle sales for Fiat, Abarth,

- Jeep and Alfa Romeo
under one roof. The
group invested £1
million in the concept
which allows customers
of all four brands to
visualise their chosen
car within the 300 sqg m
new format retail facility
in Romford.

VERTU CHIEF EXPECTS GROWTH THROUGH ACQUISITION
Vertu Motors chief executive Robert Forrester suggested the
AM100 PLC will grow through the strong “pipeline of potential
acquisition opportunities” in a trading update for the five-
months to January 31 which detailed a 2.7% decline in revenue
in the period. “Scale will become an increasingly important
success factor as the sector evolves,” he said.

am-online.com



ADVERTISING FEATURE

Making
technology
work for real
world car deals

By James Tew, CEO, iVendi

i

IN DETAIL
To view the full story go to
am-online.co.uk/news

COX BUYS CWL

Cox Automotive UK
completed the acquisition of
vehicle services provider C
Walton Ltd (CWL), expanding
its wholelife vehicle services
offering with its biggest UK
acquisition to date. Cox acquired 100% of the share capital of CWL,
including its locations in Bruntingthorpe (Leicestershire), Wyton
(Cambridgeshire) and Long Bennington (Lincolnshire).

There's a concept in software
called “the happy path”.
In an online retail process, it

LEXUS IS NFDA FAVOURITE N basically means the consumer
Lexus UK emerged as car N } - follows a simple purchasing
retailers favourite retail franchise =~ #Dealer process that is easily translated
after it scored a 9.4-out-of-10 (up ? Attitude into an online journey.

na i - urve
from 9.1 overall rating n g ¢ f‘ 201,.3::,5 Most Vehlcle deals don't follow the happy path.
latest NFDA Dealer Attitude

They are messy, complicated and involve a lot of

Survey. Mercedes-Benz came in second in the Winter 2019/20
movement forwards and backwards between

edition of the survey with 9.2 and Toyota and Kia were joint third,

each with 8.9. Hyundai slipped to bottom spot with a score of 3.2. retailer and consumer. In fact, according to our

research, just less than seven out of 10 take a route
that isn't so much happy path as meandering track.

Why does this happen? For all of the very human
reasons you might expect.

People in the real world have part-exchanges,
they negotiate discounts or they even add to the
purchase price through buying add-on products or
including negative equity.

ST EVEN EAGELL ACQUIRES FOUR VANTAGE DEALERSHIPS
Steven Eagell Group has confirmed the
| acquisition of two Toyota (Solihull and
L. Tamworth) and two Toyota & Lexus
&# (Birmingham and Wolverhampton)
dealerships from Vantage Motor Group. The
A ¥ | acquisitions followed Vantage's £4 million This is a problem for online motor retail solutions,
dlsposal of its Kia and Honda businesses in Bradford to Vertu Motors. very few of which really enable the consumer to
follow anything other than a lightly modified

version of the happy path in which the consumer
can buy the vehicle at the sticker price without any
of the usual complicating factors.

To solve this, iVendi has been trialling something
we call two-way transaction management. Simply,
it allows the dealer and consumer to negotiate
via a secure account and the results to be
automatically incorporated into a new digital deal.

Its beauty is that it incorporates the various
elements of the transaction including value added
products and even applications declined by
lenders while retaining all the recognised benefits
of an online process.

The results in trials have been very promising
and we are expecting to bring the product to
market in a finalised form later this year.

It's an exciting development that we believe could
substantially boost the effectiveness of online motor
retail for all.

e Visit www.ivendi.com @ call 0330 229 0028
¢ c-mail tellmemore@ivendi.com
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MARSHALL TURNOVER UP FOR FIFTH YEAR RUNNING
Marshall Motor Holdings reported a fifth consecutive year of
turnover growth since its IPO, its revenues having risen 4.1%
to £2.28 billion in the group’s 2019 annual financial results.

LOOKERS DELAYS RESULTS PUBLICATION

Lookers has revealed that it will delay the publication of its 2019
annual financial results after finding evidence of potentially
fraudulent transactions in one of its operating divisions.

BUDGET MONEY TO COMBAT COVID-19

Chancellor Rishi Sunak outlined a £130m investment to help tackle
the impact coronavirus on UK households and business in his 2020
Budget as the Bank of England cut interest rates to 0.25%. He also
announced £403m to extend the plug-in car grant to 2022/23.

C00 CAMERON WADE QUITS LOOKERS
Lookers chief operating officer Cameron Wade resigned as
share prices at the AM100 car retail group hit a record low.

R EL

r'Vendi
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MARKET INTEL

SEGMENT ANALYSIS

HISTORY MADE AS VW
KNOCKS FORD OFF TOP SPOT

A month in which VW became best-selling marque and the Golf the best-selling model

ebruary 2020 saw something of a
milestone: whereas Ford has been
the best-selling marque in the UK
since the late 1970s, and the
supplier of the best-selling model
for even longer, both titles went to VW this month.
After years of nibbling away at Fords lead, VW
propelled the Golf to the No. 1 spot for the month
(although both Ford as a brand and the Fiesta as a
model retained their top spots YTD).

As the current Golf is on run-out, it seems VW was
clearing the decks for the next generation, but it is
still noteworthy. The ball is now in Ford's court to
stay ahead for the rest of the year, especially with a
new Golf imminent. That will partially depend on the
success of the new Puma B-segment crossover.

Behind the leaders, Mercedes and BMW continue
a battle for third place that has been going on for a
couple of years now (won narrowly by Mercedes in
2018 and 2019). YTD, Mercedes is on 7.4% and BMW
is on 7.3%, so 2020 looks like another close fight.

One percentage point further back, Vauxhall is in
fifth with 6.3%, just 0.1% ahead of Audi.

On the one hand, the new Corsa should give Vaux-
hall a strong boost, given the geriatric Fiat Punto-
based model it replaced. On the other, Audi market
share has been artificially depressed for the last two
years by its inability to homologate engines to the
WLTP standard. In 2020, market share is likely to
recover: traditionally Audi was vying for leadership
among German premium brands, rather than being
a fair way behind its competitors.

Another percentage point behind those two,
Toyota and Nissan are fighting for both seventh
place and Asian bragging rights. This battle will all
depend on the new Juke. It is not going to sell in the
numbers its predecessor managed at its peak,
given the profusion of new competitors, but it should
increase on 2019. Whether that is enough to offset
the ageing Qashgai (due for replacement within 12
months) remains to be seen.

Among the other major brands (defined as those

blackhorse ‘R‘A
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with more than 1.0% market share in either 2019 or
YTD 2020), the standout performance has to be MG.
This is by virtue of the fact that it has actually become
a major brand with a 1.2% market share YTD - an
increase of 127% on the same period last year. The
new C-segment crossover HS has helped, but the
main engine of growth has been the ZS B-segment
crossover, which accounted for 63% of total YTD
sales. In fact, MG overtook Dacia, which has fallen
41.3% YTD.

Dacia’s sudden decline has been repeated across
Europe, and seems to be due to the relatively high
CO2 figures of the Duster (145 g/km of CO2 for the
150PS petrol 4x4), which is giving the company a
headache complying with the new EU limit of 95g/
km of CO2.

Indeed, the new CO2 limits that came in to force
at the start of the year are making it hard to
disentangle which sales falls are caused by changes
in demand and which are caused by regulatory
issues. For example, Hyundai fell by 23.4% YTD and

SUPPORTING DEALERS,

am-online.com




Kia by a similar 19.6%, yet it seems unlikely UK
consumers have suddenly fallen out of love with
those brands. Hyundai in South Korea blamed
a 13% global fall in February sales on the
coronavirus affecting production, but that cant
have affected UK sales, as anything sold in the
UK in February would have been produced in
Eastern Europe or shipped from South Korea
long before the virus first appeared.

At a segment level, there have also been
dramatic changes. City cars have fallen by
379% [see chart), an unusual drop for a major
segment. Paradoxically, this is also a result of
the CO2 regulations. Although small and so
relatively low in CO, city cars have two draw-
backs. Firstly, the CO2 limits are an average -
lighter cars must emit less than 95g and larger
cars can emit more. City cars are light so have
more stringent targets. Secondly, city cars are
cheap, which means they can't justify the cost
of a diesel engine, let alone an electric drive-
train. Car makers have little interest in selling
them - except Fiat which sells almost nothing
else (81.1% of sales YTD).

At the other end of the market, the final nail in
the coffin of large MPVs was hammered in by

FASTEST-GROWING MAJOR

BRANDS* YTD FEB

130%

0% —

0% —

0%
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MARKET SHARE BY SEGMENT YTD 2020

40%

the Mercedes Vito, which became the top-selling
(or perhaps the least-worst selling) vehicle of this
type. When avanwith windows outsells purpose-

designed cars, the game is up. Indeed, the MPV

game is up across the market. In the B-segment,
registrations of MPVs were down 85%, with the
whole sub-segment selling a negligible 114 units

YTD. In the C-segment, things were a little better

with sales of 4,375, but that is still less than 5%
of total C-segment registrations. With four of the
top five sellers being van-based, it is again hard
to see many companies designing another
bespoke C-segment MPV.

Talking of the C-segment, it has taken a record
40.7% market share YTD. From the 1980s to the
2000s, the B- and C-segments both bounced
around 25-30%, but the advent of Qashqgai-sized
crossovers made C-segment the default choice
for car buyers. It has also made the D-segment
obsolete (just 1.4% YTD; a segment that took
20% in the 1980s). Today, almost no private buyer
would choose a Mondeo over a Kuga. Car buying
habits seem to be polarising. Three segments
(B, C and SUV) now account for 84.5% of total
sales - yet another record.

DAVID FRANCIS

FASTEST-FALLING MAJOR
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SPONSOR’S COMMENT

By Richard Jones,
managing director,
Black Horse

In our industry, and indeed
across all business sectors,
climate change is the
driving force that will
eclipse everything else for the
foreseeable future. As lenders and
intermediaries, we have a vital role to
play in supporting the UK's ambitious
sustainability agenda, but I call out four
areas that need urgent attention if we
are to be successful:

1. The cornerstone of lending regulation
is the Consumer Credit Act, but it may
be too rigid to be the regulatory regime
that underpins the kind of product
innovation that could help increase the
uptake of low emission vehicles.

2. We need clarity on the road to zero.
The majority of today’s UK transport
assets are financed or leased, often
including some form of residual value
(RV) risk transfer. What happens if the
political and regulatory worlds cannot
deliver the clarity that business needs?
The risk of volatile RVs goes up, so
prices go up, customer and business
affordability is impacted and we create
real risks to the economy.

3. We need to see a Government-led
investment plan for a zero-carbon
economy. That requires much greater
investment in infrastructure NOW to
support electrification. A recent Financial
Times study forecast that £90 billion is
required to electrify the road network
and upgrade the electricity networks in
order to support the UK's net zero
ambitions. So far, only one major
announcement has been made by the
Government — for £400 million. Contrast
that with more than £100 billion for HS2.

4. Bringing all of this together, we
need a managed, progressive transition
plan to get the UK to a net zero carbon
economy. A long-term plan that gives the
biggest issue of our time the respect it
needs.

Let's work together to support a greener,
sustainable future for the UK.

blackhorse.co.uk/
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Volumes decline
but fleets are stable

The UK’s new car sales volumes declined 2.9%
in February to 79,594, which leaves the UK’s
new car market down 5.8% year-to-date at
228,873.

Private registrations declined 7.4% last
month as 2,741 fewer people took delivery of
new cars.

Fleet demand, however, remained stable,
up by 31 registrations, according to the Society
of Motor Manufacturers and Traders (SMMT).

Demand for both diesel and petrol cars fell,
with registrations down 27.1% and 7.3%
respectively, as diesel’s market share declined
to 21.9%.

Hybrids recorded an uplift of 71.9% to 4,154
units, while registrations of EV and PHEV
models continued to enjoy growth, with
battery electric vehicles (BEVs) rising more
than three-fold to 2,508 units and plug-in
hybrids (PHEVs) up 49.9% to 2,058.

The SMMT called on the Government to
remove VAT from electric vehicles to boost
sales.

The soon-to-be-replaced Golf Mk7
became the UK’s most popular new car
in February, with 3,457 registrations,
pushing the Ford Fiesta into second
place with a 334 unit shortfall. Fiesta
remains the best seller year-to-date,
however, some 1,726 registrations
ahead of Golf.

The British brand had two models in
February’s top 10 sellers: the ever-
present Corsa with 1,871 registrations
plus the Grandland X SUV not far behind
with 1,540. The latter car is about to
gain Vauxhalls first plug-in hybrid
powertrain, cutting official CO2
emissions to 34g/km.

© BMW

Its medium-executive 5 Series range
actually outsold the more volume-
focused 3 Series in February, with 1,286
registrations. The smaller car was only
60 units behind, however.
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Marque

Volkswagen
Ford

BMW
Mercedes-Benz
Vauxhall
Audi
Toyota
Skoda

Kia
Peugeot
Nissan
Seat
Hyundai
Citroén
Land Rover
Mini

Volvo
Honda
Renault
Fiat

Suzuki
Mazda

MG

Jaguar
Dacia
Lexus
Mitsubishi
Porsche
Jeep

DS

Abarth
Alfa Romeo
smart
SsangYong
Bentley
Maserati
Subaru
Lotus
Alpine
Chevrolet
Infiniti
Other British
Other Imports

2020

8,948
8,462
6,854
b,745
5,132
4,485
3,740
3192
3,054
2939
2,788
2,696
2,469
2,152
2,081
2,044
1.802
1799
1320
1,097
1,021
948

883

848

823

417

397

278

February

% market | 2019
share

11.24 7960
10.63 10,390
8.36 6,870
122 6,088
6.4 4,906
b.63 b2
470 2632
401 2,953
3.84 3,281
3.69 321
350 241
3.39 2631
310 2,682
270 2,26
2.61 1,659
287 1891
226 1705
2.2 1762
1.66 1942
1.38 95b
1.28 2,750
119 1643
Al 448
1.07 991
1.03 1,008
0.3 262
0.50 091
0.35 204
019

018

0.16

0.4

0.10

0:10

0.05

0.03

0.03

0.00

0.00

0.00

0.00

0:10

0.63

% market {94

share

N
12.68
8.3
143
b98
6.24
3.09
3.60
4.00
399
301
297
3
171
190
231
2.08

change

-18.56
-3.14
-5.63

-12.27

-1.94
-3.32

WL s [os8

Sponsored by
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NEW CAR REGISTRATIONS

Year-to-date

2020 | % market | 2019
share

% market {4
share  Neiange

N8 (872
24,839 | 10.85 27M9 |12 -8.07
16,732 | 731 16,423 | 6.76
16,876 | 7.37 18,337 | 755 -197
14,368 | 6.28 17185 | 7.06 -16.25
14,265 | 6.22 13,744 | 5.6
11,643 | 5.09 1107|457
8,168 | 3.6 8,360 | 3.44 -2.36
9338 | 4.08 11,609 | 478 -19.56
8,008 | 3.63 8926 | 3.67 -9.59
11039 | 482 9460|389
7897 | 3.45 7963 |37 -0.70
6,476 283 8460 |3.48 -23.48
5202 |2.27 6,113 251 -14.90
769 1336 7160 29
4278|187 162|212 -16.80
5909 |28 b784 2.8
4989 1218 b447 | 124 -8.32
1.85 b307 218 -20.41
1.23 2631 |1.08
1.23 b756 | 2.37 -51.09
1.30 4207|176 -30.33
119 1202 049
1.39 nz 1.28
0.89 3483|143 -41.29

0.62 1269 |0.52
0.79 1904 (078 -4.94
0.40 785 0.32

hol 0.23
n 0.13
365 0.15 -4.11
408 0.17 -23.04
691 0.28 -84.80
27k om -3
175 0.07
7 0.05 -21.49
28 0.10 -70.56
7 0.00
N 0.01 -41.62
2 0.00
48 0.02
337 014 -11.57
346 014

228,873 242,982 -5.81

am-online.com



INTRODUCING THE

GAME
CHANG

Portfolio 3Sixty

Why wave goodbye to customers?

Portfolio 3Sixty is the new, powerful customer
retention tool. Now you can bring more people
who've previously bought a used car from you,
back to your dealership at the right time for
them - and generate more sales.

Portfolio 3Sixty is powered by Autofutura
and brought to you by Black Horse.

Learn more at blackhorse.co.uk/P360

blackhorse

ot

Power your sales team

Portfolio 3Sixty uses the
Black Horse data you already
have to bring customers back

to buy their next used car.

00O

Tailored for customers

By building greater insight you
can offer bespoke upgrades at
the optimum time in the
customer’s finance deal.

=

| ———

Get ahead of
the competition

Start using this automated
tool to help you retain
more customers.
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financg offers
apanese and Korean manufacturers
came out top for how retailers rated
the competitiveness of their retail
finance offers in the National

Franchised Dealers Association (NFDAJ's latest

Winter 2019/20 Dealer Attitude Survey (DAS).

Toyota was the clear leader with a near perfect
rating of 9.1 out of 10, followed by Lexus with 8.7 and
then Kia at 8.2. The average for all manufacturers
was 6.7.

The research for the latest survey was carried out
in January this year, with an overall response rate of
40% on average, representing a network size of
4,569 dealers across the UK. The overall ratings
across all other manufacturers were still quite
strong, showing most are posting competitive offers
quarter-on-quarter, with the lowest at 4.9 with Alfa
Romeo, followed by fellow FCA Group brand Abarth
at 5.1 then Mitsubishi and Subaru in joint third
bottom place with 5.2.

Toyota also did well in the ratings for how retailers
view its approach to finance targets, with the
Japanese brand leading the pack with 8.6 out of 10,
followed by Suzuki and Kia in second place with 8.5
and then Mercedes-Benz with 8.3.

However, it was Mercedes-Benz that was the
highest rated for the actual earnings potential on
offer for retailers with a rating of 8.7, followed by
Toyota and Lexus again in joint second place with 7.9
and then Nissan in third with 7.7.

Toyota's Q1 offers have a strong 0% showing with
all but two from its model line-up available with no
interest offers. It's just the Land Cruiser and Proace
that are running a higher APR of 5% until the end of
March. The Aygo, Yaris range, Corolla range and Rav
4 Hybrid are all available for under £300 a month,
much lower than Q1 average of £344 across all of
AM'’s compiled representative examples.

Toyota also has the strongest 0% offer range out
of any of the other high flyers from the latest DAS.

Mercedes’ earnings potential will be helped by the
volume the brand is pulling in so far this year
compared with premium competitors, even though
the brand is down YTD.

The finance house will be earning more interest
overall too due to Mercedes” 6% APR across its
range.

The lowest rate finance for Lexus is on the IS F
Sport at 1.9% APR at £329 a month, while Kia is
matching Mercedes for APR on most of its model
range at 6%. The Korean brand does have a couple
of 0% offers that stand out as good deals for the
XCeed and the Sportage, which are priced at £303
and £265 a month respectively.

Q SEARCH FOR FINANCE OFFERS

o . .

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

14 APRIL 2020

Sponsored by

blackhorse ‘?Q"’\‘

FINANCE OFFERS

TOP FINANCE DEALS FOR RETAIL BUYERS

Model Finance | Deposit | Term | Monthly | Final | APR ‘Ufferends
type payment | payment

Toyota

AYGO x-play 1.0 VVT-i Manual PCP £169 | 48 | €169 | £3311.25 | 0.00% | 31/03/2020
Yaris Y20 Petrol 1.5 VVT-i Manual PCP | £3684 | 42 | f£169 |€542250 | 0% | 31/03/2020
Yaris Y20 Hybrid Petrol 1.5 VVT-i Auto PCP | £4769 | 42 | £189 | £708750 | 0% | 31/03/2020
Corolla Hybrid Design 1.8 VVT-i Auto PCP | £6731 | 42 | £229 | £10,890 |0.00% | 31/03/2020
Corolla Touring Sports Hybrid Design 1.8 VVT-i Auto PCP | £6419 | 42 | £239 |£11,812.50|0.00% | 31/03/2020
C-HR Hybrid Orange Edition 2.0 VVT-i auto PCP | £5198 | 42 | £339 | £15532 |0.00% | 31/03/2020
RAVA Hybrid Design 2.5 VVT-i Auto AWD PCP | £8806 | 24 | £279 |£20,002.50)0.00% | 31/03/2020
6786 Club Series ‘Blue Edition’ 2dr Coupe Petrol 2.0 Bover D-4SManual | PCP | £6169 | 42 | £349 |£12,037.50| 0.00% | 31/03/2020
Prius Business Edition-+ 1.8 VVT-i Auto PCP | £4467 | 42 | £329 | £13275 |0.00% | 31/03/2020
Prius+ Icon 1.8 VVT-i Auto PCP | £2839 | 42 | €339 |£14,42250)0.00% | 31/03/2020
Land Cruiser Icon 5 dr 2.8 D-4D Auto PCP | £9806 | 42 | 569 | £22.770 | 4.90% | 31/03/2020
Hilux Invincible 3.5t 2.4 D-4D 150 DIN hp Manual HP | £6990 | 60 | £399 £399 | 0.00% | 31/03/2020
Proace VERSO Family Compact 2.0 150hp Manual PCP | £2240 | 42 | €599 | £12915 | 5% | 31/03/2020
UXF Sport with Premium Plus Pack PCP | £7819 | 42 | €329 |£1815750| 39% | 31/03/2020
CTF Sport PCP | £7889 | 42 | €269 |£12,015.00| 3.9% | 31/03/2020
IS F Sport with Premium Plus Pack PCP | £9753 | 42 | €329 |£1590750 | 19% | 31/03/2020
NX with Premium Pack PCP | 7614 | 42 | £349 |£19,035.00| 3.9% | 31/03/2020
ES with Premium Pack PCP | £9068 | 42 | 389 |£16,875.00| 59% | 31/03/2020
RCF Sport PCP | €12.324 | 42 | £389 |€17662.50 | 59% | 31/03/2020
LC500 with Sport Pack PCP | £23827 | 42 | 799 |£3651750| 59% | 31/03/2020
LS with Premium Pack PCP | £26697 | 42 | £799 |£31500.00| 59% | 31/03/2020
Picanto 2 1.25 manual PCP | £1205 | 36 | £189.02 | £4305.90 | 5.90% | 31/03/2020
Rio 2 1.0 T-GDi manual 1SG PCP | £159550 | 36 | £249.23 | £623410 | 6% | 31/03/2020
Ceed 3 1.0 T-GDi IS6 PCP | £2146 | 36 | £282.05 | £8959.05 | 5.90% | 31/03/2020
Ceed Sportwagon 2 1.6 CRDi 1SG PCP | £2110 | 36 | £29986 | £7871 |5.90% | 31/03/2020
ProCeed GT-Line 1.4 T-6Di 1SG auto DCT PCP | £2543 | 36 | £346.24 |£10,695.30| 5.90% | 31/03/2020
XCeed 3 1.4 T-GDI ISG PCP | £4819 | 36 | £30292 | £12.006 |0.00% | 31/03/2020
Niro Self-Charging Hybrid 3 1.6 GDi 1.56kWh batteryautoDCT | PCP | £2.706.50 | 36 | £368.68 | £12,153.75 | 5.90% | 31/03/2020
Niro PHEV 2 1.6 GDi 8.9k\Wh battery auto DCT PCP | £3026.50 | 36 | £434.48 |£13,010.30 | 5.90% | 31/03/2020
Soul EV First Edition 64kWh lithium-ion battery auto PCP | £337950 | 36 | £555.52 |£14,422.45|5.90% | 31/03/2020
Optima Sportswagon 3 1.6 CRDi ISG PCP | £2565.50 | 36 | £425.45 | £7818.30 | 5.90% | 31/03/2020
Stinger GT Line S 2.0 T-GDi PCP | £359750 | 36 | £541.57 |£14,329.85 | 5.90% | 31/03/2020
Stonic 3 1.6 CRDi manual PCP | £199850 | 36 | £296.89 | £7.685.80 | 5.90% | 31/03/2020
Sportage GT-Line 1.6 T-GDi 1SG 2WD PCP | €5177 | 25 | £264.83 | £14,352 | 0% | 31/03/2020
Sorento KX-2 2.2 CRDi 8-speed auto 1SG PCP | £3565 | 35 | £44274 |£15,649.40 | 290% | 31/03/2020
Mercedes-Benz

A-Class A 180 SE PCP | €4003 | 48 | £280.62 | £8950 | 6% | 31/03/2020
E-Class E 220 d SE Estate PCP | £714612 | 48 | £512.99 | £14,800 | 5.9% | 31/03/2020
C-Class C 180 SE Saloon PCP | £553263 | 48 | £434.45 | £9450 | 6% | 31/03/2019
E-Class E 200 AMG Line Edition Saloon PCP | £712513 | 48 | £62274 | £14150 | 6% |31/03/2019
C-Class C 180 AMG Line Edition Estate PCP | £6293 | 48 | £46768 | £12175 | 59% | 31/03/2020
GLC 220 d 4MATIC Urban Edition PCP | £6,672.75 | 48 | £455.70 | £15,075 | 6% | 31/03/2020

am-online.com



Sell faster.
Buy smarter.

Simple,
Strqightforwqrd Selling your vehicle
and online is easier, faster and

more convenient
with the UK's largest
digital marketplace.

47 dealerauction

Register online today and get your first month free.

dealerauction.co.uk
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MAY 21, BRITISH MOTOR MUSEUM

THRIVE IN A DRAMATIC NEW DECADE OF AUTOMOTIVE RETAILING

SESSION THEMES e Dealer investment in EV infrastructure ¢ Move to zero emission zones
e Used car - Impact ¢ SMR - Shortfall ¢ ADAS implications of aftersales ¢ Regulation compliance

For further information and to book, visit www.amretailcongress.co.uk
For sponsorship enquiries please contact sheryl.graham@bauermedia.co.uk
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OPINIONS

VIEWPOINT

CAR INDUSTRY’S ROLE
IN “DYSTOPIAN’ FUTURE

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

AMPOLL

DO YOU EXPECT BATTERY ELECTRIC
VEHICLES TO STILL REQUIRE AN

ANNUAL SERVICE?

PROFESSOR JIM SAKER is director of the

9 Over the past few

years | have received
an increased number
of requests from TV
and radio stations to pass comment
onarange of issues facing the auto-
motive industry.

Mostly, these comprise fillers
where one is adding little to the
debate. A recent request was to
appear on The Big Questions
programme hosted by Nicky
Campbell to debate whether
capitalism can save the planet.

Included was one of the founders
of Extinction Rebellion plus a range
of people who believed that big
business was inherently self-
seeking at the expense of both the
workers and the environment.

It appeared | had been invited to
comment on the car industry’s role
in this dystopian view of the world
and its immediate future.

One of the key themes to emerge
was the role of the Government
within the market system. Obviously
some expressed the view that
everything should be nationalised
i.e. Northern Rail. The argument
being that Governments take a
longer-term view than that of
industry. During the debate there
were constant reminders of
‘Dieselgate.

My problem is that | don't believe
Governments do plan long term. At
the most they are looking at a five-
year horizon outside of which they
can make any statement or predic-
tion they like as it has no bearing on
their prospects of re-election.

Boris Johnson's claim that there
will be no new petrol/diesel or
hybrid cars sold after 2035 is a case

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

in point suggesting that only EVs
will be available for purchase.

My view is that Government has
not learnt from the mistakes of the
1980s when everyone was encour-
aged to buy diesel powertrains
which, along with the VW issues,
has led to the demonisation of
diesel now.

InJohnson's statement he ignores
hydrogen fuel cell hybrid and all the
other potential alternatives that are
likely to come into production in the
next 15 years. Surely Governments
should be setting targets, not telling
industry what strategy they should
use to achieve them. A statement
that says that only vehicles with
zero or environmentally benign
emissions by 2035 allows the inge-
nuity of the sector to come up with
the most efficient and profitable
way of achieving this.

Perhaps the most significant
issue was the role played by the
Committee for Climate Change
who urged for hybrids to be included
in the Johnson targets.

The challenge is that they are also
quoted as stating that widespread
personal vehicle ownership ‘does
not appear to be compatible with
significant decarbonisation'.

If what they are saying is that for
the carbon targets to be achieved,
we need to restrict either the
number of vehicles sold or that
people will not be free to purchase
then this would have a dramatic
impact on our sector.

As yet, the debate has yet to move
on to this topic but when it does the
consequences are going to be
greater than simply trying to get
more EV charging points installed.

NO:
29.7%

YES:
70.3%

The prospect of broad adoption of electric vehicles by the
middle of next decade has left motor retailers concerned
about the future of their service income when new cars no
longer require oil changes.

However, many in the UK automotive industry still expect
electric cars to require a scheduled service annually. Most
of those suggested that the service will be shorter and less
involved than that currently performed on internal
combustion engines.

“If not for maintenance, there should still be an annual
inspection for preventative maintenance and safety, no
different to any other vehicle,” said one respondent to our
AM-online poll.

Another said it will likely be an inspection service as
brakes, lights and tyres still require checking.

One suggested that complex electronics and sensors for
driver assistance systems could make the need for regular
checks even more important.

Among those who believe the annual service requirement
will cease with EVs, one said avoiding the service should be
one of the selling points, and another claimed that the
majority of cars already on UK roads are not serviced
annually and he doesn't expect this to change with battery
electric cars.

One voter suggested longer service intervals, such as
biennial, would be sufficient.

“THE COMMITTEE FOR CLIMATE CHANGE
URGED FOR HYBRIDS T0 BE INCLUDED
IN THE JOHNSON (2035) TARGETS”

NEXT MONTH: ARE YOU CONFIDENT YOUR TEAMS
ARE BOOKING BACK MOST DEFERRED ‘AMBER’

WORK FROM SERVICES?
VOTE NOW AT AM-ONLINE.COM/POLLS

APRIL2020 17






Without ecommerce,
your website isn't complete.

Demand for online vehicle sales is expected to
increase massively over the next three years™.
Consumers expect to find what they want, when
they want, and where they want it, without
compromise. Luckily, you don't have to puzzle

over which platform to use to meet that demand.

NetDirector” Auto-e from GForces will
future-proof your business. It fully embraces
omnichannel retailing, enabling you to present
a seamless purchase path that can be wholly

online, or a mix of both digital and physical
touchpoints.

Disruptors and key industry players are moving
in on the huge opportunities ecommerce
presents. NetDirector” Auto-e enables you to
do the same, with all the tools you'll need to

facilitate transparent online transactions. G F O R C E S

Complete your online offering with www.gforces.co.uk
NetDirector® Auto-e. Let’s go. 01622 391 947

“Used Car Retailing: No More Silos Anymore, Albeda, 2019
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IF YOU GET TO ONE,

TWO OR THREE PER

CENT IN THIS MARKET
THAT MAKES YOU A VERY, VERY

BIG PLAYER
ALEX CHESTERMAN

-
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@ecf Trust us to add extra value to added-value services.
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Discover why, search ‘AutoProtect case studies’
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FACE TO FACE: CAZOO
ONLINE REVOLUTION

The motor industry may have dipped a toe in the online retail pool, but one of the
UK's foremost digital entrepreneurs has just leapt in head-first. Tim Rose reports

here’s a new option in the
UK for consumers who
want to spend less time
choosing their next car.

Online  motor retailer
Cazoo began sales in December and had
already sold dozens of used cars to
customers from Cornwall to Scotland when
AM was invited to exclusively interview
its founder and chief executive Alex
Chesterman in January at its London HQ.

Chesterman has a track record of
launching and growing digital innovations,
including property firm Zoopla Property
Group and movie subscription business
LoveFilm, and received an OBE from the
Queen in 2016 for his services to digital
entrepreneurship.

Now Cazoo is his latest start-up, aimed at
securing a slice of a marketplace where
e-commerce has been slow to emerge
among traditional businesses. Only five
years ago, most dealers and carmakers
were still openly saying that consumers
wouldn't buy cars online.

Chesterman does not believe the
automotive retail sector is ripe for
dominance by a start-up anytime soon, but
the opportunities are clear. His initial aim is
towin a 1-2% share of the UK's eight million
annual used car market, which is valued at
around £50 billion. Cazoo has raised more
than £80 million in funding from investors
and venture capitalists since Chesterman
identified a gap in the car sales market in
2018 and started to create the online
business.

Chesterman said: “I don't think that one
size fits all. You've a market where some
people shop at small dealerships, some at
large dealerships, some at car super-
markets, because there’s a whole variety of
customers out looking for different things.
We're just a new, different thing which will
appeal to some customers, but not all.

“It's a big enough market that nobody has

a massive market share. The biggest
players have single digit shares... if you get
to one, two or three per cent in this market
that makes you a very, very large player.
Their revenues are £1bn.”

The inference is that Cazoo should be
capable of around 100,000 annual sales
within a few years from launch. To put that
into context, top 10 AM100 group Arnold
Clark sold 215,000 used cars in 2018 from
its network of around 200 sites.

Prior to launch, Cazoo signed a contract
with BCA for the remarketing group to
prepare more than 50,000 cars per year at
a dedicated site in Corby, Northampton-
shire, which can store up to 6,000 vehicles
at one time.

Chesterman said every sector of retail
which is “property heavy” attracts online
start-ups. Britain's high streets are strug-
gling because of lower footfall caused by
consumers deciding to move a proportion
of their spend online, and physical stores
have not kept pace with consumers’
demand for convenience.

He said the UK is quite special in this
regard — consumer behaviour has changed
quicker than almost anywhere else in the
world. Now about 19% of total retail sales
is online in the UK, whereas in the USA it's
only 9%.

The factors he attributed to this change
include high internet adoption, good broad-
band speeds and the compact UK geography
and proximity of its population centres.

“Whether it's food or fashion, there’s an
ability to deliver an amazing experience to
consumers in the UK because of such a
high-density population. Almost every
online shopping business now offers you
pretty much instant gratification. In other
markets, that's not quite the case. Our
hypothesis is it will start to change within
the auto industry, because why should it be
any different? So there is a proportion of
consumers who will prefer the experience

of being able to do this from the comfort of
their home and have it delivered.”

Chesterman takes a pragmatic view,
nevertheless, that eight in 10 total retail
transactions still happen offline, and he
dismissed suggestions that online retail will
completely up-end the car market and
threaten traditional dealers.

“I don't think that's a genuine concern,” he
said. “I think we offer an alternative form of
transaction, but the majority of the market
will continue to transact for a period of time.
| don't know how long, or what proportion,
but we'll see.”

Chesterman reiterated that the market
was large enough to allow different retail
models to co-exist. Good businesses in
physical dealerships that continue to serve
their customers will have little to fear, he
said. But businesses that don't adapt to suit
changing habits will have problems.

Cazoo's national marketing campaign
kicked off at the beginning of February with
a multi-million pound investment in TV, radio
and outdoor poster sites, aimed at putting the
brand in front of 85% of UK adults.

Research of UK consumer habits has
helped to shape Cazoo’s proposition. Online
buyers want convenience, trust and assur-
ance that their expectations will be realised.

To give buyers confidence, all cars listed
on Cazoo have passed a provenance check
and 150-point inspection, received refur-
bishment, have service history and a recent
MOT certificate, and are listed online with
360-degree, detailed images. Any minor
imperfections that couldnt be refurbished
are highlighted by a yellow warning sign.
Stock is typically up to seven years old,
priced from £5,000, and includes main-
stream and premium brands and models.

Customers can buy outright by credit or
debit card, or finance their purchase (PCP
or HP) through broker Evolution Funding at
atypical 8.9% APR. They'll then select
a delivery slot as little as 72 hours

APRIL 2020
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from purchase, or up to two weeks

away, and the car will arrive ina branded
delivery truck with at least 25 litres of fuel and
seven days’ driveaway insurance cover from
Tempcover, a 90-day warranty and roadside
assistance.

From delivery, there's a hassle-free seven-
day trial period during which the buyer can
reject the car and have it collected for free
(customers who've already rejected one car
within 12 months must pay a £100 collection
fee for subsequent collections).

Chesterman said it is vital that Cazoo offers
choice - currently around 2,500 cars are
listed on its website at any time —and it stands
behind the quality of those cars offered.
Pricing is transparent, there is no negotiation,
and the convenience it offers is paramount. If
anything goes wrong, Cazoo's support centre
operates 7am to 9pm, seven days a week.

“Over the past decade consumers are
becoming more demanding. It's become the
norm in almost all other sectors that you can
buy it, try it and send it back if you don't like
it. It's a fundamental change in the demands
that consumers make. | think the bar has
been raised versus 10-20 years ago.”

He has studied Carvana in the USA, which
has grown in the past six years into an online
operation selling almost 100,000 cars. But it
has struggled to secure profitability.

The sales volume Carvana now achieves in
the USA added to Chesterman's confidence in
the UK. He admitted it needs early adopters —
confident tech-savwvy buyers - because
spending thousands of pounds online “requires
people to take a leap of faith”, he said.

Yet he contrasted this with the UK's peer-
to-peer used car market, consumers buying
used cars direct from owners, where there
are no legal protections for buyers yet some
two million transactions take place each year.

Asked if Cazoo has experienced resistance
from the UK motor industry, he said only
in the form of vocal industry naysayers who
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_ TO THOSE WHO SAY THIS ISN'T WHAT
| GNSUMERS WANI: 'M HERE T0 TELL

view the

venture  with  scepticism.
Chesterman said Cazoo is “heads down,
doing our thing”, so this isn't a concern, and
the company is not relying on the support of
any key industry figures or needing to engage
with potential competitors either. “I'm sure
they understand their customers better than
| do, but to those who say generally this isn't
what consumers want, nor how they will
transact, 'm here to tell them they're wrong.

“I can prove, having only been trading for
weeks, consumers are buying cars online,
and plenty of them.” Sales have exceeded
1,000 in its first 12 weeks.

For the launch, stock was selected through
analysis of industry data and what other
dealers were stocking, but now Cazoo
gathers its own data on what its website
users are looking for. As the business grows
over time its stockholding should increase to
around 20,000 units to give optimum choice
for a large customer base. Speed of sale is
not a priority, and Chesterman said Cazoo’s
stock turn aim is “very similar to the rest of
the industry”. The industry average is around
six to eight times annually.

Some industry observers see Cazoo's
outsourced vehicle preparation and storage
as a risk to the operation, given its need to
build its brand and garner trust quickly.
Chesterman said he can trust BCAs
expertise in reconditioning and transporting
vehicles, and there are around 40 Cazoo staff
on site at Corby overseeing quality control
and processes very closely with BCA.

The bit the consumer sees, the final stage of
delivery and handover to the buyer, is done by
Cazoo's own uniformed delivery specialists.

“The consumer experience is absolutely
central to what were doing, and we totally
control that,” he added. “Used car delivery
requires a good standard of handover and
explanation, because it's what the customer
values highly.”

He said outsourcing to a bunch of “random
drivers” with a fleet of trucks would have
been an easy and cheaper thing to do, and
anybody can “do it improperly”, but the risks
in taking that approach are enormous.

As Cazoo offers a wide range of choice, its
delivery specialists are trained to have a
broad knowledge about the essentials a
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buyer needs to know at the handover,
such as where the fuel cap release
button is and how they pair their mobile
phone to the car.

Research has shown there are
certain things consumers care about
on every car that are the same. Then,
if a buyer has a specific question, the
delivery specialists carry a tablet PC
so they can get that answer quickly.

“We dont need them to know
everything about every car. They need
to know where to go to get the answer,
and we arm them with that,” said
Chesterman.

His own car buying experiences, of
variable quality, have helped shape his
view about the importance of the hand-
over. One occasion in the USA left him
“blown away” and feeling that the
dealer had properly thought ahead
about what his customer would need
to know. Chesterman admitted it
significantly changed his perception of
that dealership and the extent that
its staff cared. In contrast, his

am-online.com

itive experience for the consumer

experience buying a much more
expensive car in the UK was okay, but
unimpressive.

“The difference between us and
certain others in the industry, if there
is one other than digital versus physical
dealership, is weve always been
consumer first in our thinking. I've
always come at things from that
perspective of what is the best we
could do for consumers.

“And regarding profitability down the
road, we almost take the view that if
you do a great job with the consumer
the other bits that matter will fall into
place. You win repeat business, market
share, you get great word of mouth,
you build trust, and all of those things
should lead to a profitable business. If
you don't do all of those things you
won't have a good business.”

Those same sceptics who challenge
whether online used car retailing will
really take off have also suggested
Cazoo lacks sufficient ‘automotive
DNA' to succeed in a complex 3

BCA Buyer app
launches new
digital Sale
Day catalogue

Dene Jones, BCA chief marketing and data officer

The BCA Buyer app is proving a
highly successful addition to BCA's
suite of remarketing tools, creating
a digital journey to support buyers
whether attending sales physically
or joining remotely.

The app generates insight that
helps BCA meet the needs of its buyer customers,
creating additional buying power by ensuring that
buyers never miss the vehicles they are interested
in and helping buyers bid on any vehicle being
sold, whatever their location. More than 50% of
BCA's active buyer base has been using the app
since it launched a year ago.

BCA released a major update to the app in
February with the introduction of a new digital
Sale Day catalogue.

This new feature delivers the same content as the
daily printed catalogues available at BCA centres
nationwide but via a seamless online experience
with even more features.

The new digital Sale Day catalogue includes a
breakdown of each individual sale by vendor or
section at every BCA branch, with details of which
hall the sale is in, the current lot number and the
number of vehicles entered.

App users can drill down into the catalogue to
see the detail of each individual vehicle including
description, images, valuation data, grading and
BCA Assured reports. The new feature also
enables users to have a quick view of a selected
BCA centre's sale programme for the current and
next day's trading.

This update to the BCA Buyer app means
customers now have everything they need in the
palm of their hand for every sale day, no matter
how large the catalogue is, or which hall the lots
are being offered in. The BCA Buyer app is the
go-to mobile solution making sale day easy and
more productive for customers.

H Log on to bca.co.uk or call 0844 875 3480.

BCA
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business where mishandling part-

exchanges and stock write-downs
can wipe out profitability. Chesterman
responded that its strength is in having
plenty of ‘digital DNA, thanks to senior staff
hired from major online brands, plus it has
recruited veterans from Tesla, Auto Trader
and Manheim with their own specialist
knowledge.

In 2019, it announced the appointments
of brand director Lucas Bergman of Aviva,
digital marketing director Ercan Kamil of
MoneySuperMarket, head of finance Dan
Read from Zoopla, engineering director
lan Kershaw from Photobox Group and
customer experience director Katherine
Hurst from Paddy Power Betfair. And it
recruited former Auto Trader sales
director Kevin Harding, Tesla’s remar-
keting general manager Tony Long and
Manheim Vehicle Solutions director
Bryan Stringer.

“We've been delighted to be able to
attract the talent we've brought in, and the
funds we've been able to raise. | think
that's testament to what people see as the
scale of the opportunity... and that we're
trying to invent this category.”

He said although there are some
dealers doing online sales on a small
scale, that's difficult. Online operations
need logistics, a large stockholding and
national marketing to ensure people can
find the car they desire. That requires
more significant scale and investment.

And building that scale and investment
requires backers who are prepared to
wait for long-term benefits. Creating
something out of nothing means a
business such as Cazoo will lose money
for some time, he said, as would a new,
traditional dealership.

“The only difference between us and a
traditional dealer is we've just started to
build our dealership on the internet
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instead of on a particular street,” he
added. The appetite to invest has to be the
same and the level of investment needed
is significant, which has scared some
others away, he said.

“We have an appetite to invest and we
understand that requires losing money
in the first year or two, but we're in this
to build a profitable business. We've a
clear view as to when we want to turn
that corner. It's not something | want to
share publicly, but weve got savvy
investors behind us who want to see this
investment build as a profitable, long-
term, stable business.”

Chesterman, who has also invested in
carwow and car sales comparison
website Motorway, said that Cazoo's
expansion, in terms of the services it
provides, will be led by customers’ needs
and data. Immediate opportunities include
offering extended warranties and GAP
insurance to buyers at the point of sale,
and maintaining customer relationships
post-purchase so it can target them at the
right time in the future when theyre ripe
for changing the car again.

Being the cheapest is not critical. In
online retail, convenience trumps every-
thing, he said. Amazon didnt grow by
being the cheapest for books, but by
offering a larger selection. The internet

Sponsored by

THE CURRENT PROCESS IS
NOT FIT FOR PURPOSE. WE
TAKE AWAY THE NEED TO
TRAVEL, TO HAGGLE, TO SPEND
COUNTLESS HOURS AT A DEALERSHIP
AND TO RISK ANY BUYER'S REMORSE

gives choice in a convenient way.

Currently car buyers spend on average
12-14 hours researching online for their
next car. It's a long process, caused by
many not knowing initially what car they
want, but Chesterman said consumers
should get more help in getting to their
decision faster, and data will help online
car retailers do this in future, presenting
a more focused selection to a shopper.

“I do think transparency is an issue, and
| am in favour of a simpler process. If the
price is the price, and | don't have to go
three rounds with someone to get to the
actual price, it's shortening the process.

“The process of buying a used car is
outdated and not fit for purpose for
today's consumer... we take away the
need to travel, to haggle, to spend
countless hours at a dealership and to
risk any buyer’'s remorse.”

There’s similar opacity around pricing in
the property market. Avoiding “the
dance” to agree the real price in both cars
and property sales would make the
process more efficient, and would
remove the timewasters because
people can either afford the stated price
or they can't.

“The two most expensive purchases
are the two least transparent. Who does
that favour? | think transactions that
begin effectively with an argument are
not the most efficient way to start a
relationship. You could take a view that it's
a one-off, big-ticket purchase so ‘to hell
with the relationship, I'll extract the most
value', but we have no choice - as an
online-only dealer we've no face-to-face
exchange so we have to be fixed price.”

Chesterman said that is Cazoo's
opportunity. It's another; different choice
for different consumers.

FACTFILE

FOUNDED 2018

BEGAN TRADING December 2019
SITES Euston, London; Corby,
Northamptonshire

STAFF 300+




PartsPlus’

MORE Parts
MORE Availability
MORE Deliveries
MORE Offers
MORE PartsPlus

Ford’s new national network of PartsPlus
Centres for the trade has expanded fast.

With over 60 in place, wherever you’re located
in the UK you can benefit from a huge stock of
Genuine Ford and Motorcraft parts, as well as
our new Omnicraft non-Ford all makes range.

So now you’re never far away from great
service, expert product advice, unrivalled
technical know-how and the use of the latest
technology to ensure you get the right parts
when you need them. As well as exclusive
promotions and offers to save you money.

For more information and to find your nearest PartsPlus Centre visit:
PartsPlusUK.com



AWARDING YOU
WITH AN ONLINE

AUCTION PLATFORM
YOU DESERVE.

New name, new platform but the
same great vehicle auction service
that you've come to expect from
1link Disposal Network. The all-new
and improved 1link Trade Buyer
platform is coming soon.

&
> %

Our newly-designed auction platform has been reimagined from the ground
up. We've developed key features to bring you intuitive search functionality
and improved design making it easier for you to find the right vehicles to add
to your forecourt. What'’s more, you'll still get the low-cost, flat rate buyer’s

fee and exclusive access to thousands of quality ex-fleet, lease
and manufacturer vehicles.

www.1linkTradeBuyer.co.uk
Clm Trade Buyer
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Matt Moakes,
Chief executive, heycar
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Heycar only launched in the UK in
August last year but, already, it feels
like a familiar name. Can you remind
us how the business was formed?
Heycar was founded in Germany
through some of the innovation that
Volkswagen Financial Services were
creating in 2015 to try to determine what
a next-generation of automotive sector
businesses might look like. Heycar
quickly emerged as one of the project’s
big successes and was a huge hit in
Germany. Daimler wanted to have a
greater input in used cars and seized the
opportunity to buy into the business
later on. Our platform aims to be very
clean and transparent and to make it
easy for car buyers to find what they are
looking for. We have a really simple car
finance calculator and a simple system
based around monthly price, things that
people tell us they want to see.

How does heycar differentiate itself
from the other online classified adver-
tising platforms?

What we stand for is quality leads. Those
leads come with exposure. Auto Trader
has market dominance, yes, but we are
actively reaching out to customers. If you
are on a railway station or travelling on a
bus right now you're likely to spot a bill-
board promoting heycar. We went live on
TV and out of home on Boxing Day. What
we have seen from Cazoo is a platform
that is the norm in North America, but
has been a long time coming here. We
have a different proposition which offers
a choice of high-quality stock from estab-
lished dealers. Were also a very
consumer-focused  proposition  and,
through our relationship with various
manufacturers, we have access to
different types of stock.

In February, you bought the consumer
car-buying advice website Honest
John. To what extent was that designed
to offer further exposure for heycar?

We launched heycar to drive greater

DEALERS ARE
ROOTING FOR
HEYCARTO

WORK. PEOPLE ARE
ACTIVELY WILLING US ON
T0 MAKE AN IMPACT
MATT MOAKES, HEYCAR

trust and transparency. That's exactly
what Honest John has been doing for
the past two decades. The acquisition
of the site will allow us to achieve that
mission faster, by bolstering heycar’s
growth and industry presence. We're
always on the lookout for opportunities
to grow and to enhance the experience
for car buyers and drive commercial
benefit for our dealers, captive and
manufacturer partners, where
company values align. The independ-
ence and strong reputation of Honest-
John.co.uk has been earned through
the years and brings great value. We
willmaintain thisindependence through
the formation of a clear editorial code
between the two brands, continuing the
impartial tone HonestJohn.co.uk’s
millions of website visitors and tens of
thousands of newsletter subscribers
expect. Users of the Honest John
forum will not notice any difference.

Are there features that are not yet part
of the heycar offering that you would
like to be able to deliver?

We are working with dealers right now
to see how we can facilitate that direct
online click-to-buy service and bring
some of those selling points being
offered by Cazoo to market with them.
Transparency around finance offers is
becoming ever more important and |
think that, just as people can go to buy
a house with a pre-approved mortgage,
pre-approved finance facilitated through
our site could ultimately make life a lot

easier for dealers. Ultimately, we want
to add value for our dealer colleagues
and the consumer. Dealers are already
delivering the cars bought on heycar
direct to customers. Today that number
was 49 cars.

How much stock is now featured on the
heycar platform?

Today we have 154,000 vehicles listed on
our website. It was about 100,000 when
we launched (in August, 2019) and that
stock will grow. We now have 3,000
dealers represented on the site and that
has grown from around 2,500 when we
launched. The pricing model for retailers
is quite simple. You can list as many cars
as you want on the site and pay when
there is a customer that is genuinely
interested in a vehicle. We're well over
25,000 to 30,000 leads driven to dealers
since August, now. We have trebled the
scale of the business over the past three
months and that has been through
marketing spend and partnerships.

How effectively has the business been
able to gain traction in the sector, in
terms of building key relationships,
since the business was launched?
We've obviously had the support of
Volkswagen and Daimler and, from the
dealers’ side, retail groups including
Evans Halshaw and Jardine have been
on board since day one and have really
helped us to develop our UK proposition.
Coming from outside the industry | see
that, while there are a large number of
dealerships and dealer groups, they all
have their own characteristics. With the
bigger groups we may have been able to
make contact through VW or Daimler,
but we also have a commercial team
actively engaging with businesses and
helping them improve sales by looking
at their lead management systems and
the success of their local campaigns.
Dealers are rooting for heycar to work.
People are actively willing us on to make
an impact. TOM SHARPE
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A seismic shake-up of the Ford

network could have far-reaching
consequences for the industry as
a whole, report Tom Sharpe and
Craig Thomas

ord is embarking on the
biggest shake-up of any UK
franchised  car  retail
network since the collapse
of MG Rover in 2005.

Its decision to close between 160 and 180
of its 400 UK car dealerships as part of its
‘Ford 2025 dealer plan’ is of a larger scale
than Vauxhall's March 2018 announcement
that it would terminate the contracts of its
entire 324-strong network, when it trimmed
its scale by 100 sites.

Ford said in its statement on the new plan
that its dealer network and Ford of Britain
national sales company had undergone
restructuring over the past two decades - it
had more than 650 locations at the turn of
the 21st century - but added “dealer
network profitability is still not sustainable™.

In conversation with AM after the second
of two investor partners conferences at the
brand’s Daventry Academy on February 26,
Ford of Britain chairman and managing
director, Andy Barratt, insisted that there
would be no Vauxhall-style mass termina-
tion of dealer contracts.

But with a 2025 deadline for the network
transformation, the writing is on the wall for
smaller; ‘second tier’ franchisees who are
being asked to maintain their relationship
with the brand as an approved aftersales or
used car retailer.

I THINK
THAT
THE

Between 160 and 180 Ford
franchised retail sites are
set to close

With an electrification programme about
to restructure Ford's familiar product
line-up and a shift towards light commer-
cial vehicles (LCVs) where Transit already
dominates, which could see vans account
for 50% of all UK sales, the brand is poised
for a dramatic change in the way it does
business.

Barratt told AM: “| think the informed
dealers are very aware of the changing
automotive landscape and can see what's
happening to new vehicle demand.

“They can see the propulsion revolution
will bring change and opportunity and
talking to them they all felt change was
necessary.”

Barratt would not comment on just how
the shift towards a greater LCV market
share — with the help of products co-devel-
oped with the Volkswagen Group - and the

aim to bring the network’s franchisees up
from a 2019 return on sales (RoS) figure of
1% to 1.5%, with its top quartile earning 2%.

Aftersales kick-back

In the opinion of some long-standing ‘tier
two’ franchisees already earmarked to lose
their new car franchise, the profitability of
the aftersales-only sites Barratt wants to
retain will prove a bigger hurdle to Ford's
plans.

Barratt told AM a “local and personalised
aftersales service” would hopefully be
retained, by keeping of most or all
franchisees affected the network as after-
sales providers, which would help to ensure
its fleet and LCV customers continue to
benefit from 24/7 support.

The drivers are now assisted by 100
mobile maintenance vans, but Barratt

Ford's planned new car sales network : INFORMED closure of so many sites, will affect Ford's  clearly acknowledges the need for a
has already been mapped out to ensure = DEALERS ARE position as the UK’s volume leader. physical aftersales network.
dealerships are accessible to 90% of - VERY AWARE OF Ford sold 236,137 vehicles in 2019, 7% “I would be happy if we retained all those
customers within a 30-minute drive timein - THE CHANGING down on 2018's 254,082 -anewrecord low.  partners,” he said.
a similar fashion to Honda, which is | AUTOMOTIVE What is apparent, then, is that there is Franchisees set to lose the new car
currently in the process to shedding up to - | ANDSCAPE no guarantee of a doubling of throughput  franchise by 2025 issued something
55 of its 155 network (reported by AM in  ANDY BARRATT, for remaining franchisees after 2025. approaching an ultimatum to the blue oval
March 2019) in a bid to improve profitability. : FORD OF BRITAIN But Barratt said that the 2025 planwould ~ at February’s conferences.

KEY PRODUCTS
Kiesta «

Still the UK’s biggest selling car, despite an New in 2020, the Puma bhadge adorns a compact
18.83% reduction in volumes to 77,833 in 2019. crossover at the heart of Ford's push towards
Cost of electrification may threaten its high- electrification. Prices start at £20,845 for a car
; volume future, however. expected to outsell the similar-sized EcoSport.
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AMwas told that in a show of hands - after
the second day of meetings with the
departing ‘tier two’ franchisees - around
50% indicated they would consider retaining
an aftersales contract following the loss of
their new car sales business.

But one long-standing Ford retailer said:
“After that initial vote we were asked would
we be willing to retain the aftersales
function on the terms of our current
contracts. Nobody raised their hands.”

Disgruntled retailers are understood to
be wrestling with the idea of how they will
retain profitability on the brand’s current
warranty rate and income from parts, with
many suggesting that their Ford business
would not be viable without the flow of new
car sales from the historically volume-
driven brand.

“Yesterday's news was painful after all the
years we have spent with the brand. Painful
and disappointing,” said AM’s source.

“As it currently stands | would retain the
Ford franchise for aftersales after 2025, if
the contracts change. If they don't we will
be forced to look for other options.”

The leader of a larger Ford franchise
claimed that larger groups set to retain

AFTER
THAT
INITIAL

VOTE WE WERE
ASKED WOULD
WE BE WILLING
TO RETAIN THE
AFTERSALES
FUNCTION ON
THE TERMS OF
OUR CURRENT
CONTRACTS.
NOBODY RAISED

THEIR HANDS
LONG-STANDING
FORD RETAILER

their full Ford franchise face a different
challenge.

He said Ford’s desire to operate the
network with 60 to 80 investors, setting
aside many of its traditional owner-drivers,
would throw up difficulties due to the
creation of geographic “areas of influence”.

AM's source said: “Where two large
groups currently co-habit one of these
‘areas of influence’, | imagine there will have
to be sales and acquisitions to complete the
restructure.

“How will that pan out in terms of the
value a business can attract, given that you
will essentially be compelled to buy or sell
a dealership?”

Electric revolution
Ford has said the aim for its restructured
UK business is the creation of a more
targeted operation. It would have a strong
focus on growing its LCV business and
providing passenger vehicle customers
with a more defined portfolio, shifting
towards new automotive trends, including
electrification, connectivity, car-sharing and
online sales.

The drive towards electrification has to be

A |

concerted as stringent EU regulations for
2020/21 mandate fines of €95 (£83) per
gram of CO2 over a targeted 95g/km limit,
per vehicle sold, with a multitude of manu-

facturers expected to be in breach.

As the UK's biggest selling brand - and

one without a full electric vehicle (EV) in

its

line-up before this year - Ford has to move

fast to mitigate the legislation’s impact.

Graham Hoare, Ford of Britain's chairman,
and Barratt spoke to AM at the UK unveiling
of the brands debut EV, the high-
performance Mustang Mach-E, just ahead
of the announcement about the brand’s

network restructure.

The Mustang Mach-E arrives in the UK at
the end of the year and fulfils another one
of Ford’s ambitions - to explore online retail
more thoroughly - in that it is being offered

for sale exclusively online.
And while The Mach-E wont be

in

competition with the all-conquering Fiesta
in terms of sales volumes (Fiesta sales
were 18.83% down at 77,833 in 2019) there
are still hopes to sell thousands of units

annually.

Hoare explained the necessity of the O

first fully electrified Ford being

Still the Ford brand’s second biggest seller
following the launch of the latest generation of

| the C-segment hatchback. The Focus grew volume
| by 12.1% to 56,619 in 2019 (2018: 50,492).

o

«a

Kuga is set to be the first Ford to come with plug-in
hybrid, mild-hybrid and full-hybrid powertrain
technology. The current model generated a 3.2%
rise in volumes to 41,671 (2018: 40,398).
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something that captured the imagina-
tion of car buyers and placed the
brand head-to-head with Tesla.

He said: “We're embracing performance
here. Accessing electrification from that
entry point is really important, rather than
it being an also-ran. This is very differenti-
ated. It feels different, feels special.”

Barratt said: “From a technical point of
view, were putting a marker down that
we're serious about electrification. We're
talking about 13 electrified vehicles in the
UK this year, but putting a marker down
with a technically advanced, premium-
performance, electric car.”

Entering the EV market with expensive
halo models is a tried and tested route for
the likes of Audi, Jaguar and Mercedes-
Benz, but is a new model starting at around
£40,000 the right move for a volume brand
such as Ford?

Barratt explained that there are issues
with launching something like a Fiesta-E
when the EV market is at its current level
of maturity.

Range anxiety from small cars with small
battery packs and a disproportionately high
price may limit their appeal.

The trend is likely to make sales of Ford's
new range of electrified SUVs outstrip

FROM A TECHNICAL
POINT OF VIEW, WE'RE
PUTTING A MARKER

DOWN THAT WE'RE SERIOUS
ABOUT ELECTRIFICATION

ANDY BARRATT, FORD OF BRITAIN

FORD OF BRITAIN ANNUAL REGISTRATIONS
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Ford’s car sales have come under pressure from intense competition by premium brands and Korean rivals.

However it continues to dominate in the LCV market, where one-in-three new vehicle sales is a Ford.
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Source: SMMT

The Mach E will be offered
for sale exclusively online

those of historically big sellers such as the
Fiesta, Focus and Mondeo and potentially
result in their loss from UK dealerships.

For now, Ford's strategy is very much
based on using hybrid vehicles as a
stepping-stone to full electrification.

By the end of 2021, Ford’s range will
feature 48-volt mild hybrid versions of the
Fiesta, Puma, Focus, Kuga, Transit Custom,
Tourneo Custom and Transit.

At the same time, there will be self-
charging hybrid versions of the Mondeo,
Kuga, S-Max and Galaxy, as well as plug-in
hybrid Kuga, Transit Custom and Tourneo
Custom.

Barratt said: “We have a hybrid strategy
- whether it's mild, whether it's plug-in or
full hybrid, dependent on the car - and
that's where the bulk of our activity has
been.

“I don't believe the market is at the point
where people want a true small EV: they
want flexibility. But that doesn't mean to say
we're not working on those types of prod-
ucts in their next generation.”

Barratt claims to be unconcerned about
the PSA Group’s new crop of compact EVs,
led by the Vauxhall Corsa-e and Peugeot
e-208, stealing a march.

He claimed that they were too expensive
to appeal to the mass market “at this point
in time”.

Infrastructure challenges
Electrification presents Ford's franchised
dealers with a number of challenges.

Fitting chargers onsite is one thing,
getting a sufficiently dependable electricity
supply might be a more difficult civil engi-
neering task — perhaps a step too far for
some “tier two” retailers.

Barratt said: “If you look at an established
dealer that may have been there 50 to 60
years, given the increase in power
consumption they've got in other parts of
their business - whether it's power tools,
ramps, computing, anything else - it's o
the draw on the power. So does the

am-online.com



Our sales teams To achieve To receive more

are giving constant 23 vehicle than 100 [eads at
positive feedback on sales divectly just over 4 each,
the campaign’s lead attributable after ownly beiug

generation, with live for a few
weeks, is incredible

and bodes well for
the future.

to our Auto

fourteen sales (almosf Inveutory Ad
one per day), directly COmpaign is
attributed to our ads, fantastic. '

Richard Hudson, Managing

Michael Cook, Marketing
Director, Lawson Cars

Paul Greeue, Group Head of Digital,
Manager, Scottish Vauxhall

Kearys Motor Group

Facebook Automotive
Inventory Ads

powered by

AdTech
The writing’s on the wall for dealers not using Automotive Inventory Ads.
Facebook Automotive Inventory Ads take your stock to an active car-buying audience
on the world's largest social media platform. It's precision marketing that ensures
every click counts.
Harvest optimised |leads from a potential audience of millions. Deliver an end-to-end
customer journey that incorporates lead-generation forms, website enquiries, live

chat and valuations, all directly from Facebook.

Our Facebook Automotive Inventory Ad service is available to any dealer,
and offers optimised performance and impressive lead-generation.

GFORCES

01622 391 882
gforces.co.uk/facebook-automotive-inventory-ads



INTERVIEWS
MANUFACTURER

Despite challenges in th:e
market, sales appear to be
holding up right now

c substation feed have enough for the
site, or do we have to do a full energy
audit and then look at efficiencies in the
workshops - because, for example, you
may plug in a car to charge it and the ramps
get stuck?”

It's not just about changes to bricks and
mortar, though: the human element is key.
Staff at dealerships must be trained to help
customers find the best electrified option
for them.

“The education of that customer inter-
action is absolutely key, because many of
these are new customers that we would
never have seen before — maybe in other
brands oractually because theyre choosing
to own a car for the first time,” said Barratt.

“I think it's really exciting, but it's a real
challenge. So we're in the process of going

on a big education push involving
consumers.”

Part of that education process is the Go
Electric exhibition that is travelling around
the country after its time in London,
launching the Mach-E.

It will visit a further 50 venues across
the UK, with 200 days of electrification
evangelism to an estimated four million
consumers at the likes of Bristol Balloon
Fair and the Scottish Outdoor Show.

Although a Ford of Britain initiative,
dealers can also get involved, hosting test
drives or capturing the data of consumers
visiting the events.

Embracing change?
Even before the plan was hatched to close
a huge portion of Ford franchised retail

HIGH STREET STRATEGY SCRUTINISED

Ford of Britain and TrustFord’s leadership team
are set to discuss the brand’s high street retail
strategy in light of experience gathered at its
concession in the Next store at Manchester’s
Arndale Centre.

Ford opened the location with the help of
Rockar in August 2018 before handing it over to
TrustFord, the carmaker’s own dealer group, a
year later.

But the future of the brand’s presence on the
high street may now hang in the balance amid
viability concerns, AM understands.

Speaking to AM at the launch of the new Ford
Puma crossover, Ford of Britain's UK passenger
vehicle director, Lisa Brankin, was more candid.

She said the Arndale Centre project had been
an interesting experience for the brand, but
added: “If established high street names like
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Next are seeing a decline in footfall on the high
street, we have to question why we might want
to have a presence there. Does it deliver value?
The jury is still very much out.”

AM understands the Arndale Centre store’s
associated costs have proved too high for Ford
to consider moving beyond a second year.

TrustFord chairman and chief executive Stuart
Foulds said: “It's been a very interesting
experience for us.

“It's allowed us to gather a lot of customer data
and reach customers that wouldn’t otherwise
have entered a car showroom, and it’s been
particularly successful with crowd-pleasing
products like the Mustang and Focus RS.”

But he added: “The business model is
something that we might have to tweak to make
it into a more affordable scenario.”

sites, signs could be seen that some initial
restructuring of its operations might be
proving unpopular with retailers.

In April 2018 it started to build a Parts
Plus sales channel for trade parts with 84
centres across the UK. It takes parts sales
away from dealerships.

At the same time, the roll-out of Quick
Lane fast-fit facilities at larger FordStore
sites has further widened the gap between
the brands larger and smaller retail
operators.

In the Summer 2019 National Franchised
Dealers Association (NFDA) Dealer Attitude
Survey the brand’s average score out of 10
across all questions fell from 5.5 to 5.2.

Dealers’ view of the brand's alternative
fuel vehicle (AFV) offering attracted a
2.1-out-of-10 score, ranking it fifth from
bottom, while the current profit return
score was 3.3, down from 4.5 six months
earlier.

Barratt, however, did not seem daunted
with the adverse reaction from dealers:
‘| always believe there should be a
degree of tension between a manufacturer
and a dealer.

“There’s got to be positive tension. And
that positive tension is they look to us for
leadership on volume aspirations and
driving the market.”

Despite the challenges in the market,
Barratt thinks that sales are holding up,
which is keeping dealers content, at the
very least.

“We had a very, very good passenger
vehicle sales month in January,” he said.

“The dealers had a much better month
than they expected - and sales are a good
barometer of how happy they are when they
make money.

“They're happy.”
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Asséonnecte@®cars becomes more commonplace,
for who should own the data they produce is:

GDPR TWO YEARS ON DRAWING THE BATTLE LINES A QUESTION OF QUALITY
AFTER THE INITIAL PANIC AND CONFUSION, CONNECTED CARS COULD MARK A CRUNCH DATA QUALITY CAN SOMETIMES BE
HAS THE INDUSTRY GOT TO GRIPS WITH DATA POINT IN THE EVER MORE COMPLEX BATTLE (UESTIONABLE, BUT THERE'S NOW A RANGE
COLLECTION? FOR KNOWLEDGE OF CUSTOMERS OF TOOLS TO INCREASE ITS USEFULNESS
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GDPR: two years on

After initial panic and confusion, has the industry got to grips with data collection?

early two years on from the
introduction of general data
protection regulation (GDPR)
there's still confusion for
retailers over how they keep in
contact and maintain customer databases.

This confusion has meant that in some of the
most extreme cases dealers had wiped out
85% of their customer databases by pursuing
current customers to see if they wanted to opt
out of communications.

The intention was positive, but according to
Fraser Brown, managing director at dealer
consultancy company Motorvise, many dealers
did not realise they could still continue to
contact existing customers based on
“legitimate interest”.

The Information Commissioner’s Office (ICO)
own guidelines state although organisations
can generally only send marketing texts or
emails with specific consent, there is an
exception to this rule for existing customers,
known as the ‘soft opt-in’.

This means dealers can send marketing texts
or emails if they have obtained the contact
details in the course of a sale (or negotiations
for a sale) of a product or service to that person;
they are only marketing their own similar
products or services; and they gave the person
a simple opportunity to refuse or opt out of the
marketing, both when first collecting the details
and in every message after that.

Brown said: “Many consultants and legal
firms were professing the need to gain opt-in
consent to allow dealers to contact customers
and there was a belief the way we could do
business would change beyond recognition.
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“After a couple of months after the deadline
for GDPR in May 2018 most dealer groups had
already committed to pursuing existing
customers for consent to continue communi-
cation rather than the commercially sensible
option of legitimate interest.”

Brown said that when writing to an existing
customer to ask them to consent to marketing,
it is likely that at best 15% will actively opt in.

Dealer management systems (DMS) did
eventually catch up with the legislation, but
Brown said many went into overkill mode with
more than 12 different options for the customer
to choose from.

Brown said: “We have spent much of the last
two years going into dealer groups and sorting
out the mess left by poor advice and opt-in
consent guidance, changing their data policy
and re-working the database to dealer groups
to market to more of their customers.”

Jeremy Evans, Marketing Delivery managing
director, described legitimate interest as a
“short-term sticking plaster” and said it is no
long-term replacement for the application of
comprehensive enquiry management best

WE WERE CONTACTING TOO MANY
PEOPLE BEFORE, BUT NOW OUR
DATA IS MUCH CLEANER AND
WE'RE SEEING A GREATER CLICK-THROUGH
RATE IN COMPARISON TO BEFORE
DOM THRELFALL, MANAGING DIRECTOR, PEBLEY BEACH

practice, including processes for securing and
recording consent.

He added: “Legitimate interest allows a
dealerto contact customersin an active enquiry
cycle today, or existing customers who may
have recently visited the showroom or
workshop for any aftersales work. But consent
is still king. Dealers must proactively seek
contact consent from prospects if they are to
continue meeting their longer-term marketing
objectives, as well as their legal obligations.”

For instance, if a customer enquired about a
new car three years ago, but didn't buy that
vehicle, dealers should not claim they have a
legitimate interest if they then retarget that
same customer today. This is only possible if
the dealer has previously gained consent from
the customer to contact them again.

Evans said dealers have invested time in
improving enquiry management processes,
and sales staff trained in those processes often
get growth in recorded enquiry volumes.

Many also get rising consent rates, enabling
them to contact those prospects with future
marketing, too. This remains the case even in

am-online.com



instances where showroom traffic has fallen over
the same period.

Marketing Delivery’s own data shows that when
comparing pre-GDPR to Q4 2019 the capture rates
are broadly level for both email and SMS.

The upshot is that email consent has stabilised
around the 70% mark after GDPR, while SMS
consent has dropped to the mid-50s.

Marketing Delivery also compared volumes of
recorded enquiries in 2018 vs 2019, using like-for-
like dealer clients (same dealers across both years).

Recorded enquiries in 2019 among this group of
dealers totalled 626,962, compared to 496,295 in
2018 - an increase of 26%. This backs up Marketing
Delivery’s view that concentrating on data processes
and recording all leads has benefits for dealers,
despite a perceived drop in in-bound enquiry levels
or showroom traffic.

Dom Threlfall, Pebley Beach managing director,
said customers are much more aware of their own
rights with regards to their data and that the press
around GDPR was so high profile in 2018 that it also
means there is an acceptance around consent.

Pebley Beach started preparing for GDPR in
December 2016, way before the deadline, and its
DMS Pinewood Pinnacle was GDPR-compliant
before the implementation date too.

The dealer group has a GDPR refresher course
that staff go through on a regular basis. There is
also a section on GDPR for all new starters which
is a little more in-depth.

Threlfall said: “The important thing is that you can
show that staff have had training and refreshers and
that process is documented.

“The things that have caught some staff have been
more on the physical side where documents may
be left on a desk between fetching a coffee. Small

2

The ICO has already shown its teeth for GDPR
enforcement, with high-profile fines for
British Airways and Morrisons.

Following an extensive investigation, the ICO
issued a notice of its intention to fine British
Airways £183.39m in July last year for GDPR
infringements  after data on 500,000
customers was compromised.

The High Court ruled last year that Morri-
sons was vicariously liable after a former
employee posted the names, addresses,
bank account details, national insurance
numbers and salaries of more than 100,000
employees online. More than 5,500 claimants
are seeking a payout in the case.

Morrisons has appealed the case and the
Supreme Court will deliver a verdict this year.

Threlfall thinks it's possible the ICO could
make an example of a dealer group this year.

He said: “It will have to be a persistent
offender or a business that has a systematic
failing in how theyre handling data. There
might be breaches or a failure in process, but

things, but theyre the sort of things you need to
catch and be mindful of”

Threlfall said there has been a drop in the number
of people the business is mailshotting, but that's
actually been a benefit because their marketing is
now more targeted and costs have actually been
reduced.

He said: “We were contacting too many people
before, but now our data is much cleaner and we're
seeing a greater click-through rate in comparison
to before.”

Pebley Beach is now rated at 95% for data health
by its manufacturers. This means all the
information in the fields is in the right place and
there aren't errors in the database.

Threlfall said: “We are lucky to have a 60-70%
customer retention rate anyway, but | have seen
other businesses that have had a dramatic increase

if that's reported or handled | can't see the ICO
auditing a dealer group just for that.

“It's where there are persistent failures that
there will be a problem, and from my
perspective it feels like the good retailers
have taken this seriously.”

Brown said an ICO fine is one of the biggest
risks to the automotive industry right now.

He thinks that if there is a fine it will be for
systematic failures over acting on opt-out
requests for customers.

Brown said: “There still aren't processes in
place with many dealer groups to make sure
that when customers do opt out that request
is actually processed.

“It will come through to the sales team or
someone in the business will pick it up and
forget about it. We have seen cases where a
customer has got in contact nine times to be
removed from a mailing list.

“If youre repeatedly failing to respect a
customer’s wishes, that's going to attract the
ICO’s attention.”

in their data health since GDPR. Before, they
were logging details on scraps of paper; but
now there are more professional processes
in place.”

The ICO would not comment specifically on
the performance of the automotive industry,
but said the focus for businesses had gone
from baseline compliance to accountability.

Elizabeth Denham, ICO UK information
commissioner said: “Organisations need to
shift their focus to accountability with a real,
evidenced understanding of the risks to
individuals in the way they process data and
how those risks should be mitigated.

“Strong accountability frameworks are the
backbone of formalising the move of our
profession away from box-ticking.”

Email capture

012018 (pre-GDPR) 88%

Email consent

SMS consent

73%

SMS capture
80%

80%

022018 87%

7%

82% 61%

032018 88%

67% 82% b4%

042018 89%

7% 80% 53%

012019 89%

75% 79% 62%

022019 89%

70% 82% 59%

032019 90%

69% 83% 57%

042019 9%

70% 80% b4%
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The manufacturer/dealer
data battleground

Connected cars could be the crunch point in the ever
more complex battle for the knowledge of customers

he relationship  between
manufacturer, dealer and
customer is undergoing
dramatic change. The arrival
of the connected car; with its
incredibly valuable dataset, will see OEMs
encroach on the retailer’s patch even more,
but dealers are unlikely to give ground lightly.

The connected car is the first step to auton-
omous driving, in turn leading to a host of
different mobility services, and OEMs are
already staking their claim. Technology
company Summit, which partnered Rockar
with its first retail venture at Bluewater
shopping centre in 2014 and now counts
Jaguar Land Rover and Honda among its
clients, helps OEMs to not only transact
online but to build a data profile of the
customer.

Summit's automotive division managing
director, Tony Patterson, said: “The connected
car is the first mechanism to join the dots,
allowing OEMs to have a true on-going
relationship with the customer. In the past,
OEMs have been hands off and now they are
starting to own that customer journey.

“The connected car is a pivotal point in
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terms of the whole relationship between the
customer and the OEM. It marks a change in
the selling ecosystem. | think dealers will be
forced into a transactional relationship with
the customer, whereas the OEMs will have a
product relationship which is far deeper.”

APD Global Group measures customer
engagement and how it impacts retention,
recommendation and loyalty for car brands,
dealer groups, fleet providers and automo-
tive suppliers. Executive chairman Paul
Turner identified customer engagement and
interaction as being at the core of the
emerging customer relationship driven by
new technology, including autonomous,
connected, electric and shared vehicles
(ACES).

He said: “Essentially, the customer should
be in control of their data, and ultimate
ownership is down to the individual.”

Thus, it is likely that data regulations could
prove the focal point in the customer
ownership  battleground. However, as
Patterson pointed out, the OEMs have the

real opportunity to “own” the customer as
they are likely to think of themselves as a
Toyota, Mercedes or BMW driver. But
Patterson also says that, to gain ground,
OEMs will need to overcome their cautious
and “ultra conservative” approach to GDPR.

Sophus 3 works with manufacturers, large
dealer groups and publications such as Auto
Trader and Auto Express as well as Google,
tracking every touchpoint of the customer
journey. Managing director Scott Gairns
believes the connected car will be considered
like any other device under GDPR.

He said: “Consent will have to be explicit,
so unless someone proactively opts in, the
information should not be shared without
consent.”

There are several issues to tackle including
withdrawal of consent, consent when
vehicles are driven abroad which means data
is hosted by another server and first genera-
tion connected vehicles where customers’
consent on data sharing has not been gained,
falling into costly recall territory to make
such vehicles GDPR compliant.

Gairns added: “As long as you are sharing
data, the user needs to give consent, even if




it is data that will make the car safer or
prevent any issues in the future.”

Several questions (- 'surrounding | data
currently remain unanswered, such as ‘does
the data belong to the customers, or is it the
OEM's? and ‘could both parties work
together as joint data controllers?’, according
to Gerardo Montoya, managing director: of
automotive at Experian UK&l.

Montoya, though, raised other questions
around | GDPR: /'Separately, connected
vehicles.generate data such as reports on
technical issues and vehicle upgrades which
could be “argued to be outside of GDPR
because they don't fall under personal infor-
mation. This will ultimately be dependent on
how the data is processed. The industry also
must come to an understanding on who
owns the data when a car is sold on. Data
retention is a key principle in GDPR and the
wider availability of connected cars in the
future is something OEMs will need to
grapple with.

“Overall, the solution can only be focused
on transparency and permissions. A lot can
be learned from how the mobile phone
industry has educated consumers over time
and how that's developed. Ultimately,
consumer consent has to be king.”

With such complexities at play, Gairns
believes the real battleground will be around
resources to ensure compliance and ulti-
mately, this will rest with the OEMs. Despite
this, Gairns predicts dealers will be reluctant
to give up ‘ownership’ of the customer.
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He said: "I think it is'part of a bigger isste
happening ‘at the moment; there are lots of
brands such as Vauxhall and Volvo which
have renegotiated their contracts with their
dealers saying that the customer no:longer
belongs to the dealer but belongs to the
brand. | think a lot of dealers and dealer
groups are already fighting back.

“Itis partofthe emergingvalue surrounding
connectivity, electrification and autonomous
vehicles which they will not share with the
dealers and, as we know, all those powerful
aspects will soon be monetised.”

Patterson also sees the OEMs under-
taking a direct selling role with retailers
falling behind, although the picture is far
more complex with aggregators such as
Auto Trader and carwow, whose strength is
in their data, as well as finance providers
alongside the dealer and the manufacturer
all claiming the single customer as their
own.

However, should such a battle ensue over
the ownership of the customer, Gairns
warned customers could be left confused
if they receive conflicting or duplicate
information from various sources.

While Turner acknowledged the manufac-
turers’ advantage with the connected car, he
balanced this with the personal relationship
forged by the dealer with the customer and
the need to provide ongoing SMR require-
ments.

But he added: “As vehicle sales profits
cantinug to recede and the impact of
EVs on aftersales revenues is felt, an
ability to access data and commu-

o nicate directly with customers
will become an increas-

ingly crucial part of any
OEM's balance
sheet, and a

PAUL TURNERZAPD GLOBAL.RESEARCH

likely area of confrontation with their dealer
networks.

“While'OEMs might ‘own’ the customer of
the future or at least the asset (vehicle) of the
future, they will likely require a robust
support network to facilitate the current and
new opportunities to arise from connectivity.
Dealers - although potentially not as we
currently know them — will arguably be a
critical component of that ecosystem.”

Whatever the outcome, the debate needs to
place customers at the centre as car buyers
will not simply allow access to their data with
nothing in return. In the first instance,
Patterson identified added value around
software updates such as sat-navs with
OEM customer portals providing access to a
number of services and subscriptions,
together with the ability to turn them off and
on.

With electrification and the need for
customers to have a different energy
account, a wide number of benefits and
offers can be made.

Gairns said: “The question won't be how do
we navigate around the consent but how can
we ensure we get the consent. It will be
about finding incentives to ensure the
customer agrees to share their data.

“This is what the OEMs will need to under-
stand very quickly, that we are no longer
living in a world where people will give their
data freely, they will want something in
return and it's an area that OEMs will start
monetising.”

Data from the connected car, how it's
stored, shared, accessed and consent
obtained, will be on the agenda when the EU
Block Exemption Regulations (BER) are
updated.

Rules governing sales will be updated in
2022 followed by the aftermarket in 2023
and it is unlikely manufacturers will operate
by different rules in the UK, despite having
exited the EU.

Lawyer Miles Trower will explore the

implications at AM's Automotive Retail

Congress on May 21 at the British
Motor Museum.

APRIL 2020

37



WHY WE WON... /=~

SFE has recently launched
a new product which
allows customers to pay
for their repairs online,
without having to involve
the manual and time-consumer process
of dealerships ringing to chase
customers for approval and payment.

ASF's new product allows aftersales to
become truly digital:

1. New customers to ASF can now search
for a local dealership, apply for 0%
finance and book a service. Since
launch, it has resulted in thousands of
dealership searches every month.

2. Existing customers can re-apply for
finance in just two clicks. At their six-
and 12-month anniversary, existing
customers will receive reminders by
SMS and email to re-apply at the
same dealership for 0% finance. This
means dealerships retain more
profitable customers (the average

WINNER IS:

)

%)
returning vehicle is seven years.old
with «a bill of £499).

3. Via integrations with video, dealer
management system  (DMS) and
vehicle health check (VHC) platforms
customers can pay in full or apply for
0% finance the minute they receive
their VHC report. Meaning customers
can now pay for their repairs remotely
on their mobile in the comfort of their
own home, reducing the workload of
service advisors.

4. ASF is already integrated with a
number of leading third parties and
by the end of Q2 2020, hopes to be
integrated with every major video,
DMS and VHC in the UK.

Qutside of aftersales the e-commerce
offering of ASF will further penetrate
other areas of the automotive industry.
Drivers will be able to transact for all
services and products remotely such as

online service booking, the purchase of
parts and accessories, and (as electric
vehicles become more popular) the
tunding of home charging points.

ASF is one of the fastest growing
FinTech businesses in the UK. It provides
interest-free finance for aftersales at
dealerships. Drivers use ASF to spread
the cost of car repairs over one-nine
monthly payments completely interest
free. ASF is available in more than 2,000
UK dealerships and is endorsed by
major brands, such as VW Group, Ford,
Vauxhall, FCA, Nissan and PSA.
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Dealerships who provide ASF's flexible
payment solutions benefit from
converting more of the work that would
have otherwise remained unsold. ASF
has been proven to reduce overall
approval times, meaning work can be
sold while the car is still on the ramp.
This improves the productivity of
aftersales teams, with less time wasted
chasing customers and more efficient
use of workshop time.

THE CHALLENGE

One in five UK drivers admits to driving
unsafe cars because they can't afford
the repair bills.

ASF solves this problem by allowing
customers to spread the cost over
interest-free monthly instalments.

For the aftersales industry to evolve

For more information.

successfully it must ensure that customer
convenience, trust and transparency,
peace of mind and value for money are
at the forefront. ASF recently ran a

survey of 17000 customers and
discovered that nearly 58% of them
found getting their car repaired stressful,
but more than 90% said their stress
levels reduced when using ASF.

These same customers (64%) would
prefer to pay for their car repairs and

0800 6120946

customercare@autoservicefinance.com
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Jack Allman (second left) and James
Jackson [next to him) joint founders
and directors of Auto Service Finance
picked up the award from Jeremy
Bennett, AM associate editor and
head of digital, Bauer B2B

services remotely rather than in the
dealership or over the phone. As collect
and delivery services become more
prominent - including key drop-off
kiosks — the industry will become more
digital and allow aftersales to operate
24 hours a day, just like any other digital
retail business. By offering ASF, dealer-
ships will meet the digital demands of
the 24-hour customer which will help to
increase satisfaction and retention.
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Advertising feature

Update your processes
to make the most
of customer data

Gaining consent is king if dealers wish to retarget
potential customers and stay within GDPR rules

ince the introduction of the
S General Data Protection

Regulation (GDPR) on May 25,
2018, capture rates for both email and
SMS have remained relatively stable
among UK car dealers.

In fact, the email capture rate has
actually grown slightly since then, from
88% in Q1 2018 (before GDPR) to 91% in
the final quarter of 2019. The SMS capture
rate has also remained broadly level, and
is at 80% — exactly where it was two years
ago.

However, capture rates only ever tell
half of the story. Customer consent rates
for both email and SMS saw instant
declines following the introduction of the
legislation. Email consent dropped from
80% and has since stabilised at around
70%. SMS consent fell even further, from
73% to 54%.

In this new environment consent is king,
regardless of how many emails or phone
numbers a dealer captures. For example,
imagine you have a customer on your
books who enquired about a new car
three years ago, but didn't buy. A dealer
can't claim they have a legitimate interest
in marketing to that same customer if they
try to retarget them today.

Dealers must gain marketing consent
from prospective customers if they are to
meet long-term marketing objectives and
legal obligations. And capturing consent
means that retailer can capitalise on any
growth in recorded enquiries.

Utilise enquiry management
for increased consent rates
Where dealers have invested time in

How is your car search going? Vigw Onling

Johnsons Volkswagen

How is your car
search going?

Dear Mr Barton,

improving their enquiry management
processes and trained sales staff on those
processes, they often see growth in
recorded enquiry volumes.

In fact, Marketing Delivery's network of UK

car retailers saw a combined 26% increase

To find out more about how Marketing Delivery’'s eCRM systems

could improve your capture and consent rates, contact Marketing
Delivery on 01892 599 917 or get.in.touch@marketingdelivery.com

"Dealers can use

an eCRM system to
generate and record
large numbers of
enqguiries and improve
processes”

in recorded enquiries year-on-year
between 2018 and 2019. Even where
footfall has declined, dealers have
significant potential to generate online
leads. And those dealers adopting a
process that encourages prospects to give
consent to future marketing are the ones
enjoying the most success.

Dealers can use an electronic customer
relationship management (e¢CRM) system
to generate and record large numbers of
enquiries and improve their processes.
Gaining consent from even the ‘coldest’ of
leads can help to open up a line of
marketing communication to a would-be
customer — even if they're not quite ready
to commit to a purchase.

Marketing Delivery’s eCRM system
helps dealers engage with customers and
prospects via mobile-responsive email,
SMS and social media messages. Dealers
can use eCRM to nurture enquiries,
increase sales conversions and even
enhance aftersales retention. In addition,

the company's SocialStock social media
marketing platform helps dealers and
groups target relevant prospects with
tailored stock remarketing and social
media advertising tools, as well as
automated lead capture for Facebook.

Marketing Delivery
DATA DRIVEN MARKETING
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Car dealer tools
to understand
customers better

The quality of data can sometimes be questionable - but
there is now a range of ways to guarantee it's useful

hanks to the latest advances

in technology, car dealer-

ships and manufacturers

can now get a far greater

insight into what their
customers want than ever before. Among
the biggest disruptors driving this evolution
are connectivityand digitalisation, presenting
a host of opportunities and risks for OEMS
and retailers across the board.

One of the most useful tools to help a
dealer understand their customer better is
their own website. Having a well-designed
and highly-functional website enables them
to capture a consumer’s personal informa-
tion and identify what they are looking for.

Martin Dew, Autoweb Design’s digital solu-
tions director, said dealers need to use
analytics to determine the factors that make
consumers enquire about a vehicle in the
first place. The other challenge, he said, was
to capture potential leads who have been
directed to their website from another
source, such as social media.

“Dealers want to understand the journey
a consumer took to making a purchase to
allowthemto optimise their digital marketing
activity for future sales,” said Dew. “They
also need to capture these ‘unknown audi-
ences’ coming to their website and market
to them in an appropriate fashion.”

But Russell Borrie, Arnold Clark’s group
franchise director; warned that dealers need
to be careful about how they use a consum-
er's data, in compliance with the General
Data Protection Regulation. To ensure this,
he said his company collects only the
minimum  personal  details required,
including for part exchange valuations.

The fastest growing area of customer
engagement is dealer apps and aftermarket
telematics to gather data - for example on
how a customer uses their car, when their
next service is due and if they have had a
breakdown or been in a crash. But because
of greater awareness of data privacy, many
consumers are wary about using them.

Mark Rose, MD of Tracker; said his Tracker

Connect device can be used by the dealer
for a host of applications, foremost tracking
mileage. By being aware of the mileage a
customer has done, he said that dealers can
alert them if they are likely to exceed the
terms of their warranty or personal contract
purchase and offer them an alternative, or
let them know when a service is due.

“It's a complex area with considerations
around who owns the data, access and
sharing,” said Mike Walters, managing
consultant at Elevenci. “But ultimately it
offers massive opportunities including auto-
matically identifying potential repairs and
future servicing needs, routing drivers into
preferred networks, sophisticated
integration models in the event of

breakdown or incidents, and sophisticated
retention and renewal interactions.”

The rise of social media, driven primarily
by the millennial generation, has also
enabled dealers to better understand the
likelihood of a consumer buying a
vehicle, and then retarget them. By

APRIL 2020
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CONSUMER DATA

using cookies and widgets such as the

Facebook pixel, they can track the
consumer’s activity and then promote offers
on other platforms they visit through
targeted marketing.

Jeremy Evans, Marketing Delivery's MD,
said the Facebook pixel allows dealers to
retarget consumers who have already been
to their website but haven't yet made an
enquiry. Once they have been persuaded to
do so, he said they then have their details
and can contact them directly via email.

“We know the people who have gone onto
the website and made an enquiry, but there’s
a far bigger audience that have been on
there and havent,” said Evans. “The Face-
book pixel enables dealers to see where
those consumers are on the website and
then appropriately remarket to them
through Facebook advertising, whether for
used or new cars, or servicing.”

But despite declining showroom footfall,
perhaps the most overlooked method of
customer interaction is face-to-face at
events and pop-up stores in shopping
centres or supermarkets. Buying a car is
still a personal process and the best chance
for dealers to learn more about the
consumer, particularly those with a limited
number of dealerships, such as Tesla.

Mobile technology, such as the Contact
Advantage Central Lead app and iPad-
based customer relationship management
software, also makes it easier for dealers to
collect a consumer’s details securely, said
Steven Torrance, national sales manager at
Reynolds and Reynolds. But he added he
was sceptical about the quality of data and
leads. despite the relatively low cost.

Julia Saini, associate partner, mobility, at
Frost & Sullivan, said that the personal
information gathered in this fashion needs

HAVING YOUR
CAR CONNECTED
TO THE OEM FOR

DATA GATHERING AND
FROM A SERVICING
PERSPECTIVE IS HUGELY
APPEALING

STEVEN TORRANCE,
REYNOLDS AND REYNOLDS
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to be used as part of an omni-channel
approach to build a better consumer profile
for the next time they go online or walk into
a dealership. That can include, for example,
social media use, asking questions in a
forum, browsing car magazines or using an
online configurator, she said.

In many ways, however, the manufacturer
has greater access to consumer data than
the dealer. One such channel is the online
configurator, which enables the carmaker to
capture the consumer’s personal details to
stay in touch and see what options they want.

Having an online configurator will also
improve supply chain efficiency and lead
times, according to Torrance. Another key
benefit, he said, is bringing marketing and
sales and factory systems closer together.

“Many vehicle manufacturers offer pre-
configurations to help less car-savvy
customers online, and we increasingly see
the use of customer data, gained among
others from social media insights, to
personalise the online configuration experi-
ence,’ said Saini. “Manufacturers can
understand customer preferences and
habits and adapt model line-ups accord-
ingly, and dealers can avoid the current
online-offline anti-climax, where the online
customer journey is often lost.”

Connected cars are also set to transform
the quality of data by monitoring closely how
the customer uses their vehicle. For
example, electric vehicles such as Nissan
Leaf can track mileage of average journeys,
when and how often they are charged, and
how frequently they are serviced.

The MercedesMe connect system includes
three connectivity services which allow the
driver to call for 24-hour roadside

assistance in the event of a breakdown,
emergency services call-out in case of an
accident, and artificial intelligence-based
support, for example, for routes and loca-
tions. The second feature is mandatory for
all cars and vans sold in the EU, and tracks
a vehicle’'s whereabouts.

Lexus has also undertaken a new project
which enables customers to see the saving
and fuel efficiency of driving a self-charging
hybrid Lexus UX. Each test drive is moni-
tored with telematics showing how much of
the journey was completed using only elec-
tric driving, which on average is 53%.

“OEMs will want to monitor how batteries
are performing as they assess their poten-
tial risk under warranty,” said Torrance.
“Having your car connected to the OEM for
data gathering and from a servicing
perspective is hugely appealing.”

Another rich source for data collection is
owner platforms such as My Volkswagen,
which enable car owners to register in order
to receive offers, rewards and benefits, such
as checking fuel levels and tyre pressures,
and locking/unlocking the vehicle with a
smartphone, in return for the manufacturer
keeping in contact with them. Kia is rolling
out its MyKia app, which provides customers
with a host of benefits including service
bookings, updates, information and advice.

The development of apps linked to the car
that can control features such as charging,
audio and pre-programming of navigation,
has also enabled them to better understand
customer behaviour. An example of this is
uploading a destination from the app to the
vehicle which can then schedule recom-
mended charging locations along the route.

am-online.com
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/ elcome to the AM
/ commercial section, What's
New. Over the next 10 pages,
— you can learn the latest

developments and innovations from
suppliers in specialist sectors ranging from
finance through lead analysis and IT
systems and on to remarketing.

Franchised dealers face considerable
changes in the car market and to their
business model in general and it’s clear that
suppliers such as these are keen to fine-tune
their offerings, expand their expertise

and spot new opportunities as they
continue to support their dealer clients.

Cox Autovorive: EMaC. B99KHY heycar LifeShine@ =AutoTrader



Valuations
C-}\L Appraisals

Finally,
part-ex
made easy

~7

Talk to eVA

Upgrade your online part-ex experience
with market-leading valuation accuracy
and consistent appraisals.

manheim.co.uk/eVA MANHEIM
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The evolution of part-exchange

For dealers to make a success of the growing online retail market, they need

a way to integrate part-exchange into the process, says Paul Humphreys,
managing director of Car Buying & Mobility at Cox Automotive UK

What key trends are emerging

for part-exchange?

Part-exchanges continue to be a core
source of income for dealers, whether that
be via the margin on the trade-in or in the
dedl it allows the dealer to stack. The
historic model of giving a ballpark
valuation on sight of the part-ex vehicle and
building the deal from there is fast
becoming out-dated.

As more consumers now look to start the
buying process online, they want a
valuation they can trust before they set foot
in a dealership. And, increasingly, they want
the option to complete the deal entirely online.

What challenges exist around

online part-exchange?

Trust and transparency are key for
consumers. Typically, 33% of all part-ex deals
fail due to disagreement on the vehicle's
value, so accurate valuations are vital.

Accuracy is the outcome of two things: the
quantity of high-quality data driving the
valuation and the appraisal process.

An acute challenge for dealers today is
they need to be able to confidently value a
potential part-ex vehicle without physically
seeing it and ensure a consistent appraisal
process across their dealerships and staff.

What are you doing to address the situation?
We've launched eVA, a new valuations and
appraisals platform.

eVA combines the UK's most accurate
vehicle valuation database with a white-
label, consumer-friendly and dealer-
friendly appraisal tool that connects the
online and in-store consumer journey. The
appraisal tool can be embedded in the
dealer’s website and used to conduct
physical appraisals in the dealership.

This means consumers can self-serve an
accurate valuation for their existing vehicle
on the dealer’s website, build the part-
exchange into the deal and then finalise at
the dealership. The platform synchronises
the customer journey, meaning all data is
carried over so the conversation can pick

Contact: coxauto.co.uk e 0333 136 1750

1 W

up where the online process ended.

eVA has added benetits for the dealer too,
such as custom rule building to allow
flexibility in the part-exchange valuation.
We'll also underwrite every valuation so
the dealer can choose to sell any unwanted
part-exchanged vehicle directly to us.

What makes eVA so accurate?
In simple terms, the more high-quality data

available to review, the more accurate the
valuation. That's why we utilise Auto
Trader's valuation data, which, combined

_ anaging
‘Car Buying & Mobili
| at Cox Automotive Ul

g/

with Manheim's trade disposal data,
means we have visibility of more than 1.9
million vehicle movements a day, making it
the largest and most comprehensive data
set available in the UK. But that isn't enough
by itself. Our valuations team adjusts prices
daily by monitoring thousands of wholesale
vehicles a week. This allows us to work
within 1% accuracy.

There are several valuation and appraisal
services. What makes eVA unique?
Existing services don't have the required
accuracy for online use. Historically,
valuations have been within a broad range
and often that range is wide enough to
make a deal positive or negative. eVA
allows deals to be built with confidence,
knowing the valuation is accurate.

We've also made our software consumer-
friendly and available online to unlock this
growing market and enable early lead
generation.

With eVA, the consumer receives the
same service whether they build their deal
online, in-store, or mixture of the two. It's a
seamless experience that benetits both the
dedaler and the consumer.

Ultimately, it's about unlocking the
growing e-commerce market and eVA is
the only tool that makes this possible.

Cox AUTOMOTIVE"




EMaC.

EMaC
Lifetime
Warranty.

Combining the benefits of a
Warranty, Service Plan and
Breakdown Assistance in
one bundle

-Payable by a single, monthly
Direct Debit instalment.

Find out more at emac.co.uk

0330 099 6826
support@emac.co.uk
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EMaC Lifetime Warranty:

make a major quality statement

The ability to offer a comprehensive warranty increases the peace of
mind for the pre-owned car purchaser and has many dealer benefits

ffering your consumers a lifetime
O warranty makes a major quality

statement about your vehicle stock
and the processes you believe in. EMaC
Lifetime Warranty closes the gap and offers

a comprehensive solution which is proven
to increase retention.

Consumers want peace of mind

Our focus group feedback demonstrates
that consumers are anxious about potential
future repair bills when buying a pre-
owned vehicle. Consumers want peace of
mind that they are not going to face future
jeopardy for their latest significant
purchase. Short-term warranty solutions
offer a re-assurance but, with many
vehicles being bought with at least a three-
year ownership in mind, consumers want
more.

EMaC Lifetime Warranty — a competitive
advantage in a challenging market
Combining Breakdown Assistance, Service
Plan and Warranty; EMaC Lifetime
Warranty offers consumers a full package
through one single monthly payment,
throughout their ownership of the vehicle.
Consumers enter a comprehensive
relationship with their dealer through the
tangible and ongoing benefits of the Lifetime
Warranty and, if the worst should happen,
they are covered. All taken care of.

e

How does it work?

The dedler is able to offer a Lifetime
Warranty because they are regularly
inspecting and servicing the vehicle. In
exchange for the consumer receiving such
comprehensive peace of mind, the dealer is
in control of the process. Through having a
long-term relationship with the consumer
and the vehicle, the variables are reduced
and the dealer is able to stand by their
stamp of quality.

The benefits

EMaC Lifetime Warranty is proven to:

e [ncrease service income

¢ Increase warranty/breakdown repair
income

e [ncrease add-on sales income

e [ncrease repeat car sales

¢ Improve retention for the following keeper
of the vehicle (given the Lifetime
Warranty is transferable)

All taken care of
As well as handling everything from
marketing to fulfilment, repair process to

fund management, EMaC will also deliver
our industry-renowned training so dealers
can truly maximise consumer retention and
revenue potential from EMaC Lifetime
Warranty. All of our dealers receive their
choice of e-learning and on-site launch
training, as well as on-going programme
development covering everything from
sales performance management to product
knowledge coaching and objection
handling.

EMaC has been trusted by major
manufacturers to make a difference to
their consumer aftersales offering for
16-plus years. Today we work with
more than 500 dealer groups and
receive 15 OEM endorsements,
helping them maximise consumer
retention in unpredictable times. As
the leading aftersales partner to the
UK automotive industry we drive an
aggregated £250m of aftersales
revenue into the UK network, annually,
through our range of solutions.

Web: www.emac.co.uk Tel: 0330 099 686

Email: support@emac.co.uk

EMaC.
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is out of

beta stage atter pilot tests

SecretService™ has achieved more than 300% ROl through driving conquest aftersales
customers and increasing retention rates for 23 franchised groups across 248 sites

ne of the challenges facing
franchised dealers in 2020 and
beyond is how to make their

workshops fully utilised and profitable in
the face of falling new car sales and

competition from independents and fast-fits.

Typically, SecretService™, launched last
year by BookMyGarage.com, attracts 80%
conquest customers. These customers, who
would not normally have considered going
to a franchised dealer in the first place, are
driving older vehicles. This results in
increased tyres and parts sales and higher
average final invoices values than
normally achieved (see graph).

SecretService™ also increases retention
rates, by directing customers back into the
franchise at the point they are at risk of
migrating and bringing back lapsed
customers. This is non-disruptive to the

franchise’s own call centre/marketing efforts.

What is SecretService™?

SecretService™ uses the same model as
five-star hotels who offer secret, last-minute
deals on unsold rooms without damaging
their normal pricing. The rooms are
typically basic standard rooms sold with
breakfast and other options being charged
as extras.

In the same way, SecretService™ enables
franchised dealers to compete with local
independents and fast-fits by offering the
same service schedules used as standard
by more than 9,000 independent and
franchise garages, which has resulted in
nearly three million happy customers
obtaining instant prices to book an MOT,
service or repair work.

This levels the playing field for franchised
dedlers. The franchised site and name are
not revealed until after a booking is made,
protecting its normal service pricing and
brand values.

For a fixed monthly fee (protected by a
minimum 200% guarantee), SecretService™
fights back against disruptors and fast-fits

To book a demonstration visit personalised to your franchised group, please

contact Jack Beacher; jackb@bookmygarage.com mobile: 07983 323696

203 WA WEN 06 0T W08 I06 G090 200
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whose adverts state that franchised
servicing is expensive. It attracts customers
who are already searching outside the
franchised sector on Google, Facebook and
BookMyGarage.com.

High CSI/review scores

SECRETSERVICE®

Is a FRANCHISE ONLY solution powered by BMG.

AT

eREEl e RENTS
ONLIKEDISE INBEPENV'NT‘

Capturing excellent review scores reflects
the gratitude of motorists who didn't think
they could have their car serviced by

a franchised dealer, and are more
confident to authorise repairs. Especially
where — for instance — CitNow Video is
utilised, as video health checks achieve
higher conversion rates of amber/red
advisory work.

Bookings by Car Reglstration Date {Up to 20 Years Old)

Frarabibu & Lags o e e, M
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SecretService™ is guaranteed to work
"The platform is helping our partners to
improve workshop utilisation and
profitability, and this is being achieved with
no financial risk, thanks to the minimum
200% guaranteed ROI," said Karen Rotberg,
co-founder of BookMyGarage.com.

Some specific ROls achieved by
manufacturers are: Ford 331%; Mercedes-
Benz 586%; Volkswagen 632%; BMW 784%.

Real-time reporting

The programming team has developed
real-time, unique and interactive reporting
dashboards which enable high-level
aggregated group reporting.

These give real-time RO, as well as site
performance analysis including key
booking conversion rates, parts sales, final
invoice values and more. This can also
work with or without the dealers’' DMS.
Those sites which are under-achieving on
KPI can be given further training by
SecretService™ to gain the highest possible
W@ a1 ROIL League tables highlight

§ which sites should be rewarded.
Rotberg added that beta testing
is now complete, with the first
major groups, such as Vertu,
bringing all sites into the
SecretService™ partnership.

BOOKMY




Case Study:

Vertu Motors goes live with SecretService™ after 25 site pilot

Vertu Motors PLC, one of the |UK’s largest automotive retail brands, constantly reviews
opportunities to further grow workshop utilisation and profitability.

As part of this strategic thinking, conversations started with BookMyGarage to see how the
franchised group could increase its share of out of warranty servicing work, for cars aged
over three years. Following a |successful 25 site pilot with SecretService™, Vertu has gone
live with the whole group.

Following a presentation to Vertu’s Divisional David Crane, Chief Operations Officer of Vertu

Aftersales Directors, SecretService™ was Motors plc, said: “Implementing SecretService™

piloted across 25 sites from June to October enabled us to reach out to customers with older

2019.The results achieved on the pilot level  cars who traditionally would be looking at

1 were: independents and fast fits for their servicing,
MOTs and repair work.

 Just under 2,000 additional
customers

“‘However, by showing them we could compete

« Of which 63% were new customers vs on price, for the same basic services, meant we
37% retained were able to win back and retain existing

) customers and welcome new ones to our
* This equated to a 380% ROI centres.”

“As a result, we rolled out SecretService™ across our network of 116 sites in November and we’re
already exceeding targets for the whole group. This allowed us to advance to SecretService™
level 2, with increased volumes and returns.” - David Crane

SHHHHH...

Guaranteed to...

O Gain conquest customers
O Increase customer retention and

O Win back lost customers

@ECRETSERVI(:@
YGARAGE

Powered by




Join over 3,500
franchise dealers
getting better
quality leads.
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A partnership that
works both ways

Dealers who sign up with heycar get
much more than an online partner

hen it comes to buying a used
car, heycar has it sussed. They
get that consumers can find the

car-buying process uncertain and
confusing, so heycar was launched to make
everything quick, easy and totally
transparent.

heycar is a new online marketplace
where all the best quality used cars from
franchise dealers are brought together in
one place.

Backed by motoring heavyweights
Volkswagen Financial Services and
Daimler Mobility AG, heycar originated in
Germany and is aimed at helping dealers
sell more cars by generating quality leads,
while giving motorists the confidence to
choose the right car for them.

Solution-driven, heycar delivers
innovative and unique support to both
dealers and motorists bringing them
together through a seamless online
experience without cutting out the human
touch.

All stock featured on heycar.co.uk comes
with a warranty, full history checks, is
under eight years old and has less than
100,000 miles.

This quality assurance gives consumers
confidence that heycar only stocks the best
used cars from the most trusted UK
franchise dealers.

With millions of used cars out there for
drivers to choose from, what will make your
stock stand out?

Signed-up dealers are welcomed into the
heycar family — with a partnership that
works both ways.

Dealerships from across the UK are
regularly encouraged by heycar to share

"heycar has a great
vision and a can-do
approach”

Rob Keenan, Drive Vauxhall

feedback and make sure that the platform
is continuously improved, driving value to
their businesses.

heycar understands and shares dealers'
growth ambitions. They even offer bespoke
marketing campaigns tailored to specific
dealer groups, and share marketing tips
and tricks.

What's more, dealers can sign up with
heycar through a quick, simple process.

There are no listing fees and dealers
benefit from quality leads, plus all the
information needed to convert these into
sales.

heycar is more than just an online
partner. They also support dealer events
and offers at real world’ forecourts. The
team can share advice and support your
marketing efforts to reach more potential
customers who are ready to buy. Oh, and
they also serve the finest coffee courtesy of
the heycar baristas and bring some
branded goodies tool!

Sound like your way of doing business? For more information

about signing your dealership up visit: www.heycar.co.uk/join
Email: dealer@heycar.co.uk Telephone: 020 3868 4949

Who better to tell you about the value

heycar can bring to your business than
other dealers?

Robert Forrester, CEO Vertu Motors PLC,
comments: “The emphasis of high-quality
franchised dealers is a USP that we're
fully on-board with.”

JCB Volkswagen Medway Group say they
were ‘desperate’ for an alternative to
other competitors.

Group Operations Director for Drive
Vauxhall, Rob Keenan says: “heycar has a
great vision and a can-do approach.”

hey car



VISIBLE PROFITS

Make more from life’s spills and thrills.

Give your customers superior vehicle protection and put
the shine back into your profits.

Let’s talk LifeShine. www.lifeshine-profits.com/sas

< 3 Carbon Shield Technology™ L I fe S h I n e
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British car-buying habits have
changed, make no mistake

Uncertainty over the future of PCP commissions means sales
teams should turn the spotlight on the upselling of accessories

oday, more than 80% of new cars
T bought privately are acquired via

personal contract purchase (PCP),
which is, essentially, a form of leasing
dressed up as a more flexible alternative to
hire purchase.

Those affordable monthly payments are
perfect for getting bums on seats and also
for buyer retention, as it means customers
will be back across your threshold by the
time their PCP agreement expires. Indeed,
this can often happen sooner if customer
trends continue as they are. Almost half of
all PCPs now end before their full term as
customers come back looking for a deal on
the latest and most up-to-date models.

In a car market that's, at best, challenging,
this is good news. But new regulations due
to be introduced by the Financial Conduct
Authority (FCA) following a review in
October 2019 look set to ban dealerships
from receiving external commission on
certain types of finance to prevent them
acting “against customers' interest”.

That is, of course, an ethical and wholly
understandable approach, but also one
that will potentially impact on the motor
trade. Sales staff will lose incentives that
may previously have formed part of their
day-to-day income and what that means is
that car sales are likely to return to more
traditional ways of doing business.

By that we mean the traditional upsell —
once you've got the customer to try the car

for size, that's where the real art of selling

For more information about Autoglym LifeShine,

call 01462 677766 or visit: www.lifeshine.com

Total Cost of Car

Customer Deposit
From as little as £99

Fixed Monthly Payments

Agree a payment amount
and term that suits you

Optional Final Payment

You have three options at the
end of your agreement®

begins. Upselling specification is great — it
will help increase the margin on the car —
but it is accessories, such as paint protection
and service plans that will be the real
sweeteners in the sales executive's pocket.
All can be sold at source and with a clear
and transparent way of tracing the return
on investment.

It's in the customer's best interests, too.

Add-ons such as floor mats, mud flaps
and, of course, Autoglym LifeShine are
investments into the car's residual value as
much as they are an extra cost for the
customer. They can often be balanced
against margin to help enhance the deal.
And, by protecting their cars from the
minute they leave the showroom,
customers are helping themselves when it
comes to avoiding punitive return charges
at the end of the PCP.

After all, in a PCP, the customer doesn't
own the car unless, of course, they make a
balloon payment at the end. Only 20% do.

When pared down, for the majority, it's a
form of car rental, and if the car comes back
with scuffs, scrapes, worn carpets or paint

( 3 Carbon Shield Technology™

damage it often falls to the customer to pick
up the tab.

In the days of decent commission paid
out on finance packages, some dealers
may have taken a laissez-faire approach to
return standards so as not to sting the
customer who was about to pay for their
next meal ticket by changing to a new car.

But this is something that's going to
change and will do so very quickly.

Never has there been a better time to
encourage your customers to protect what
they've got.

LifeShine
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= AutoTrader

One accurate
measurement (e
ISworth 1,000 ‘
expert opinions

Chris Penny
BRAND DIRECTOR, AUTO TRADER

‘Grace Murray Hopper, one of the
pioneers of computer science once said
“one accurate measurementis worth
1,000 expert opinions” and using data
tounderstand the performance of your
forecourt and market trends has never
been more important.

Since Auto Trader first became an
online platform way backin1996,
just like you, we've been trying to
understand what’simportant and
develop metrics to help improve the
profitability and performance of our
retailers. Over the years we've had
click throughrate, lead ratios and ‘vs
similar’, all of which were relevant and
right at the time.

Inrecentyears however, we've
recruited a full team of data scientists
and data analysts to dig deepinto the
vast quantities of data analysing the
5.5 million vehicles moving through our
market eachyear, interactions of over
51 million monthly visits to our platforms
looking at nearly 240 million classified
adverts. Last year alone, 6 billion
minutes were spent on Auto Trader and,

as the industry becomes ever more
complex and challenging, it's important
we find new ways to surface that data
to our customers to help them make
even better decisions in what they buy,
what they pay, how they price and how
they turn the metal back into money as
quickly as possible.

In April, we launch AT Analytics, our
new suite of reporting tools designed to
help retailers achieve and exceed their
targetsin anincreasingly competitive
and ever-changing landscape. All Auto
Trader customers will have access to
near real time data from two new tools,
with a third following laterin the year.’

It's time to stop
guessing and

start knowing



Don't guess: know your market with AT Analytics.
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AT Performance Analytics

This willuse our new ‘Performance Rating’ to direct
you to the vehicles that need your attention straight
away. This uses machine learning to score your
adverts performance against an expected response
with unparalleled accuracy. The higher the score, the
more quickly the vehicle is likely to sell.

You'llbe able to explore how your advert is performing
through the buying journey: How many times are you
being foundin search? How well are you generating
clicks onto your adverts? And are you getting the
expected amount of leads and connections?

Excellent performance rating

=

Our new vehicle timeline shows you the immediate
impact of changes on your Performance Rating.
Whether it's changing a price, adding better
images orimproving your descriptions, we show you
what you changed and the impactit had onyour
Performance Rating.

AT Market Insight

This is our new marketplace analysis tool. Enabling
you to look at the balance of supply of vehicles and
consumer demand in your region and nationally, plus
national pricing and predicted speed of sale trends.

Market data will help you optimise your existing
forecourt of in stock vehicles but will also become
aninvaluable tool for spotting emerging trends that
might affect your future stock mix.

Pricing
trend

Should you have more electric vehicles and less
diesels? More Golfs and fewer Polos? SUVs or
superminis... check the Market Health report which
is fully customisable for make/model/body type/
fuel type and age. Understanding the market has
always been adarkart. Isit something I'm doing? Or
is everyone experiencing whatlam?

AT Sales Analytics

Launching laterin the year, AT Sales Analytics will
help retailers understand more about their sales and
where their buyers are coming from. What’s more,
they’llunderstand how consumers are engaging with
their adverts, as well as those similar to their own on
the path to purchase.

These new tools are designed to complement our
existing Vehicle Analytics tools - Retail Check and
Retail Accelerator. Here, our Retail Rating gives you a
score out of 100 for that specific vehicle, down to trim
levelindicating the predicted days to sell based on
live supply and demand.

ZAT Retail Rating
97 outof100

More on our rating (i)

| —
Our existing AT Retail Rating available through Retail Check
and Retail Accelerator

With Market Insight and Performance Analytics
joining our existing suite of Vehicle Analytics toolsit’s
time to stop guessing and start knowing.

Demand
% Supply

Speed of
saletrend

See how pricingis trending
in the market

Track the speed of sale

Track weekly vehicle supply and
demand growth vs last year

Intelligent tools + Powerful insight = More power to you
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ptimising profits from
paint and fabric protection

Upselling paint and fabric protection products can add a lucrative revenue stream

for dealers. Craig Thomas shares some best practice tips from suppliers

or much of the
automotive industry
at the moment,
finding ways to
make a bit more
profit is something of a holy grail.

Upselling associated products
such as paint and fabric protection
have long been a way of improving
a franchised dealer’s bottom line
- and it remains the case.

There’s good money to be made
from a product that can be
obtained relatively inexpensively
from suppliers, but which can
command a healthy profit, if sold
properly.

So what does selling these
products effectively entail?
Suppliers with decades of
experience are helping dealers to
make the most out of products
that customers often come to
appreciate and buy repeatedly.

One of the top tips that came
from the suppliers we spoke to is
to start the process of upselling
early in the negotiations over a car
purchase - ideally when
discussing any part-exchange
deals.

Craig Hepworth, national sales
manager for Supagard, said: “We
recommend that it's actually
introduced as a hook in the part-
exchange appraisal process. When
you're evaluating the car, you ask if
it has paint and fabric protection. If
the answer is yes, then you say,
‘Oh, that's really good news.
Obviously it will help with the
value of your car.’ If it's no, ‘Okay,
not to worry. I'll explain later on
exactly what that means, if you're
not familiar with it."

“So you introduce the idea of
paint and fabric protection at an
early stage. You need for someone
to be at least willing to listen, so
that hook on the part-exchange in
is a good way of doing it.”

This is supported by Chris
Benham, head of corporate sales,
southern region for Autoprotect,
who added: “When appraising a
customer’s part-exchange, it's
always a talking point. The
customers are at their most
relaxed at that point in the sales
process normally, or should be.
It's a good opportunity to introduce
the concept of paint protection, but

without going into a whole
presentation.”

Those product benefits are
clearly important, as they can
mean the product almost selling
itself. As Lance Boseley,
marketing director for Jewelultra,
said: “It's all about explaining
properly the features and benefits
of the product. A lot of people
think these products are smoke
and mirrors. | tell salesmen, just
explain the features and the
benefits of the product, then leave
the customer to make the
decision. Don't oversell it.”

There are plenty of ways in
which suppliers can support
dealers with tools that will enable

WHEN APPRAISING A
CUSTOMER’S PART-EXCHANGE,
IT"S ALWAYS A TALKING POINT.
THE CUSTOMERS ARE AT THEIR MOST
RELAXED AT THAT POINT IN THE SALES
PROCESS NORMALLY, OR SHOULD BE

L CHRIS BENHAM, AUTOPROTECT

the customer to see what paint
and fabric protection products can
do to make their ownership of the
vehicle easier. One of the most
common is to treat a showroom
vehicle with a paint protector —
ideally, using a method such as
coating half of a bonnet with the
protector, leaving the other half
untreated - or coating half a car
seat or fabric sample with fabric
protector, then pouring water on to
show the different reactions.

But in a digital world, there are
other, more high-tech methods of
demonstrating the benefits of
products to consumers.

Supagard, for example, has
an app that works on a sales 3
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o executive's desktop, PC or
tablet, which does just that.

Jewelultra has a video featuring
a magician.

Gtechniq has a two-pronged
approach. The first is a new
website optimised for mobile
devices. Head of marketing Dom
Berry said: “The dynamic of the
site is that it helps display the
information. It tells customers
up-front what a ceramic coating
is. It doesn't try and tell them a
story about prolonging the value of
the car. It actually explains what
the technology is and how it's
going to make their lives easier by
maintaining the car more easily.”

At the same time, the company
supplies dealers with digital
picture frames with a preloaded
video that uses CGl to show what
the paint protection product does,
so the sales executive can watch it
with the buyer, answering any
questions.

Fundamentally, however,
effective sales rely on an effective
sales executive, who also has
effective leadership.

Hepworth said: “What it really
involves is that the managers need
to manage and the sales execs
need to offer it to every customer,
every time.

“Managers then need to ensure
that process is followed within the
business. Everyone knows what
should be done: it's a case of does
it get done every time? And does it
get done consistently?”

Financial incentives will ensure
the focus of staff on the showroom
floor.

Hepworth added: “Pay plans are
important. The sales execs are
rewarded for the sale of the
product — and rewarded to a level
that makes it worth their while to
demonstrate it and do everything
else in the process of selling it.”

And there’s certainly plenty of
money to go around, with dealers
able to make a tidy profit.

As Boseley said: “The kit can
cost them anything from £20 to
£70. In terms of what they sell it
for, it's generally between £199
and £499. On average, they should
be able to clear about £200 net,
around £150-£200 on average.
Obviously, if they're selling it for
£199 and they're buying the kit for
£70, theyre only going to be
making about £100. If theyre
buying it for £30 and selling it for
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Sponsored by ﬁ?@m’d :

IF THE DEALERS
WANT TO ACHIEVE
A GOOD LEVEL OF

PROFIT FOR THE PRODUCT,
THEY NEED TO MAKE SURE
THAT THEY SELL THESE
COATINGS RATHER THAN
INSTINCTIVELY THROWING
IN A PAINT-PROTECTION
COATING, JUSTTO
SWEETEN THE DEAL

DOM BERRY, GTECHNIQ

£349, they're going to be making
£200-£250."

Benham added: “If you're looking
at a return of around £250 per
product or per case of paint
protection sold, then you're doing
a pretty good job. In terms of the
industry standardised or average
pricing, it hasn't shifted a huge
amount in the past 10 or 12 years.

“But you can only command a
higher price if you're really looking
at selling those benefits back to
the customer, in terms of the
financial benefit or gain they could
have, rather than just, ‘look, your
car’s going to be protected from
fading and oxidisation and
chemical stuff"”

At the premium end of the
market, potential profits are even

higher. For a prestige car selling
at around £100,000, upselling a
£1,000 paint protection product is
not a huge leap.

The key is to understand the
product’s value. Berry said: “If the
dealers want to achieve a good
level of profit for the product, they
need to make sure that they sell
these coatings rather than
instinctively throwing in a paint-
protection coating, just to sweeten
the deal. If they're giving it away
for free, they're obviously losing
the profit out of it. And there is
good profit to be made out of
them. They do hold good margins.
That's the key piece of advice |
would offer: sell the coating.”

Using all these best practice tips
means dealers can achieve a

significant level of success.
Hepworth explained just what
success can look like. “We set a
benchmark penetration level on
new cars and 50% is achievable.

On used cars, we ask dealers to
aim at 40%. We've got dealers in
the premium brand world at 60%
and above.

“So the way to earn more money
is to increase your penetration
levels. On average, if we were to
take all the brands we deal with,
the average car penetration level
is near new 35%, the used car
level, near 25%.”

At a time of tight margins in
car retailing, this success can be
a welcome additional income - if
selling these products is
approached in the right way.



Advertising Feature

Spread the word
— not the virus

Give your customers peace of mind with Supagard’s new sanitising technology

upagard is the UK's No 1 for
protecting your customer'’s cars, but
now it has recently developed a new
kind of protection for your customers, tool
With the news dominated by the rapid
spread of coronavirus around the world,
everyone is concerned about maintaining
maximum cleanliness in their home and
workplace — but what about in their car?
Did you know that vehicle interiors hold
millions of particles and pathogen agents
carried by the air, people and animals?
When it comes to catching or spreading a
virus, this is a major concern, but you can
help protect customers with the Supagard
Sanitisation System — a device so powerful
that it renders viruses inactive by killing
more than 99% of germs and bacteria.

How clean is that car?

Studies show the average vehicle interior
has 283 different types of bacteria every
square centimetre. In fact, the average
steering wheel is four times dirtier than a
public toilet seat! Protection starts with
thorough cleansing of the surfaces we
touch and the air we breathe. The
Supagard Sanitisation System is proven to
be far superior to liquid cleaners as it uses
ozone to deep clean any vehicle. For
viruses, germs or bacteria — it's bad news!

So what is ozone?

We've all heard of the hole in the ozone
layer, but few of us know that ozone is a

SANITISATION
SYSTEM

For more information:

Supagard Limited, 19-29 Gavinton Street, Muirend, Glasgow G44 SEF
e T: 0141 633 5933 e E: info@supagard.com ® W: www.supagard.com

fS the ideal answer to sterilising
endldeodorising any vehicle to the
hig! ekt possible standards”

natural gas formed in the stratosphere and
its presence in greater concentrations in the
mountains gives us the perception of
freshness and purer air.

Ozone is regarded as a 'safe agent’ and
a natural solution for the sterilisation of
environments contaminated by viruses,
bacteria, spores, etc.

Its high oxidative power makes it the most
effective disinfectant in nature — it's not
flammable, abrasive or explosive, it doesn't
damage people, animals or the
environment and it doesn't cause irritation
to skin.

How does it work?

When activated in a vehicle, the Supagard
Sanitisation System sterilises the interior to
‘medical grade’ levels by converting the
oxygen in the cabin to ozone, generated by
the device's advanced scientific technology.
This ozone penetrates every part of the
interior and renders viruses inactive by
killing more than 99% of germs and
bacteria in the cabin and air conditioning
system, making the car a safer and

-_‘b\

, -

"So powerful that it renders
viruses inactive by killing
more than 99% of germs
and bacteria”

healthier place for the driver and
passengers. It also purifies the air by
removing unpleasant smells, leaving a
regenerated and deodorised environment.

An average car can be fully sanitised in
around 20 minutes and after treatment, any
remaining ozone is converted back to
oxygen by the device.

It doesn't stain, leave residues or damage
the materials used in the interior, so it's the
ideal answer to sterilising and deodorising
any vehicle to the highest possible
standards.

Sanitisation treatment is a real benefit
that can be offered to your customers as
part of a service or as a standalone option,
giving them protection and peace of mind,
so ask about the Supagard Sanitisation
System today and spread the word — not
the virus!
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The eighth-generation Golf bears a close
resemblance to its predecessor from the outside
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VOLKSWAGEN GOLF

t's difficult to predict who
might walk into a Volks-
wagen dealership looking
to buy a Golf in 2020. So
unique is the model’s ability
to appeal to the masses, there are few cars
that have such a broad customer base.

From the entry-level models to the range-
topping Golf R, there’s seemingly a Golf to
suit all needs and all tastes. Easy to drive,
easy to live with and, importantly, easy to
sell, the Golf has become a universally loved
model in its 45-year lifespan.

Now in its eighth generation, the latest
Golf has a strong focus on technology. It
introduces the latest connectivity and driver
assistance systems, while benefiting from
updated and more efficient powertrains.

The new car’s dimensions and looks
remain closely aligned with those of its
predecessor, albeit with a sleeker new nose
to aid aerodynamics.

Inside, the biggest revelation is the fully
digital and buttonless cockpit. A digital
instrument cluster is fitted across the
range, alongside a 10-inch touchscreen
infotainment system.

It's unlike anything else in the segment
and gives the Golf a significant advantage
over rival models.

Touch-sensitive panels provide easy
access to the most important features, such
as the temperature controls, light switches
and audio volume.

A digital assistant enables hands-free
voice control of the car’s functions too.
“Hello Volkswagen, I'm cold” is all that is
needed to ramp up the heating, for example.

The connected services include live traffic
information, internet radio and in-car WiFi.
Owners can also use the We Connect app
to lock or unlock, find and even pre-heat
their vehicle.

For the first time, hardware permitting,
VW will also allow additional features, that
weren't fitted from the factory, to be bought
and downloaded to the car.

While it was never designed to be an
all-out driver's car, the Golf has always
balanced handling and comfort in a way that
suits the majority of drivers. The new car is
available with a re-designed adaptive
suspension system that allows effective
customisation of the ride and handling;
from the bone-crushing Sport to the svelte
Comfort, drivers can fine-tune their desired
setting using a sliding scale.

There is no revolution in the powertrain
department. In fact, you could accuse VW of
taking a backwards step as the fully electric
e-Golf will be phased out to make way for
the ID 3 that is due to arrive in showrooms
later this year.

There is still a plug-in hybrid GTE version,
which gets a power boost to 245PS and a
larger battery. It can cover up to 37 miles
on a charge.

VW says the bulk of sales will be split
between a 1.0-litre three-cylinder petrol, a
1.5-litre four-cylinder petrol and a 2.0-litre
diesel.

The entry-level 10 TSI wont be
introduced until later in the year, but it's
likely to have the same 115PS output as the
existing car.

The most popular model is expected to be
the 130PS 1.5. It uses Active Cylinder
Management (ACT), enabling two of the four
cylinders to be switched off, minimising
both fuel consumption and emissions. A
more powerful version is also available with
150PS and there will be a third option,
known as the eTS|, that utilises 48v
mild-hybrid technology, .

The lower-powered version is less o
vocal and provides a more familiar

v KEY RIVALS

=3 ==

Toyota Corolla
DRIVEABILITY, PREMIUM FINISH, LOW EMISSIONS,
PRICE PERFORMANCE BUILD QUALITY

DATED EXPENSIVE OPTIONS CVT GEARBOX,
INFOTAINMENT PRICEY

AUTO EXPRESS - AUTOCAR

v REVIEW RATINGS

PARKERS

from £20,500
(expected)

1.0, 1.5and 2.0
petrol; 2.0 diesel;
1.4 PHEV

0-60: 8.5-10.2*
Top Speed:
125-139mph*

six-speed manual;
seven-speed DSG

110-125g/km*

*Based on models
currently on sale

NOWINITS
EIGHTH
GENERATION,
THE LATEST
GOLF HAS A
STRONG FOCUS
ON TECHNOLOGY
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The new Golf exhibits
a familiar balance of
handling and comfort

driving experience than the eTSI.

While it uses clever fuel-saving tech-
nology, the engine doesn't feel as smooth
whenyou push it hard. It also lacks a sharp-
ness to the brake pedal, due to the regen-
eration system that activates before the
actual brakes to capture energy that would
otherwise be lost.

One engine not carried over on the new
model is the 1.6 TDI diesel. Instead it's
replaced by a 2.0-litre version, offering
115PS or 150PS.

Improvements to the diesel make it our
pick of the bunch. With 150PS it feels potent
and in most scenarios, barely audible.
During our test route, and including some
more spirited driving, the car was still
returning 50mpg.

The Golf retains its fluid driving
experience in the latest generation. It's not
the best-in-class for engagement, but we
expect the hotter versions will tick those
boxes.

Performance Golfs come in a variety of
flavours, including GTI, GTD, R and track-
focused GTI TCR - all packing more power
than their predecessors, although prices for
these versions are yet to be announced.

The trim line up for the new Golf marks a
departure from VW's familiar S, SE and SE
L line up. Instead we get Golf, Life, Style and
R Line to mirror the European market.

Golf comes well-equipped with LED
headlights, keyless entry, climate control
and the aforementioned infotainment
system.

Life adds parking sensors, lumbar
supportand wireless smartphone charging.

DALE PIPER,
VOLKSWAGEN UK
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DALE PIPER,
PRODUCT MANAGER GOLF
AT VOLKSWAGEN UK

Given the growth of the SUV segments, with cars
like the T-Cross and T-Roc and the upcoming
launch of the ID 3, how important is Golf 8 to the
brand and what are the sales expectations for the
new model versus its predecessor?

We expect the new Golf to follow the same
pattern of success as the seventh generation.

Of course, some customers may opt for an SUV
in line with the industry trend, but the Golf has
succeeded for 45 years so far in the face of many
newcomers and alternatives, so it has a great
track-record of having perennial appeal. Thanks
to its range of advanced engines - including mild
hybrids and plug-in hybrids - Golf could also be

a stepping stone to the ID 3 for some customers
who are not quite ready to go fully-electric, and,
in addition, it remains the benchmark in its
hatchback segment. This is why we are optimistic
that it will maintain its position as the best-seller
in its class.

When can dealers expect the full model range of
Golf 8 to be available for ordering, and why is
there a delay on some versions being available?
The top-selling Golf trims are already on sale,
and will satisfy the greatest number of customers
with their universal appeal and expected
Volkswagen quality. It has always been the way
that the many variants of the Golf range are

The cockpit is fully digital
and buttonless

launched gradually as opposed to in one go. For
example, the performance-oriented GTI, GTD,
GTE and R - which are especially popular in the
UK market - will follow later this year.

Which engine/trim do you expect to be the most
popular when the full line-up is available, and will
that differ for fleet/retail customers?

We expect retail customers to favour the Golf Life
1.5 TSI 130 PS six-speed manual in particular, and
fleet customers the Golf Life 2.0 TDI 115 PS six-
speed manual.

What new technology features are available on
the car and how will you ensure dealers are
capable of explaining and upselling them to
buyers?

We have just completed the UK’s ‘Brand
Experience’, in which our sales executives were
taken to Wolfsburg - the home of the Golf - to
experience the Golf 8's new technologies,
including WeConnect, the Innovision Cockpit and
more. Through this first-hand, hands-on
experience, we could help them to demonstrate
to customers just how comprehensively the new
Golf meets the needs of today’s driver.

What features can be added to the car post-sale
via download and what is expectation for uptake
of that service?

UK customers are in a good position, as most of
the equipment offered via download in some
other markets is standard-fit for the UK, including
Voice Activation, Adaptive Cruise Control and
Satellite Navigation. However, demand is
expected to grow over time as specifications
evolve and new features are introduced and
offered via download.

Style is fitted with a massage function for
the driver's seat, adaptive cruise control
with lane-keeping system, a 32-colour
ambient lighting system and matrix LED
headlights.

The R Line offers a sportier persona with
different bumpers, larger wheels and
sports seats.

Prices for the full range are yet to be
announced but the new car will start at
around £20,500, putting it broadly in line
with its key rival the Ford Focus.

When the full line-up is available later in
the year, buyers should be hard-pressed to
find a reason not to buy one.

MATT DE PREZ



Because not all
car buyers are
the same

In recent years, Startline has brought the concept of near prime motor
finance into fashion, approving many used car buyers who have been
rejected by principal lenders while offering comparable terms.

Our Finishline product takes this a step further.

Designed for people who don’t quite fit the conventions of our core
hire purchase product, it satisfies a neglected need for mid-market
motor finance that is below prime but a long way from the punishing
rates and conditions of sub-prime.

Finishline means we can say yes to more used car buyers - and are already
doing so for some of the largest, most forward looking dealers in the UK.

It embodies the whole Startline approach - more flexible motor finance,
competitively priced, with excellent service standards. Why not get in
touch to find out how our products could look just right for many of
your customers?

enquiries@startlinemotorfinance.com Startll ne

www.startlinemotorfinance.com MOTOR FINANCE
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Build a rapport
with customers

Finding out what’s important to the customer is
key, says Simon Bowkett of Symco Training

When a salesperson is dealing

with a customer, one of the first
= things I like to ask at the first
Qs review stage is “tell me a couple of

\ interesting things about your
| ‘

customer.”
What I'm looking to establish
here is whether the salesperson has qualified the
customer and not just qualified the deal. It's the
subject of my new sales training video on the AM
website (www.am-online.com/symcotraining, or at
www.symcotraining.co.uk) this month.

Customer or deal qualification?

Let's say for example the salesperson tells me,
“they've had their car for four years and now they
are looking at a Focus.” This is deal qualification,
not customer qualification. Deal qualification is
important, but we need to qualify the customer too.
Why? Because it helps to build that allimportant
rapport. It could be something as simple as asking
them what they do for a living, or finding out
about their hobbies and interests.

Building rapport with the customer

If the customer comes in on a Tuesday, is it their
day off, are they on holiday, or is it some other
reason? If there are child seats in the car, is it a
boy or a girl, and how old are they? If there's a
Center Parcs sticker in the corner of the
windscreen, when was the last time they went?

People often put football stickers on the back of
their car. Ask them how their team is getting on.

If they've got a towbar, what do they use it to
tow? A horsebox? Or something else?

All of these things will tell you what's
important to the customer. They can help to start
a conversation and build rapport. And yet, often
when I'm visiting a dealership and I see a towbar
on a customer's car, the salesperson hasn't got a
clue what it's for when I ask him or her about it!

Make it a rule!

So, make it a rule to ask your salespeople — every
time — to tell you a couple of interesting things
about the customer when you do the first review.
Soon they will get into the habit of doing it.

Visit our website for free training trial

To find out how our low cost, IMI-Approved online
training programme can help train your team,
visit www.symcotraining.co.uk/freetrial and get
your FREE trial started today.
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VOLVO XC60 T8 R-DESIGN PRO

REPORT
PROGRESS

DIFFICULT TO KNOW WHERE TO START

he technology available to new car buyers today is

T astounding. Premium brands are leading the way

with levels of occupant comfort and safety that were
unimaginable when | was a car-mad student 25 years ago.

We've just taken delivery of a Volvo XC60 T8 plug-in hybrid,
which we'll review over the next six months. In R-Design Pro
specification, this car potentially gives Volvo salespeople a
dilemma, but in a good way. Explaining all the features and
benefits would take considerable time, which is why the skill
of qualifying the customer’s specific needs and their prior
knowledge of the car becomes critical.

Ignoring the elementary stuff, our XC60 R-Design Pro has
more than 60 items of specification as standard, before the
option packs are added. I'll go into more detail on its raft of
features next issue, but, in summary, this SUV is a complete
premium package as befits its near £66,000 price tag.

I'd suggest there’s a real opportunity for Volvo dealers to
cement the relationship and impress purchasers of this car
by making contact three or four weeks after handover with
a “just checking youve remembered feature X and Y~
enquiry. While many functions in this car are intuitive, there
are a few that drivers might miss. My belief is that plug-ins
should be plugged in, and charging the XC60 T8 daily is an
easy task. Buyers even get a year of free electricity from
Volvo. Yet | went a couple of weeks before recalling there’s
a function to ‘hold" the charge in the electric battery while
on fast A-roads so | can use zero-emission power later when
I'm back in an urban environment. TIM ROSE

FULLY LOADED,
LUXURIOUS

IT'S A TEST OF
MY MEMORY
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PRICED FROM:
£65,870 INCLUDING
OPTIONS

2.0-LITRE PETROL-
ELECTRIC PLUG-IN
HYBRID, 400BHP

0-62MPH
5.2SECS, TOP
SPEED 140MPH

104.6 MPG

CO2EMISSIONS -
60G/KM (WLTP)

Luke Burdett,
sales executive at
Motorvogue,
correctly identified
the Chrysler
Crossfire Roadster
in our lastissue.

am-online.com



NISSAN X-TRAIL TEKNA 4WD

REPORT
PROGRESS

IT MAY HAVE SLIPPED DOWN THE
TABLE BUT X-TRAIL STILL DELIVERS

n 2019 Nissan had 45,133 registrations for its SUVs,
“ the Juke, Qashgai and X-Trail. This exceeds the SUV

brand de jour; Land Rover by 3,167 units, despite the
latter having 300 more derivatives to choose from.

Nissan has led the pack since taking the top spot from Land
Rover in 2009 when annual sales exceeded 30,000 units for the
first time for the Japanese brand, reaching a peak in 2017 of
around 121,000 in 2017*.

The X-Trail has slipped in its impact on SUV sales - and in
the Nissan range. It now sits fifth behind the Qashqai, Juke,
Micra and Navara.

Numbers may have diminished, but when buyers choose fit,
they're going for maximum luxury. Nissan revealed the top
sellerin the X-Trail range is the 1.3 DIG-T Tekna DCT Automatic
7-seat 2WD. Half of X-trail buyers go for the top spec Tekna
version, “as they want the luxury and equipment of a fully-
equipped family SUV”, Nissan said.

X-Trail is available with up to £3,250 deposit contribution
(£2,750 petrol/£3,250 diesel) across the range (excluding the
Visia) across a three- or four-year PCP with no minimum
deposit (6.03% APR). This also applies to the new N-TEC range.

N-TEC is a new for 2020, across-the-Nissan-range special
version designed to enrich the product line up and provide the
“ultimate combination of tech and design at fantastic value”,
with prices starting at £30,820.

* Thanks to Lookers for supplying this information in a video
called 'Vehicle vendetta: The rise of the SUV.

JEREMY BENNETT
AUTOMATIC BOOT OPENING/ LACK OF ACCELERATION
CLOSING AND BOOT HEIGHT FROM STANDING START

START
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See if you can identify this
month’s model for your
chance to win a £20 John
Lewis voucher. Email
am(dbauermedia.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,
April 3rd.

am-online.com

PRICED FROM:
£33,59

1.7 DCI 150 DIESEL

0-62MPH IN 10.7
SECONDS, 121MPH
TOP SPEED

ADVERTISING FEATURE

From valet bay
to web is faster
than ever......

By Michaela Gunney, Secure Valeting Group

SECURE ONLINE SYSTEM
With our investment in technology
and development of the AUTO
IMAGING APP, SECURE provides a
streamlined process to prepare and
market your vehicles faster than ever.
Our SECURE ONLINE portal
controls the movement of stock during the valet,
preparation and imaging process and gives you
total financial control of the operation. Real-time
notifications show dealership staff when valeting is
complete and vehicles are available to image.

TRUST IN YOUR VALETING SUPPLIER
SECURE has provided valeting and support
services to top 100 dealer groups and large-scale
auction/remarketing centres for more than 20 years.
We are operational in every part of the UK and
have the experience required to ensure that your
business complies with current legislation relating
to H&S, COSHH, Modern Slavery policies and the

necessary insurance covers.

TOTAL SUPPLY SERVICE

Flexible labour, quality chemicals, equipment
supply and the secure online booking system are
all included, backed up by local support teams
and senior regional management.

We are proud of the commitment and stability
within our management teams — and of the
technology we have developed to create
transparent financial controls for our long-standing
client base.

DIGITAL IMAGING, VIDEO & BACKDROPS
You can also choose from personal video, digital
imaging, progress chaser portal and digital
backdrops — all provided in conjunction with

our sister company Auto Imaging.

The Auto Imaging app is now first choice for
many major dealer groups and manufacturers —
you can now achieve valet bay preparation to the
web faster than ever!

Call 01480 216700 or visit www.secureplc.com
and www.autoimaging.co.uk

SECURE

I/WIIW.SECUI‘E’J’C.Cﬂm
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PEOPLE DEVELOPMENT

LACK OF FAMILY-FRIENDLY POLICIES
COULD LEAD TO A 'MUM DRAIN

Greater flexibility need if dealers are not to miss out on returning new parents
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ealer groups are at risk of losing talented female

D staff who take time out to have children and then

choose to resume their careers in other sectors.

Research by recruitment firm Robert Walters of 4,500
female professionals has found that more than half of women
feel at a disadvantage when they return to work from a career
break, and 58% make the decision to move into an industry
they perceive as more family-friendly at this point.

A quarter of working mothers did not return to the same
employer after their maternity leave because they felt the
company’s practices and culture did not now suit their needs.

Respondents mostly sought the option to work from home
or more flexibly, but only 39% of employers enabled it, and
fewer than one in 10 employers offered mentoring to women
returning to help them get up to speed.

Employment law requires companies to consider “in a
reasonable manner” any worker's statutory application for
flexible working, but they are not compelled to agree to it, and
can decline if they have “a good business reason for doing so”.

Robert Walters revealed that 43% of mothers would like the
opportunity to job-share, but only 12% of employers made this
available. Other perks that appealed to returning mothers
were personalised development plans, the ability to buy
annual leave and flexi-hours.

Lucy Bisset, director of Robert Walters North West, said:
“The UK has reached a record high in the number of working
mums - with 75% of mothers in work, largely driven by the
number of women taking on full-time roles.

“It would be a big loss to undo this trend simply because we
aren't listening to the needs of working parents. While part-
time work is popular for mums, what this report highlights is
that we could, in fact, encourage more women back into full-
time work after a career break if we listen to their needs.”

The company highlighted the experience women often
gained during a career break, making them attractive to
potential new employers. These include further education,

CAN
e
CAREER WORKING CAREER
WITHOUT WOMEN WITH WHILE
SACRIFICING CHILDREN SPENDING
UNDER 18 QUALITY
MEL 50 TIME WITH
TIME: 59%

FAMILY: 41%

volunteering for charity, starting a business and freelancing.

Separately, YouGov published research on International Women’s
Day which showed only 41% of women with children under the age of
18 felt they could progress in their careers while still spending time
with their family, compared with 51% of men.

Almost 44% of both the female and male respondents said they
wished they could spend a little more time focusing on their family.
YouGov found 38% of women in the UK still feel that parenthood
has negatively affected their careers. Only 14% of men felt similarly.
Some 20% of mothers and 12% of fathers perceived they had
experienced “outright discrimination” from their employer or

colleagues because they are a parent.

Of those who said parenthood had been a career negative, having
to work reduced hours was the most common reason for their
perceived lack of progression (60% of mothers and 51% of fathers).

Having to decline job offers was also identified a barrier to their
career aspirations, as stated by 55% of men and 52% of women.

Workers' productivity was also suffering as a result of parenthood.
Fathers who worked full time were more likely than mothers to say
that demands at home have reduced their work performance (57%
compared with 32%].
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IMPERIALCARS ~ (nperial Job
TN

WE ARE Role: Head of Financial Services
Location: Southampton
H I I ‘ N G OTE: £80,000 - £100,000 DOE

An exciting opportunity has arisen for a2 Head of Financial Services,
based at our Head Office in Hedge End, Southampton.

About Us

Imperial Cars are a multi award-winning used car dealership with
branches across the UK. We currently sit at 7th place in the list of
the '"Top 50 Independent Used Cars Retailers in the UK’

For more information please visit our website:

www.imperialcarsupermarkets.co.uk/hiring

am-online.com



TALENT
MOVERS

TALENT ON THE MOVE

Dealer group
JCT600 has
promoted
operations
director Richard
Hargraves to the
post of managing
director.

In his new role

RICHARD Hargraves will
HARGRAVES, MD, work closely with

JCT600 chief executive
John Tordoff and

support the operations board in managing
the AM100 group’s 48 dealerships, which
span Yorkshire and the North East,
Derbyshire, Lincolnshire and
Nottinghamshire.

Hargraves joined JCT600 as a used car
buyer in 1999 and was promoted to sales
manager within 18 months, before moving
to the role of BMW general manager five
years later at the age of 29. After a five-
year spell as a dealer principal at Preston’s
BMW, Hargraves returned to JCT600 as
brand director.

In 2012, he was promoted to operations
director, subsequently taking responsibility
for all of the company’s brands.

Vauxhall retailer
Drive Motor
Retail Group has
appointed James
Godley as its new
group aftersales
director.

He joins the
AM100 motor
JAMES GODLEY_ retailer from
AFTERSALES Pendragon,
DIRECTOR, where he
DRIVE MOTOR oversaw the
aftersales

RETAIL GROUP .
operations of

more than 100 Evans Halshaw sites.

Godley has already started work on
plans for the next few years as Drive Motor
Group looks to enhance its aftersales
operations.

Stuart Harrison and Rob Keenan, joint
managing directors at Drive Motor Retail
Group, said: “We are delighted to have
someone of James’ experience join the
team. He has worked within the industry
for many years and has an exceptional
track record of delivering strong aftersales
performance, as well as bringing new and
innovative ideas to the forefront.
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JEAN-MARC STRENG,

MANAGING DIRECTOR,
HONDA UK

Honda UK has named
Jean-Marc Streng as its
new managing director.
He will move from his
current role as general
manager of Honda Motor
Europe’s (HME)
Automobile Division, on
April 1, when current
MD David Hodgetts is
expected to retire.
Current head of
automobile Phil Webb will
move to HME as deputy
general manager of HME
Automobile Division to be
replaced by current head
of network development,
Rebecca Stead.

ANDREW TRACEY,
SALES DIRECTOR
HYUNDAI MOTOR UK

Hyundai Motor UK has
appointed Andrew Tracey
as its new sales director.

He joins the brand as it
begins a year of multiple
product launches.

Tracey, who has
a history with the
Volkswagen Group, joins
the Korean brand from a
position as marketing
and brand strategy
director for Alfa Romeo
and Jeep.

At the same time,
James Snowden steps
into the newly created
role of product and
planning director.

STEPHEN SNOW,
CHAIRMAN,
SNOWS GROUP

Snows Motor Group
chairman and CEO
Stephen Snow will lead a
new executive board of
directors.

Neil McCue and Alex
Domone will both be
chief operating officers
and Shawn Gates was
named as chief financial
officer.

There are also three
newly-appointed directors:
Melanie Durrans — human
resources; Richard Betts
- corporate sales & fleet,
and Robert Newbold -
finance and insurance
including FCA Compliance.

ADVERTISING FEATURE

Why Google
1S your
dealership’s
new front door

By Anthony Gaskell, managing
director, EMEA, Reputation.com

Your reputation matters. In the world
of automotive where consumers have
a choice of where to buy their high-
ticket item, how your dealership looks
online counts for a huge amount.

Did you know that a Google My
Business panel generates up to 10
times more traffic than your website and that 85%
of people use social media to learn about a brand?

Your reputation is built from every interaction a
person has with your brand — from search to
services. It's time dealership groups realise that
their website is no longer their front door online;
people are doing a Google search and, more often
than not, finding what they're looking for without
going a single click further.

Towards the end of 2019 Google revealed that for
the first time, more than 50% of all searches were
‘no-click’ searches, meaning a person doesn't click
off Google after their search.

So how can you drive traffic to your showroom
and service centres? If you're not proactively
soliciting, consolidating, promoting and acting on
feedback at every stage of the customer journey,
buyers will take their business elsewhere.

This is especially true in the auto world, where
competition is rife, cars are typically long-term
investments and customers are doing their research
before stepping into a dealership.

Over the coming weeks, Reputation.com will
release its annual Automotive Reputation Report
which will highlight the best performing
manufacturers and dealerships in terms of
Reputation Score, review volume, location rating,
response rate and more. The report will also rank
the top and bottom auto brands operating in
Europe in terms of sales and service.

Keep an eye out for the full report and download
your free copy when it's released.

B Email contact-uk@reputation.com
or call 0800 066 4781

reputation.com®
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TALENT
ROUND TABLE

elationships between franchised car
retailers and their manufacturer
partners show signs of strain due to
shrinking margins, if conversations
at the AM Awards 2020 round table meeting are
anything to go by.

Franchised retailers expressed their concern
about the profit return amid rising vehicle prices,
falling margins and the expectation of supply
constraints from key manufacturer partners, as
they attempt to mitigate the effects of new
CO2-based CAFE regulations while rolling out
new electric vehicle (EV) products.

John Clark Motor Group chairman, John Clark,
was first to express what he saw as the erosion of
the sector’s profitability since he started his
business in 1977. “I'm looking for 2% on turnover
and we've achieved that in certain years”, he said.
“Some years we've been just 1% and | can't accept
that with the level of investment that's required.”

Swansway Garages director Peter Smyth said
of the Jaguar Land Rover Arch Concept: “When
we did the budget for JLR Crewe we went to our
main shareholder, our father. He's an octogenarian
who's not going to make any money from that
investment for 10 years. He asked: “What good is
that to me?”

director, head of director, director,

Kinghams of aftersales, Swansway  Swansway

Croydon Marshall Garages Garages
Motor Group

TENSIONS RISE AS
MARGINS FALL

No holding back at the latest AM Round Table discussion,
where industry heavyweights made their feelings known

Fellow Swansway director David Smyth and Clark
both insisted that their businesses made money out
of the Land Rover franchise.

Other franchises have been less successful in
recent times and some around the table suggested
that the time had come for retailers to be more
assertive.

Peter Smyth said: “Certain manufacturers that
simply don't make money are having to wake up and
smell the coffee.

“We are in the motor trade, but we are not
emotional about cars, were not petrolheads. If we
don't see a return, we won't do it.”

Speaking ahead of the news that Ford would close
almost half of its 400 UK retailers by 2025, Peter
Smyth endorsed the “pragmatic” decision made by
Honda to cut up to to 55 of its 155 sites in a bid to
boost profitability.

Swansway has halved its Honda representation
and now operates two profitable business, he said.

Clark cited reduction in the Volkswagen UK margin
for franchised retailers as an indicator that things are
getting tougher, stating: “The average VW dealer
made 1.06% last year and they just took 1% off the
top end.”

But Clark also sought to highlight the margin that
some OEMs are “giving away” to leasing companies

DELEGATES

director, GM, digital head of

Swansway  Johnsons marketing  marketing,

Garages Mazda and events, Rockar
Gloucester  Rockar

head of managing chairman, chief managing sales dealer
academy, director, JohnClark  executive, director, manager, principal,
Citygate Citygate Motor Group Dennis Mackie Mackie County
Automotive  Automotive BuyaCar Motors Motors Garage

The delegates at the AM
RoundTable get ready for a
free and frank industry discussion

as an argument that retailers who invest heavily
should be demanding a larger share.

“Look at the margin they are giving away. No
more,” said Clark.

Clark alleged that one leasing provider secured a
34% discount with one OEM by signing a “contract to
purchase” 5,000 vehicles, but ultimately retained that
having only completed the purchase of 600.

John Smyth said: “We still store the vehicles,
prepare the vehicles and deliver the customer
experience for these companies, having made the
investment in the staff and facilities.”

Kevin Mackie, the managing director of Mackie
Motors, said European OEMs™ UK NSCs were also
benefiting from a resurgent pound. He suggested
that one European manufacturer had made £100m
in a single year through currency dealings alone.

In February the Euro rose to 1.20 against the
pound, its highest since 2015. “They'll be making
money in the same way now,” Mackie said.

EV adoption urgency

Franchisees’ preparation of facilities for the arrival
of EVs has become more urgent since the
Government announced in February it plans to bring
forward the ban on the sale of all new petrol, diesel
and hybrid vehicles to 2035.

But EU emissions regulations that will impose
fines of €95 (£83) per gram of CO2 emitted by each
car sold over a 95g/km fleet average from 2020/21
will have a more immediate effect.

Clark suggested that manufacturers would limit
supplies of certain models to reduce sales of higher
emnitting cars.
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By Ollie Moxham, CEO, Click Dealer

Click Dealer was thrilled
to attend AM'’s Roundtable
event on what's currently
happening within the
automotive industry. We
gleaned some fantastic
insights from the different

guests in attendance and can't wait

to action these in our own dealer

support tools.

S

Sponsor's comment

"The roundtable itself went really well,
Gerry and I were both really impressed
with the calibre of attendees and the
openness with which issues and trends
were discussed between them. It was
also great to meet and get to know more
of the AM team.”

® Click

YOUR PERFORMANCE PARTNER

J

He said: “One of the major brands we represent
has said that it will be bringing fewer cars into the
UK this year than it ever has.

“Where does that leave me with my target and
where will it leave us in terms of the model mix we
can expect to receive?”

Clark feels there is “no chance” of Government
achieving its Road To Zero CO2 emissions targets
and suggested that the 2035 deadline to end the sale
of new petrol, diesel and hybrid vehicles was not
realistic.

He said he had written to Prime Minister Boris
Johnson suggesting a scheme that issued a
“voucher” to help motorists whose vehicles fail to
meet a more stringent set of MOT emissions
standards buy a cleaner new vehicle.

Simon McLaughlin, managing director of Citygate

Automotive, said he felt that consumer understanding
of EVs was growing.

Pointing out VW’'s plan to bring 5000 VW ID.3
hatchbacks to the UK in 2020, followed by 20,000 in
2021, McLaughlin said: “The bubble is about to pop.”

McLaughlin added that he felt an agency-style
margin structure would follow the advent of the EV
proper, adding that this would eliminate many of the
new online retail entrants to the market.

He asked: “If the car is the same price everywhere,
then why go with them?”

Disconcerted by disruptors
Traditional dealers continue to question the long-term

viability of platforms such as carwow and new online
retailer Cazoo.

Gerry Moxham, the chief visionary officer at Click
Dealer, said investors had backed such businesses
in the anticipation of an explosion in online car retail
which has yet to materialise.

Andy Oldham, chief executive of Dennis BuyaCar,
said that new entrants such as Cazoo and heycar
were actually helping to drive the market in that
direction.

He said: “(Cazoo founder) Alex Chesterman is
going all out on marketing and that can only help
make consumers aware of the option of buying
online.

“That will feed business into alternative platforms
like ours and other car retailers that are ready to
embrace that opportunity.”

Moxham agreed.

“Cazoo is going to spend millions educating the
consumer,” he said.

“Car retailers with the call centres and websites in
place will be ready to sell to customers as they
become aware they can transact in that way.”

Peter Smyth praised other retailers” innovation
with new digital technology.

He described a function of Arnold Clark’s app
which allows customer to scan the numberplate of
a car in the street to bring up the closest match in
group stock as “absolutely brilliant”.

But he said he questioned the Cazoo model. He
said: "Alex Chesterman has been extremely
successful with Zoopla and Love Film, but he
has never had to deal with stock.

“With the preparation, storage and delivery of the
cars to take into account, and no aftersales, how is
he making any profit?”
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FIGRT QUESTIONS T0 THE...

HEAD OF
SALES

Ben Fish, head of sales
operations at Seat UK, says

he finds himself in his dream
Job, but isn't getting complacent

What are the main responsibilities of your role?

| run a team of approximately 30 people working
across the Seat dealer network, helping to deliver
sustainable new and used sales volumes, develop
sales programmes, drive network sustainability and
engagement, with the aim of improving the customer
experience and ultimately building a base of loyal
customers as a result. 'm also excited to be working
on Cupra during a really exciting period for the brand
as business lead.

What are the most significant challenges ahead in
your field of work?

The industry is experiencing significant change in
almost every area, and while this is incredibly exciting
it also provides several new challenges that could
prove particularly difficult for some, when you consider
that the automotive sector really hasn't had to change
too much over the past few decades. The rise of online
retailing and electrification is fundamentally
transforming the industry, while consumer demands
around transparency and service levels as well as their
awareness and understanding of new technology and
their own environmental impact, have grown
significantly. Ensuring the performance of the business
and sustainability of our retailer network through this
constantly changing environment is the biggest
challenge the industry faces at the moment.

How might these challenges be overcome?

Seat has undergone a radical transformation of its
product line-up, and now has one of the most modern
ranges in the industry, tailored to meet the demands
of our audience with a family of SUVs and several
electric and plug-in hybrid (PHEV) models on the way.
Alongside the continued development of the Cupra
brand, it's a really exciting new chapter in our story. Our
network is well prepared for electrification and is very
engaged in the process toward a green retail
experience. However, we're not complacent, and, most
importantly, will remain close to our network and be
swift in navigating any challenges ahead. That's our
strength as a brand; we're proud to have a really strong
relationship with our retailers and stay nimble enough
to work with them and properly respond to challenges
together. There's plenty of work still to be done of
course, and we want to continue to grow our used car
business and focus even more on customer service
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and loyalty to help us maintain our business health
while evolving as the industry continues to change.

What attracted you to this area of expertise?

Having worked across the VW group for nearly 20
years, spending my time at both Audi and Seat, I've
enjoyed getting involved in field roles, sales operations,
planning and product marketing. When the incredible
opportunity arose to lead the Seat sales operation and
network through the biggest period of change the
brand has ever witnessed, it was one | couldn't turn
down.

What'’s the most important thing you've learned and
how have you made use of it at your company?

The people are what makes this industry special and
exciting, and how people work together can make all
the difference. Proper collaboration; people working
towards a common goal and pulling in the same
direction, is critical at all levels. What | enjoy most about
working at Seat is that we have a truly collaborative
culture both internally, with our colleagues in
Barcelona, and with our retailer network. There is
plenty more that we can do to improve that, but
creating opportunities for an open dialogue through
regular meetings and touchpoints, both physically and
digitally, continues to be a really important.

QUICK-FIRE QUESTIONS

What drives you?

I've always loved cars, so | have my dream job. It
will only get more exciting with Cupra gaining
momentum and the new electrified cars.

What'’s your favourite app?
| consume a lot of data through spreadsheets
and presentations so | use Audible to switch off.

How do you relax?

My wife and | have three amazing kids, who keep
me grounded and remind me what's important
in life. And there’s always red wine, of course!
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PLATINUM SUPPORT LEADERS

e, GUARANTEE
DEALERSHIP ONLY PROTECTION \&

ADVANCED DETAILING TO DEALERSHIP

CRYSTAL COAT - THE CERAMIC PAINT PROTECTION KEY TO THE PLATINUM SYSTEM -
OFFERS UNRIVALLED GLOSS RETENTION, SWIRL AND CHEMICAL RESISTANCE.
GTECHNIQ’S REVOLUTIONARY DEALERSHIP SYSTEM INTRODUCES DETAILING
EXPERTISE AND UNBEATABLE PRODUCTS TO THE MIX.

GIVE YOUR CUSTOMERS THE BEST PRODUCTS AND SERVICE,
AND KEEP YOUR PROFIT PER RETAIL UNIT FIGURES SOARING.

www.gtechnigplatinum.com
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