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Start working on your entries if you’d love to be picking up a trophy this September 
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BEST MARKETING STRATEGY 
Marketing should help you to 
build your brand plus find new 
customers and help you to grow 
sales in the short term. 

BEST ONLINE CONSUMER 
EXPERIENCE 
Dealers which enter this new 
award category should provide 
an excellent, comprehensive, 
customer-focused digital 
experience for consumers who 
are searching online for their 
next car, whether new or used. 

BEST IN CUSTOMER SERVICE 
Entrants should have a 
customer-centric culture and 
take pride in strong satisfaction 
scores, but never allow 
complacency and react robustly 
to fix the situation whenever 
things go wrong. 
Sponsor: LTK Consultants 

BEST AFTERSALES TEAM* 
Open to franchised workshops 
and independent repairers, 
entrants will have high 
performing teams of service 
reception, workshop control and 
technical staff who deliver great 
returns for the business. 

BEST SALES TEAM 
(NEW AND/OR USED)* 
This award acknowledges the 
power of multiple individuals 
working together towards an 
acknowledged goal in a new and/
or used car or van sales 
department in the past 12 
months. 

THE COMMUNITY HERO AWARD 
We want to recognise 
dealerships which are deeply 
rooted in their communities, 
which support local causes and 
organisations, and which have a 
culture of giving something back. 

BEST USED CAR 
DEALERSHIP (INDEPENDENT 
NON-FRANCHISED)* 
Retailing second-hand cars 
demands many skills and 
processes, from stock acquisition 
to marketing and protecting 
profit margins. Independent 
dealerships that show strength in 
many such aspects should enter. 
Sponsor: Santander Consumer 
Finance

 BEST USED CAR DEALERSHIP 
(FRANCHISED)* 
Pre-owned cars will not be the 
poor relations for the franchised 
dealership keen to win this 
award. Entrants should evidence 
strength in stock acquisition and 
preparation, marketing, sales 
and profits. 

USED CAR OF THE YEAR 
Selected by a combination of 
readers’ and judges’ votes. 
Sponsor: Car Care Plan 

NEW CAR OF THE YEAR 
Selected by a combination of 
readers’ and judges’ votes. 

ELECTRIC VEHICLE  
OF THE YEAR (NEW) 
Selected by a combination of 
readers’ and judges’ votes. 

BEST EV DEALERSHIP* (NEW) 
Outlets that have embraced 
electric vehicle sales should 
enter this category, 
demonstrating their success in 
developing a strong local market. 

BEST DEALERSHIP* 
This category is open to 
single-site owner operators and 
to best performing dealerships 
within a larger group network, to 
reward strong performance 
across sales, marketing, 
aftersales and administration. 

BEST FINANCE BROKER/
LEASING PROVIDER (NEW) 
Entrants should demonstrate 
how they provide great value and 
best-in-class service. 

BEST DEALER GROUP 
(UP TO 10 SITES)* 
Open to franchised and 
independent groups. Brand 
specialists and regional heroes 
apply here. Entrants should have 
strong sales and aftersales 
results, a culture of success and 
the financial results to show for it.  

BEST DEALER GROUP 
(MORE THAN 10 SITES)* 
Open to franchised and 
independent large groups. 
Entrants should have strong 
sales and aftersales results,  
a culture of success and the 
financial rewards to show for it.  
Sponsor: heycar

BEST USED CAR DEALER GROUP 
Open to franchised and 
independent dealer groups, this 
award recognises high levels of 
best practice in used car sales 
group-wide. Stock management, 
marketing and financial 
performance are among the 
criteria to be examined. 

THE BRIGHT SPARK AWARD 
This category invites entries 
about ideas and innovations, no 
matter how simple or complex, 
that have come from a dealer’s 
member of staff to make a work 
process simpler, or save time or 
money, or solve a problem. 

BEST NEW PRODUCT/SERVICE 
Open to industry suppliers who 
are helping to change dealers’ 
fortunes. We expect to see 
innovation and measurable 
results, including examples of 
beneficial use by your customers.  

THE 2021 AM AWARDS CATEGORIES
We’re delighted to be able to launch 
the 2021 AM Awards, our annual 
fiesta of recognition for UK motor 
retail’s top performers. 

Normally held each February, 
this year the AM Awards is shifting 

to September 8 when we’ll be able 
to gather together at the vast 
Birmingham ICC for a gala awards 
dinner – socially distanced as 
necessary. 

The 2021 AM Awards is now open 

to entries. Put your businesses and 
your employees forward to receive 
independent recognition of their 
skills and excellence from our 
panel of judges.  

Join the host of motor retailers, 

large and small, who have collected 
our exclusive AM Awards over the 
years. 

The categories are outlined here, 
but full details and the online entry 
system are at am-awards.co.uk  

DEADLINE FOR ENTRIES: MONDAY, MAY 24    I    VISIT: AWARDS.AM-ONLINE.COM/REGISTER 
 

HEADLINE AWARDS 

SUPPLIER OF THE YEAR 
Open to entries from industry 
suppliers making a significant 
difference to dealers’ fortunes. Entries 
will be reviewed and voted upon by 
readers and the judging panel. 

APPRENTICESHIP PROGRAMME  
OF THE YEAR (NEW) 
Open to the automotive businesses 
which develop their workforce for the 
future, whether recruiting new starter 
apprentices or encouraging existing 
employees onto apprenticeships for 
higher level qualifications. 

DEALER PRINCIPAL/GENERAL 
MANAGER OF THE YEAR 
The winner will be a dealer principal 
or general manager who has done 
incredible things with difficult brands 
or marketplaces by demonstrating 
excellent leadership skills, drive and 
innovative thinking that has helped the 
dealership achieve business 
objectives. 

DEALER GROUP OF THE YEAR 
The ultimate accolade for the best 
business performance and culture. 
Selected by the judging panel. 
Sponsor: Keyloop

MANUFACTURER OF THE YEAR 
This award recognises vehicle 
manufacturers which are developing 
and delivering the best products and 
technology consumers could want 
now and in the near future. Nominated 
and voted upon by the judging panel. 

BUSINESS LEADER OF THE YEAR 
To recognise strong leadership, vision, 
visibility and accountability at the 
highest level. Nominated and voted 
upon by the judging panel. 

 AM HALL OF FAME 
We recognise someone who has  
made an outstanding contribution to 
the automotive industry during their 
career. The recipient is chosen by AM 
editor Tim Rose and editor-in-chief 
Stephen Briers. 

(*= audited by BDO) 
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IMPACT OF PiCG CUT / P8
Overnight change may put 

buyers off taking EV plunge

MARCH-ING ON / P14
Market makes slight recovery, but 

some way short of good health

REGIONAL HEROES / P25
Is the balance of dealer power 

shifting towards regional groups?
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EDITOR’S 
LETTER

ell done everyone! UK motor retail got more 

than A QUARTER OF A MILLION new cars 

registered for the roads in March without 

showrooms being open. I think that’s worth a 

big shout out, don’t you?

Now that showrooms have finally reopened, 

may the success continue. 

With complicated restrictions looking likely for 

overseas holidays this summer, hopefully some 

consumers would rather treat themselves by 

replacing their car instead. 

Those opting for a staycation will need dependable transport for entertaining 

trips out. This could even be an opportunity to quell the range anxieties of 

prospective electric vehicle buyers through well-targeted 48-hour loans. Once 

they realise they can get to Alton Towers and back on one charge their angst 

will surely disappear.

Competition for good quality used cars will be fierce, particularly among 

retailers of nearly new given the 600,000 unit shortfall in 2020’s new car market. 

Yet my conversations with a few CEOs have revealed increased interest in sales 

of more four-year-plus cars. As consumer confidence builds, those left with 

smaller budgets from coronavirus’s disruption might pick an older car than 

usual or downsize to reduce their monthly outgoings.

Opportunities are out there. Go find them.

W

Tim Rose

Editor
Tom Sharpe

News and  
features editor 

OUR WRITING TEAM

MAY 2021 5am-online.com
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CONNECTING YOU
ANYTIME
ANYWHERE

INTEGRATED SECURITY

Discover the innovative security solution 

integrated MAXPRO® Cloud, one platform 

that integrates video management, 

access control and intrusion technology 

to improve efficiency through 

connectivity. MAXPRO® Cloud platform is 

intelligent, flexible and scalable, offering 

security management in real time at 

any time, from any place, and at your 

fingertips on a mobile device.

MAXPRO® Cloud is much more than 

a security system, it is a business tool 

dynamic that provides useful information 

for service improvement and reduction 

of costs allowing owners to make 

timely decisions on the basis of reliable 

information, everywhere and at any time.

Work smarter.

Contact us on maxprocloud.com
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OVERNIGHT CUT  
TO PiCG MAY PUT 
BUYERS OFF TAKING 
THE EV PLUNGE 

ar retailers and 
manufacturers are 
urging the Govern-
ment to establish a 
roadmap to 2030 to 

help drive electric vehicle (EV) sales.
UK Government’s ambition to ban 

the sale of all non-electrified new 
cars by 2030 moved up the political 
agenda after “overnight” changes 
saw the plug-in car grant (PiCG) 
purchase incentive cut from £3,000 
to £2,500 and capped at £35,000.

The PiCG has now reduced in value 
from £5,000 at its launch, to £2,500.

The move comes just three months 
after car dealers were encouraged 
to “lobby hard” to ensure that 
Government gives motorists and the 
motor retail sector the tools required 
to truly ‘go electric’ by 2030 in the 
pages of AM.

And, while car manufacturers 
developing and building alternative 
fuel vehicles (AFV) battle with the 
challenge of how to make the new 
technology profitable, car retailers 
have admitted “we’re as confused as 
the consumer”.

COMPROMISED DEALERS

Arbury Group managing director, 
Paul Goodwin, said: “It was so 
sudden (the change to the PiCG). I 
can’t imagine there was any consul-
tation between Government and the 

manufacturers or industry bodies 
like the NFDA (National Franchised 
Dealers Association) and there 
absolutely must be.

“What we need is a roadmap to 
2030, just as we have the clear 
roadmap guiding us out of lockdown. 

“Manufacturers, retailers and, of 
course, customers need to know 
exactly how the Government intends 
to help us make that transition to 
2030.” 

Cambria Automobiles chief execu-
tive Mark Lavery said: “What’s been 
done has completely undermined 
what the Government is trying to do.

“Now is the time we should be 
working to improve customer confi-
dence in this technology. Reducing 
incentives does the exact opposite.

“Government acted so quickly in 
making changes to the PiCG that we 
had people coming to collect cars 
and we literally had to pull the rug 
out from underneath them with no 
warning.

“In that situation, the customer 
holds us, the dealer, responsible. It 
was a real mess.”

Alex Domone, chief operations 
officer at Snows Motor Group, said 
changes to the PiCG had caught the 
group “on the back foot” and 
conceded there was still uncertainty 
when AM spoke to him a week later.

“We still don’t know whether some 

of the grant applications we put 
through will be honoured,” he said. 
“As a group, we just wanted to do the 
right thing by the customer when the 
announcement came.”

Domone said: “I don’t think the 
retail sector has a voice. I think it’s a 
political game of chess being played 
by politicians and we’re just expected 
to keep on doing what’s expected.

“It’s extremely hard on the OEMs 
who are investing in developing the 
technology and retailers who have 
been spending fortunes to put the 
correct infrastructure and skillset in 
place.”

At the Society of Motor Manufac-
turers and Traders’ SMMT Electri-
fied 2021 Conference its chief execu-
tive, Mike Hawes, called for an end 
to the “snakes and ladders” game of 
shifting incentives to give consumers 
confidence.

Government told to stop playing 
“snakes and ladders” and work 
with motor retail, not against it

Hawes suggested Government 
was failing to work with the sector 
and said it had “lost sight” of the role 
the consumer has to play on its Road 
to Zero.

He said Government targets set in 
a bid to reach Net Zero were tougher 
than those for aviation, construction 
or the energy sector, adding: “For 
other sectors, the narrative is 
‘working with industry’; for automo-
tive, the policy is just ‘end the sale’.

“(Government) seems to have lost 
sight of one vital player in this deal, 
the consumer, the people who will 
have to buy the products if this ambi-
tion is to be met,” he said.

“As manufacturers we are stepping 
up to the plate. One-in-four available 
models can now be plugged in, 
one-in-10 now powered purely by 
electricity. 150 models available, and 
the number is rising.

C

WE WILL ONLY 
SUCCEED IF THE 
CONSUMER THINKS 

THEY ARE AFFORDABLE, THEY 
ARE CONVENIENT AND THEY 
ARE THE RIGHT CHOICE

MIKE HAWES, SMMT
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SEND US YOUR NEWS

If you have any news stories you’d like to let us  

know about email us at newsdesk@am.co.uk

THE CHANGE IS 
MAKING CAR BUYERS 
THINK AGAIN. THOSE 

LEFT CONSIDERING AND 
WONDERING ARE STALLING 
THEIR SWITCH TO AN EV

ALISON JONES, STELLANTIS

“But we will only succeed if the 
consumer thinks they are affordable, 
they are convenient, and they are the 
right choice for them. This means 
giving people the incentives to buy 
them and the infrastructure to charge 
them. Both are currently lacking.”

Dissent surrounding the PiCG cuts 
has already been seized upon in the 
world of UK politics.

Labour shadow business minister 
Ed Miliband called for interest-free 
loans to assist with EV purchases, 
claiming that Government was 
currently “asleep at the wheel” in its 
facilitation of the shift to EVs.

Miliband also suggested that a new 
national scrappage scheme should 
be introduced as part of efforts to 
deliver on the UK’s ambitious Road to 
Zero plan to reduce CO2 emissions.

STICK, NOT CARROT

Stellantis country manager and 
senior vice-president Alison Jones 
said Government’s decision to cut 
PiCG at “very short notice” had been 
“very unwelcome”.

Jones told AM there was little 
evidence of a joined-up plan to 
address the sector’s various issues 
in meeting the 2030 goal.

She suggested that targets and EU 
fines – amounting to €95 (£81) for 
each g/km over the 2021 target of 
95g/km for each car sold – was the 

main driver of change.
In January, the Volkswagen Group 

reported that it faces a fine in excess 
of €100m (£89m) after it “narrowly 
missed” its EU CO2 emissions 
targets for 2020. It is not alone.

Jones said: “At the moment it looks 
like the Government is driving the 
shift to 2030 through CO2 targets 
alone. It’s more stick than carrot and 
it’s the customer that has been 
caught out by the latest change.

“Educating the public about EVs is 
down to the manufacturers and 
dealers, yes, but what we need from 
Government are policies and taxa-
tion that support their adoption and 
make it appealing.

“When they do something like 
change the plug-in car grant it adds 
a layer of confusion for consumers 
and complicates the message that 
buying an EV is something that is to 
be positively encouraged.

“The change is making car buyers 
think again. Those left considering 
and wondering are stalling their 
switch to an EV.”

Also speaking at SMMT Electrified 
2021 BMW UK managing director 
Graeme Grieve described the 
changes as “counter intuitive to the 
statements made ahead of COP26”.

COP26 is the United Nation’s 
climate change conference being 
held in the UK in November 2021.

EV brand Polestar’s chief executive 
Jonathan Goodman branded the 
Government’s recent PiCG changes 
“a mistake”.

Goodman said: “We need consistent 
and ongoing support to drive the 
adoption of EVs. Customers need to 
know where they stand.

“There is consistency and certainty 
in the company car market with the 
BIK (benefit-in-kind) rates. That’s a 
policy that people have clear visibility 
of for the next two years.”

Since 2019 fleets and company car 
drivers became the main driver of EV 
adoption growth in the UK after 
Government laid out its plan to drop 
BIK rates to 0% from April 2020, 
followed by 1% in April 2021 and 2% 
in April 2022. 

SMMT analysis of new car regis-
trations in 2020 shows that just 4.6% 
of privately bought cars (34,324 vehi-
cles) were EVs, compared with 8.7% 
(73,881 vehicles) for businesses and 
large fleets.

Hawes said: “It’s clear this has 
been an electric revolution primarily 
for fleets, not families.

“We need incentives that tempt 
consumers, infrastructure that is 
robust and charging points that 
provide reassurance, so zero-emis-
sion mobility will be possible for all, 
regardless of income or location.”

Hawes pointed out that one-in-
three UK households have no dedi-
cated off-street parking, leaving 
them disproportionately dependent 
on public charging points – of which 
around one-in-10 are out of order at 
any given time. This compares with 

one-in-100 in the Netherlands.
Private buyers in Germany receive 

a €9,000 (£7,665) grant towards a 
new EV, while Dutch drivers do not 
pay VAT on BEV purchases, equiva-
lent to a saving of around a sixth.

The SMMT estimates maintaining 
the plug-in grant and similarly 
exempting consumer EV purchases 
from VAT would increase uptake by 
almost two-thirds by 2026 compared 
with current predictions.

SMMT also estimates that the UK 
will need around 2.3 million public 
charge points by 2030 to provide 
adequate coverage and tackle range 
anxiety – meaning more than 700 
new charge points would have to be 
installed every day until 2030. The 
current rate is about 42-a-day.

Cazana director of insight Rupert 
Pontin suggested there was method 
in the sudden PiCG changes.

He said the overnight change 
prevented a rush to pre-register 
cars to benefit from the incentive 
before its reduction, saving public 
funds and potentially protecting 
residual values.

Pontin also suggested a keener 
focus on sub-£35,000 EVs from 
OEMs could help boost adoption, 
despite the lower incentive, as EV 
registrations year-to-date achieved 
a 6.9% market share – up 4ppt year-
on-year.

“There are always different ways 
to achieve a goal and the question is 
which route will be most beneficial 
to the consumer, supportive of the 
OEMs and fair to the automotive 
industry as a whole,” he said.

WE NEED 
CONSISTENT AND 
ONGOING SUPPORT 

TO DRIVE THE ADOPTION OF 
EVs. CUSTOMERS NEED TO 
KNOW WHERE THEY STAND

JONATHAN GOODMAN, POLESTAR

ISTOCK.COM/MICROSTOCKHUB
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If the customer is king then the 

old adage about kings being 

succeeded surely applies: “The 

customer journey is dead. Long 

live the customer journey.” 

For many years the customer 

journey has been linear, and 

usually binary. But with the 

increased use of digital strategies, particularly over 

the past year, the new customer journey is 

convoluted and twisted with the traditional stages 

of awareness, consideration, purchase, usage and 

re-purchase often overlapping and jumping 

around at the click of a mouse. The shape of the 

journey has changed.

What is interesting is that the communications 

fulcrum between the brand (where it has 

traditionally controlled the message) to the 

consumers (where they have passively received 

the message) has changed dramatically over the 

past decade and accelerated even more so over 

the past year. 

Consumers are no longer the passive receptors  

to brand messaging, but can literally break brands 

overnight. The balance has changed.

If you overlay those two thoughts, then you 

logically get to today’s consumer-centric world 

where consumers have a proven “people like me” 

rationality (it’s why we use certain favourite 

supermarkets, for example). So, why wouldn’t they 

want to read like-minded reviewers and social 

comment? And that’s what makes direct customer 

reviews from along the entire journey, not just post-

purchase and after sales event surveys, even more 

critical in providing that complete reputation 

experience insight because where that power lies 

has also changed.

The new customer journey has a different shape, 

balance and power.

Liverpool Innovation Park, 

Digital Way, Liverpool, L7 9NJ

contact-uk@reputation.com • 0800 066 4781

By Andy Wand 
Automotive Director, EMEA

The customer 
journey follows 
different paths

ADVERTISING FEATURE

THIS MONTH’S NEWS HIGHLI

FRC ANNOUNCES ‘BLACK HOLE’ INVESTIGATION

UK accounting watchdog the Financial Reporting Council (FRC) 
opened an investigation into Deloitte’s audit of Lookers PLC’s 
financial statements for 2017 and 2018. Deloitte resigned as 
auditor after last year’s investigation into fraud at Lookers 
exposed a £19m ‘black hole’. Deloitte said it was taking the  
investigation seriously and fully co-operating with the FRC.

VERTU ACQUIRES HEPWORTH HONDA IN HUDDERSFIELD

Vertu Motors “cemented” its position as Europe’s biggest Honda 
retailer with the acquisition of Hepworth Honda in Huddersfield. 
The PLC’s chief executive, Robert Forrester, said the acquisition 
reflects the group’s strategy to “continue to grow a significantly 
scaled franchised dealership business”.

CAMBRIA EXECS CONSIDER BUY-OUT

A statement issued via the London Stock 
Exchange revealed Cambria Automobiles 
chief executive Mark Lavery, finance 
director James Mullins and managing 
director Tim Duckers were exploring the 
possibility of a management buy-out.  
The AM100 PLC’s board had consented to 
explore the possibility of the MBO at 80p per share.

NEW RENAULT LOGO TO BE ADOPTED NEXT YEAR

Renault UK revealed that its franchised 
dealerships would adopt the French 
carmaker’s new logo in 2022 after it 
followed fellow OEMs into a 2D re-brand. 
The new logo was revealed on the new 
Renault 5 hatchback prototype at  
February’s Renaulution event.

NFDA ATTITUDE SURVEY RATES LEXUS UK No 1 AGAIN

Lexus UK retained its title as the top-rated new car franchise  
in the National Franchised Dealers Association (NFDA) Dealer 
Attitude Survey Winter 2020/21. It attracted a 9.5-out-of-10 overall 
rating (average: 6.3) to beat Kia (9.2) as Toyota (9.1) and Mercedes-
Benz tied for third from its franchisees.  

12
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HR OWEN REVEALS LOOK FOR SUPERCAR DEALERSHIP

HR Owen revealed artist’s impressions of its planned £30m, 
5.4-acre Bentley, Lamborghini and Maserati supercar dealership 
at Hatfield, Hetfordshire. The development will increase the 

group’s showroom 
portfolio from 14 to  
17, taking its tally of 
Bentley and 
Lamborghini  
franchises to four each.
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BCA continues to invest in 

improving its suite of digital 

products to make it even easier for 

customers to do business with us.  

A number of enhancements 

have been made to the BCA 

website aimed at developing 

functionality for the digital buyer 

audience, including improvements to the digital 

sales catalogue and enhancing the wider user 

experience at bca.co.uk.

The latest improvement sees the launch of the 

new Vehicle Details page. This major update to 

BCA’s online vehicle search platform makes it 

easier for customers to assess, track and bid with 

direct access into a live sale. 

Working in close collaboration with buyers,  

every aspect of the Vehicle Details page has been 

redesigned to help BCA customers make informed 

decisions faster on the vehicles they want to buy.   

The user experience has been enhanced and is 

now more intuitive and user friendly, with a 

simpler, more informative layout, more detailed 

digital images and improved functionality across 

both desktop and mobile devices.

Vehicle images are now higher definition with 

enhanced zoom and showcased with the new 

background replacement feature. There is a clear 

breakdown of vehicle information, with the number 

of previous owners, mileage, vehicle grade and 

guide pricing all highlighted. 

Users can also easily navigate to the full sale 

catalogue section from individual vehicle details 

and – if ready to bid – can join a sale in progress 

via the Live Sale button. If a user prefers to leave a 

Proxy Bid, they can place this direct from the 

vehicle details right up until the sale commences.

The new Vehicle Details page is now live across 

all BCA vehicles. Please visit bca.co.uk. 

By Dene Jones 
BCA Group Chief Marketing & Data Officer

BCA 
introduces major 
enhancements to 
online platform

ADVERTISING FEATURE

HLIGHTS

PENDRAGON COMPLETES AMERICAN WITHDRAWAL

Pendragon completed its withdrawal from the US market with 
the sale of its Hornburg Jaguar Land Rover (JLR) dealership in 
Santa Monica, California – raising total proceeds of £106m. 
Completion of the deal came a week after the PLC reported 
underlying PBT of £8.2m in 2020 financial results which painted 
a picture of a COVID-19 impacted year of two halves.

CAZOO’S £5BN LISTING

Cazoo revealed that it was set to  
be listed on the New York Stock 
Exchange with a £5bn valuation 
following the signing of a definitive 
business combination agreement 
with US-based acquisition company 
AJAX. A press release said the 
move would provide Cazoo with a 
further $1bn (£730m) to fund its 
continued growth across Europe.

AUSTRIAN COURT OUTLAWS LINKING SURVEYS TO PAYMENTS

The Austrian Supreme Cartel Court 
banned Peugeot from tying dealers’ 
payments to customer satisfaction 
surveys and from subsidising vehicle 
prices sold at its manufacturer-
owned sales outlets. Peugeot dealer 
Buchl claimed PSA’s Peugeot Austria 
national sales company had been 

abusing its market power in breach of competition law.

APRIL FOOL’S PRANK BRANDED AS ‘DECEPTION’

Volkswagen, busy launching electric cars, was accused of 
“deception” and spreading “misinformation” in the US following 
an early April Fool’s prank which suggested it was set for a 
‘Voltswagen’ rebrand. Journalists said VW representatives 
confirmed the rebrand before April 1, causing them to report it 
as fact.

31

29

IN DETAIL 

To view the full story go to  
am-online.co.uk/news
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Future-motive
technology

Connecting and advancing 
the auto retail industry
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Welcome to Keyloop…
 

...the new name for CDK Global International. With this fresh name comes a 

revamped look for our company, as well as a refocused mission to guide how 

we work.

 

This is our now or never moment.  Keyloop is committed to developing an 

open platform that connects the automotive retail industry and together  with 

our customers and partners, we will transform the car buying and ownership 

experience for the better. 

Now we look forward to the future, because the automotive retail experience 

is changing. Technology has set new standards for digital retail, and 

automotive consumers are demanding the same. Dealerships must attract 

and serve the next generation of car buyers, and our primary goal is to help 

you achieve this.

Together, we will use technology to drive new value. Our open platform 

approach will unlock valuable insights into the consumer journey, and our 

worldwide view of the automotive landscape will help us create new solutions 

that genuinely delight your customers.

Exciting times are ahead. All of us at Keyloop are ready for the challenges 

and changes in our future and we look forward to sharing the journey with 

you.

TOM KILROY, CEO Keyloop 

www.keyloop.co.uk/launch

© 2021 Keyloop. All rights reserved. MFH 03/21 V1.0
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he Society for Motor Manufacturers 
and Traders (SMMT) has reported 
that March 2021, at 284,000 units, 
saw an increase of 11.5% over 
March 2020. On the face of it, that’s 

good news, but it is still like a doctor saying the 
condition of a hospital patient has improved slightly. 

March 2021 was still 36.9% below the average 
March figure for the 10 years from 2010-1019. It was 
also below the figure of 314,000 for March 2009, the 
lowest point of the financial crisis. 

Year-to-date (YTD), the market is down 12%, 
although the year-on-year figure should steadily 
improve over the coming months. The SMMT is 
forecasting a 12.1% increase for 2021 over 2020, 
which seems reasonable, if slightly depressing 
given how bad 2020 was.

For manufacturers, VW is fractionally ahead of 
Ford (both are on 8.5%, but VW has sold slightly 
more). It should be said that VW was also ahead of 
Ford at the end of the first quarter of 2020, but Ford 
retained overall market leadership for the year. 

However, it may be even harder for Ford to retain 
leadership this year than it was last year. This is the 

T

MARKET REPORT MARCH 2021

SLIGHT IMPROVEMENT, BUT 
FULL RECOVERY A WAY OFF
Unit sales up for month and predictions are positive, however market has low start point

first full year for the Golf Mk8 and the ID.3, while 
Ford only has one major new model, the Puma. 

The Puma is doing well and is the clear leader in 
B-segment crossovers. Unfortunately for Ford, the 
increase in Puma sales in the first quarter of 2021 
(up 3,400 units) was exactly balanced by the decline 
in sales of the unlamented Ford Ecosport. 

It is also worth noting that the Focus is now the 
smallest selling major model in the Ford line-up 
(made up of Fiesta, Puma, Kuga, Focus), having 
been the UK’s best-selling car 20 years ago. 

Exactly one percentage point behind the two 
leaders, BMW and Mercedes-Benz are in the same 
position: both are on 7.5%, with BMW slightly ahead 
in sales. Behind them, Audi is closing the gap very 
slightly, but is still some way behind on 6.9%. 

In sixth place, Vauxhall has some good news for 
a change. It has just overtaken Toyota (now seventh), 
and the Corsa is the UK’s best selling car at present, 
800 units ahead of the Fiesta YTD. Like Ford, Vaux-
hall now only has four mainstream models (Corsa, 
Mokka, Crossland, Grandland X) and, also like 
Ford, it now has two B segment crossovers in the 
Crossland and Mokka. It will be interesting to see 

what impact the new Mokka has on the Crossland.
Behind Toyota is Nissan, which has mixed news 

to report. The run-out Qashqai is having an Indian 
summer, and is maintaining its No 1 status among 
C-segment crossovers. However, the new Juke is 
not emulating the success of its predecessor, and 
is being significantly outsold by the Ford Puma. The 
Leaf EV is also disappointing, with sales down by 
14.0% at a time when total BEV sales have risen by 
74.1%. Nissan could be forgiven for feeling that they 
opened the door to mainstream EVs, only to be 
knocked down in the rush as other manufacturers 
entered the market. 

In ninth (a record high) is Land Rover with a 
remarkable 4.8% market share. The new Defender 
has got off to a strong start, outselling both the 
Range Rover Velar and long-established upmarket 
SUVs like the Volvo XC90. 

In fact, all Land Rover products are in the top 
three positions in their respective sub-segments – 
with one notable exception. The Discovery, now 
Land Rover’s slowest-selling model, is distinctly 
mid-table and is only 60 units ahead of the VW 
Touareg. 

SUPPORTING DEALERS, WHATEVER   IS
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Traditionally, the Discovery was the more 
practical alternative to a Range Rover. Now that 
the Defender has taken over that role, it is hard 
to see quite what the Discovery is for. 

The same could also be said for a worrying 
number of models from Land-Rover’s sister 
brand, Jaguar. Jaguar registrations were down 
35.6% YTD, and only the F Pace is selling in 
respectable numbers, accounting for exactly 
50% of total Jaguar sales. Sales of the E Pace 
are down by 70.8%, and combined sales of the 
XE and XF are just 676 YTD. Nor is this a 
UK-only problem: in the USA, Jaguar sales are 
down 44.3% YTD, while Land Rover is stable. 

Among the other brands with market share 
of more than 1.0%, the most successful are 
Tesla (up 27.1%), Volvo (up 15.4%) and MG (up 
12.8%). Tesla’s rise is hardly unexpected given 
the popularity of the new Model 3, but the other 
two are more interesting. Volvo’s market share 
of 3.3% is its highest since the days of the 1980s 
Volvo 340 (ask your dad). Today Volvo is making 
far better – and more lucrative – cars, as it 
surfs the SUV wave. The XC40 is leading its 

By Richard Jones, 
managing director,  

Black Horse 

By the time this article  

hits the press we will have 

crossed the proposed 

lockdown finish line and, 

hopefully, dealerships will be open again  

for on-site retailing. 

The UK vaccine programme is now in full 

flow and consumer confidence is already 

showing early signs of being robust, with 

multi-point bounces evident in major indexes 

and billions buttressing savings accounts.

It seems clear there is pent up spending 

demand and it’s an interesting time to reflect 

on how this will emerge through the various 

sales channels when the threat of COVID-19 

is diminished but still present.

Analysis of our own debit card data 

provides useful insight into how day-to-day 

household spending has developed. 

Unsurprisingly, there is a profound impact on 

shopping habits with a 17 percentage point 

increase in online spending, big decreases in 

ATM withdrawals and commensurate 

increases in contactless payments. 

Interestingly, the average distance travelled 

to spend fell by 1.2km (approx 0.75 miles) 

over the course of the Covid-19 pandemic, 

from 3.9km (2.4 miles) to 2.7km (1.7 miles). 

The key question to me is how deeply will 

online spending behaviours remain set in 

once people are given the opportunity to 

shop and visit their favourite places again. 

And how will trends in day-to-day 

spending wash into larger purchases, like 

cars, when there are no travel or retail 

restrictions?

There will almost certainly be a correction 

back to more physical showroom activity, but 

the acceleration in digital car buying 

journeys will endure. Businesses that can 

blend their approach to meet the needs of 

the post-COVID consumer will succeed and 

providing them with all they need to achieve 

this success remains our key focus.

segment (and outselling the Range Rover 
Evoque in the process), and the XC60 is No 3 in 
its segment. Meanwhile, MG has overtaken 
established brands such as Mazda and even 
Honda. Its big seller is the ZS B-segment cross-
over, which is in sixth, just behind the Renault 
Captur, and ahead of models like the Hyundai 
Kona and Dacia Duster.

At a segment level, most sectors have 
performed as expected: city cars are down by 
more than the total market (-33.9%), super-
minis (-12.0%) and small family cars (-12.2%) 
are right on the market average, while premium 
SUVs have out-performed the market (-2.4%).

However, the unlikeliest statistic so far this 
year is that luxury saloons are up by a remark-
able 93.9%, and are taking 0.5% of the total 
market, their highest share for years. The main 
reason is the launch of new electric models 
such as the Porsche Taycan and Audi E-Tron GT.

It seems electrification is breathing new life 
into a segment that appeared to be in terminal 
decline a couple of years ago. 
DAVID FRANCIS

SPONSOR’S COMMENT

       blackhorse.co.uk/abetterwayTEVER   IS AROUND THE CORNER.  

HOW WILL TRENDS 
IN DAY-TO-DAY 
SPENDING WASH 

INTO LARGER PURCHASES, 
LIKE CARS, WHEN THERE 
ARE NO TRAVEL OR RETAIL 
RESTRICTIONS?

2021 YTD SALES DECLINE BY SEGMENT
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2   LAND ROVER 
The SUV brand is making progress in 
2021, after a strong March (22% up) left 
it with 2.4% growth YTD. Growth came 
from both the private and fleet markets, 
thanks largely to the new Defender.

3   ALFA ROMEO
A 39% drop to 202 registrations meant it 
was almost outsold in March by luxury 
brand Bentley. Giulia fleet sales slumped 
and fewer private buyers opted for  
Guilietta and Stelvio.

1   PEUGEOT 
A 55% rise in March registrations versus 
2020 was driven by 3,086 extra fleet 
sales, but the private market contributed 
another 753 incremental units. The 2008 
was Peugeot’s star performer.

NEW CAR REGISTRATIONS

March Year-to-date

Marque 2021 % market 
share

2020 % market 
share

% 
change

2021 % market 
share

2020 % market 
share

% 
change

Volkswagen 23,698 8.35 22,950 9.01 3.26 36,219 8.51 45,095 9.33 -19.68

Ford 22,237 7.83 18,996 7.46 17.06 36,072 8.48 43,835 9.07 -17.71

Mercedes-Benz 21,313 7.51 16,981 6.67 25.51 31,700 7.45 33,856 7.00 -6.37

BMW 21,003 7.40 17,530 6.88 19.81 31,944 7.51 34,262 7.09 -6.77

Audi 19,105 6.73 16,424 6.45 16.32 29,403 6.91 30,669 6.34 -4.13

Toyota 16,911 5.96 15,363 6.03 10.08 23,783 5.59 27,006 5.58 -11.93

Vauxhall 15,868 5.59 12,473 4.90 27.22 24,826 5.83 26,841 5.55 -7.51

Land Rover 15,086 5.31 12,381 4.86 21.85 20,551 4.83 20,075 4.15 2.37

Nissan 14,178 4.99 12,524 4.92 13.21 21,086 4.96 23,563 4.87 -10.51

Kia 11,221 3.95 12,957 5.09 -13.40 20,365 4.79 22,295 4.61 -8.66

Peugeot 10,824 3.81 6,985 2.74 54.96 15,705 3.69 15,053 3.11 4.33

Hyundai 9,065 3.19 7,279 2.86 24.54 13,422 3.15 13,753 2.84 -2.41

Volvo 8,996 3.17 6,196 2.43 45.19 13,964 3.28 12,105 2.50 15.36

Škoda 8,911 3.14 9,172 3.60 -2.85 14,242 3.35 17,330 3.58 -17.82

Mini 7,567 2.66 8,720 3.42 -13.22 10,794 2.54 12,998 2.69 -16.96

Seat 7,482 2.63 7,772 3.05 -3.73 11,460 2.69 15,669 3.24 -26.86

Citroën 6,027 2.12 3,950 1.55 52.58 8,605 2.02 9,152 1.89 -5.98

Renault 5,787 2.04 5,684 2.23 1.81 8,066 1.90 9,908 2.05 -18.59

Mazda 4,058 1.43 4,193 1.65 -3.22 5,302 1.25 7,166 1.48 -26.01

MG 3,956 1.39 2,736 1.07 44.59 6,161 1.45 5,465 1.13 12.74

Jaguar 3,880 1.37 4,794 1.88 -19.07 5,128 1.21 7,967 1.65 -35.63

Honda 3,055 1.08 4,631 1.82 -34.03 4,520 1.06 9,620 1.99 -53.01

Suzuki 2,932 1.03 3,462 1.36 -15.31 3,903 0.92 6,277 1.30 -37.82

Lexus 2,575 0.91 2,594 1.02 -0.73 3,393 0.80 4,470 0.92 -24.09

Fiat 2,376 0.84 3,358 1.32 -29.24 3,213 0.76 6,166 1.28 -47.89

Dacia 2,149 0.76 3,010 1.18 -28.60 3,276 0.77 5,055 1.05 -35.19

Porsche 1,819 0.64 1,838 0.72 -1.03 2,931 0.69 2,755 0.57 6.39

Mitsubishi 1,256 0.44 2,024 0.79 -37.94 1,828 0.43 3,834 0.79 -52.32

Cupra 633 0.22 0 0.00 0.00 924 0.22 0 0.00 0.00

Jeep 567 0.20 379 0.15 49.60 852 0.20 1,006 0.21 -15.31

Abarth 415 0.15 278 0.11 49.28 541 0.13 628 0.13 -13.85

Polestar 335 0.12 0 0.00 0.00 922 0.22 0 0.00 0.00

smart 264 0.09 143 0.06 84.62 407 0.10 248 0.05 64.11

Subaru 258 0.09 180 0.07 43.33 310 0.07 253 0.05 22.53

DS 233 0.08 292 0.11 -20.21 415 0.10 717 0.15 -42.12

Alfa Romeo 202 0.07 330 0.13 -38.79 316 0.07 644 0.13 -50.93

Bentley 189 0.07 171 0.07 10.53 306 0.07 391 0.08 -21.74

SsangYong 175 0.06 252 0.10 -30.56 239 0.06 435 0.09 -45.06

Maserati 95 0.03 83 0.03 14.46 157 0.04 178 0.04 -11.80

Alpine 37 0.01 26 0.01 42.31 42 0.01 37 0.01 13.51

Other British 384 0.14 338 0.13 13.61 608 0.14 647 0.13 -6.03

Other Imports 6,842 2.41 5,235 2.06 30.70 7,624 1.79 6,133 1.27 24.31

Total 283,964 254,684 11.50 425,525 483,557 -12.00

1

2

3

The UK’s new car market has strengthened for 
the first time since August, the Society of Motor 
Manufacturers and Traders (SMMT) reports.

Registration data for March shows an 11.5% 
uplift year-on-year to 283,964 units, with 29,280 
more cars registered than in March 2020 when 
the UK’s lockdown halted all sales before the 
final week of the plate-change campaign, 
causing a 44.4% drop in registrations.

Fleet sales drove the growth – the corporate 
and rental markets were 29% up with 151,360 
registrations taking a 53% share of March’s total 
market. Private sales were down 4.1% year-on-
year, however, the 126,850 unit total is 
remarkable given that car showrooms have 
remained closed since January and all business 
has needed to be conducted remotely.

Mike Hawes, SMMT chief executive, says:  
“The past year has been the toughest in modern 
history and the automotive sector has, like 
many others, been hit hard.”

He felt optimism that the market will improve 
after the April 12 reopening of car showrooms.

“We know we will see record-breaking 
growth next month given April 2020 was a 
washout, but a strong and sustainable market is 
possible if customers are attracted to the choice 
and competitive offer the industry is able to 
provide within the safest of showroom 
environments.”

Remarkable growth 
without showrooms
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A better way of doing business

Beyond
financefinance
“I’m more like a consultant, taking time to 
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add real value to their business.” 

Watch Aimee's video to see how:

blackhorse.co.uk/beyondfinance

Aimee Winder
Account Manager
North East Region
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FINANCE OFFERS

RETAILER OFFERS FOR PLUG-IN CAR GRANT ELIGIBLE VEHICLES 
Model Finance 

type
Deposit Term Monthly 

payment
Final 

payment
APR Offer ends

Smart EQ Fortwo Coupe Passion Advanced PCP £2,806.09 48 £177.05 £7,125 6.00% 30/06/2021

Smart EQ Forfour Premium PCP £2,922.45 48 £181.06 £7,600 6.00% 30/06/2021

Renault Zoe Play R110 Z.E 50 PCP £5,257 37 £212 £13,849 0% 30/06/2021

Vauxhall Corsa-e 50Kw PCP £2,148.50 48 £224.33 £11,140 3.90% 30/06/2021

Seat Mii Electric 61kW 83PS PCP £2,878.27 48 £237.04 £7,785 5% 30/06/2021

Honda e - Solid Paint PCP £6,501.58 37 £259 £14,526.32 4.90% 30/06/2021

Hyundai Kona Electric SE Connect PCP £8,400 37 £280.02 £14,980.71 4.80% 30/06/2021

Peugeot 208 Allure Premium Electric 50KWh 136 PCP £4,683.56 48 £289 £12,502 4.90% 30/06/2021

Peugeot 2008 Active Premium Electric 50KWh 136 PCP £6,032.36 48 £307.61 £13,368 4.90% 30/06/2021

DS 3 Crossback E-Tense Prestige PCP £3,278.41 48 £310.88 £14,784 4.60% 30/06/2021

MG5 EV Excite PCP £326 49 £326 £9,121 0.00% 30/06/2021

Hyundai Ioniq Electric Premium PCP £6,200 37 £346.35 £13,567.35 4.80% 30/06/2021

MG ZS EV Excite PCP £348 49 £348 £9,043 0.00% 30/06/2021

Mini Hatch Electric Level 1 PCP £3,000 48 £356.36 £11,618.93 3.90% 30/06/2021

Volkswagen ID.3 Life Pro PCH £2,329.18 36 £388.20 £388.20 N/A 04/05/2021

Citroën e-C4 Sense Plus 100Kw PCP £2,000 48 £397.88 £13,265 4.60% 30/06/2021

Kia e-Niro 2 PCP £3,284.50 37 £444.14 £14,133.60 4.90% 30/06/2021

he Government’s decision to cut the 
plug-in grant came out of the blue in 
March, but there are a strong set of 
incentives in place for electric vehicle 

(EV) buyers to kick off Q2.
The plug-in car grant (PiCG) for pure EVs was 

reduced from £3,000 to £2,500 and the list price cap 
reduced from £50,000 to £35,000.

But, as AM’s data shows, there are still plenty of 
models that qualify (17 that AM could find on  
manufacturers’ representative examples online) 
and the average monthly payment across all of 
them is less than £300.

The cap of £35,000 does rule out most of the more 
premium models from brands like Audi, BMW, 
Mercedes-Benz and Tesla, but there is still a 
breadth of model sizes available, from city cars to 
crossovers to SUVs.

Citroën revised its prices to make sure the new 
eC4 remained eligible for the grant and while it’s at 
the pricier end of the market compared with others, 
it has a relatively low deposit level and a deposit 
contribution of £700 in Q2. Citroën is hoping this 
adjustment will help the new EV make up to 20% 
of all C4 sales.

Smart’s EQ models come out on top for the most 
affordable EVs in the UK from £177 a month, closely 
followed by the Renault Zoe and Vauxhall Corsa-e 
at £212 and £224 respectively.

The average deposit for eligible plug-in car grant 
cars is £3,670, which doesn’t necessarily put these 
offers out of reach for those customers that have a 
decent part-exchange or have been lucky enough 
to build up some savings during the pandemic.

There are some generous deposit contributions 
available for those wishing to make the switch too, 
with MG quickly offering £3,000 contributions to 
customers that bought before the end of March to 
take the bite out of the reduction in Government 
grant support.

However, these have now been removed in April, 
so it’s Peugeot leading the way in Q2 with £1,700 of 
support behind the 208-e and a £500 reduction off 
the e-2008.

Hyundai is putting in £1,000 off the Ioniq Electric 
to tempt customers before summer.

Nissan also revised Leaf pricing in light of PiCG 
changes with a new 0% PCP offer on LEAF e+ 
N-Connecta versions, attracting monthly payments 
of £299 over 37 months.

And let’s see if Tesla’s Model 3, now exempt from 
the PiCG, will drop out of the top 10 best sellers list 
in April (it was the fourth most popular model in the 
UK during March this year). 
TOM SEYMOUR

SEARCH FOR FINANCE OFFERS

For a searchable list of manufacturers’ 
finance offers, go to am-online.com/offers

T

Big incentives 
for EV buyers  
in response  
to PiCG cuts

AVERAGES Q2 2021

Average monthly payment: £299.11

Average deposit: £3,670

Average final payment: £11,106
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OPINIONS

Over the years of 
writing for AM I have 
had some varied 
responses, some 

negative, the odd threat of being 
sued, but on the whole people 
have been indifferent or, on  
occasion, complimentary about 
what has been said.

One recent article, however, 
seemed to hit on what many 
people were thinking. It was about 
both the moral and economic 
benefits of diversity. I received 
responses saying that something 
should be done to address the 
issue within our sector, a lot 
commenting that the issue was 
wider than just the gender mix 
within the industry. 

What is fascinating is that the 
issue can be seen from many 
perspectives. There is the obvious 
moral stance that our industry 
should not be equated with any 
form of racism, gender or  
disability discrimination. 

There is legislation that under-
pins that moral stance, but there 
is a need to remove practices and 
behaviour that perpetuates 
anything that goes against our 
sector being inclusive. 

Economics are also a factor. As 
stated in the original article there 
is much research showing that 
decision-making is improved 
when there is a diversity of  
representation in the process.

A third dimension is that of 
future employment. The demo-
graphic mix within the UK would 
suggest that over the next 10 
years there will be a smaller pool 

of people available for employ-
ment and, if our sector is going to 
thrive, we need to compete in the 
employment market against 
other industries. 

It became apparent when 
talking to Steve Nash at the IMI 
that this was an issue on its 
agenda as well and I was delighted 
to be invited to lead a taskforce 
looking at how the issue of diver-
sity and inclusion could be 
addressed across our industry. 

It is only when you start to look 
at the complexity of the issues 
that you realise how little you 
know about them. It will be a 
learning journey for me and the 
aim is to engage with interested 
individuals and organisations plus 
experts from outside our sector.

The objective is to draw on good 
practice that already exists and, 
through critical reflection, identify 
where things could be better.

Understanding the experiences 
of people from a BAME back-
ground, those with physical or 
hidden disabilities and those 
confronting discrimination in the 
area of gender identification are 
three themes that present areas 
in which work needs to be done.

As I have said before we need to 
overcome the challenge of ‘homo-
phily’ – the sociological concept of 
‘birds of a feather flocking together’ 
– whereby we seem naturally 
attracted to people like ourselves.

There needs to be a determina-
tion to challenge both our outlook 
and our behaviours so we have a 
culture of inclusivity and under-
standing. 

The knock-on effect 
of the COVID-19 
pandemic, paired 
with a shift in 

consumer buying habits, is  
challenging business leaders to 
squeeze the most out of their 
assets. Franchised dealerships 
are no exception.

The car sales shift has left a gap 
in dealerships’ aftersales diaries. 
So what can dealers and repairers 
do to capitalise on the multi-
brand, out of warranty, trade? 

Growing aftersales as its own 
separate division is an opportunity 
often overlooked by dealers. 
Many see the servicing arm as 
being secondary to selling cars, 
helping to retain custom until the 
vehicle’s warranty expires. But 
with fewer new cars being sold, 
these service facilities are often 
underutilised.

An all-makes independent 
service brand is a great way of 
using existing capacity to supple-
ment retail and authorised 
repairer activity. Filling the service 
bays is, first and foremost, an 
easy way to boost the bottom line.

In challenging times, customers 
are naturally more conscious of 
their outgoings, too. Businesses 
face the battle of convincing 
drivers to part with their cash by 
proving they’re a trustworthy, 
value-for-money provider. That 
puts dealers and authorised 
repairers in an advantageous 
position, as the big brand backing 
of a partner OEM carries weight 
among consumers.

Delivering a service accessible 
to all vehicle owners is particu-
larly beneficial when it comes to 
customer retention, loyalty and 
the possibility of upselling prod-
ucts. For those drivers who 
bought their car from the dealer-

ship, it’s a chance to bring them 
back into the fold. For the others, 
it’s an opportunity to build trust 
that could help to sell a car further 
down the line.

Though the pace of adoption is 
slow, franchised dealers and 
authorised repairers are waking up 
to the untapped aftersales potential.

When Hutchings, a four-site 
retailer in South Wales, began to 
see a drop in demand for its OEM 
service work, the leadership 
acted swiftly to supply the work-
shop with new jobs.

Rather than go it alone, the 
group joined the Stellantis-backed 
Eurorepar Car Service network, 
allowing it to benefit from the 
same quality of backing and 
support as their retail partners.

The team has been able to bring 
its exceptional service to a wider 
audience of motorists and is now 
working to establish relationships 
with its lapsed customers.

Look around and you’ll see 
Hutchings is not alone. Fran-
chised dealers and authorised 
repairers are perfectly placed to 
embrace the change and now is 
the time to do it.

“THE OBJECTIVE IS TO DRAW ON GOOD 
PRACTICE THAT ALREADY EXISTS AND 
IDENTIFY WHERE THINGS COULD BE BETTER”

“THOUGH THE PACE OF 
ADOPTION IS SLOW, 
FRANCHISED DEALERS 
AND AUTHORISED 
REPAIRERS ARE 
WAKING UP TO THE 
UNTAPPED 
AFTERSALES 
POTENTIAL”

HAVE YOUR SAY

Do you agree with these opinions?
Get in touch by email – tim.rose@bauermedia.co.uk

VIEWPOINT

THE CHALLENGE 

OF DIVERSITY

TIME TO LOOK MORE 

CLOSELY AT AFTERSALES

PROFESSOR JIM SAKER is director of the 
Centre for Automotive Management at 
Loughborough University’s Business School, 
Institute of the Motor Industry (IMI) president 
and an AM Awards judge

NICK TAYLOR, head of network and business 
development manager, Eurorepar Car Service
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EMPLOYEES: 230
ANNUAL SALES: 24,000 (EST) 2021
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MY CTO SAID 
THAT IT (CAZOO) 
HAD BEEN LIKE 

JUMPING OFF A CLIFF THEN 
STARTING TO BUILD A 
PLANE ON THE WAY DOWN
ANDY ALDERSON, VANARAMA
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FIVE-FOLD GROWTH IN FOUR YEARS
That’s the aim of Vanarama boss Andy Alderson who says his business  

is on the front foot and ready to scale. Tom Sharpe reports

anarama founder and chief 
executive Andy Alderson is 
“extremely positive” about 
his business’s prospects 
after kicking off plans for 

five-fold growth in the next four years with 
a record start to 2021.

Alderson took the decision to forge ahead 
with plans to further digitalise the leasing 
provider through artificial intelligence (AI) 
and automation when the COVID-19  
coronavirus crisis hit last year and is now 
driving a branding exercise aimed at lever-
aging his significant growth ambitions.

Vanarama is aiming to see deal volumes 
rise from a projected 24,000 in 2021 – up 
from 12,000 in 2019 – and deliver a signifi-
cant boost in its financial performance.

“This year our turnover will be in the 
region of £150m. By 2025 it’s going to be in 
the region of £2.75bn, with EBITDA (earn-
ings before interest, taxes, depreciation 
and amortisation) of £58m well up on the 
£6.5m we expect this year,” says Alderson.

“I’m confident we can achieve the 
numbers. We’re on the front foot, we’ve 
adapted the business to a point where it’s 
ready to scale and we’ve had a record Q1 
to start the year in a period of lockdown.”

STARTING UP

Alderson started his Vanarama business 
as an online-focused used vehicle retail 
operation back in 2004. At the time the 
business comprised three people and a 
stable portable building.

Having started his automotive career at 
Lex Vauxhall Hemel Hempstead in the 
mid-90s, Alderson recalls the time he  
realised he was going to make online car 
sales his business.

In January 2003 he was running a Citroën 
franchise when the French brand’s NSC 
released a deal on 275 C5 saloons.

Alderson recalls that the cars would be 
scrapped at the end of the month if unsold 
as they did not comply with incoming emis-
sions regulations and had been made 
available at a heavily discounted rate.

“They had a £5,000 trading bonus and a 

‘de-promotion’ bonus of £2,500. I realised 
I could sell them at half price and still make 
the margin,” he recalls.

Alderson bought all 275 and came up 
with a plan to sell them after his then boss 
approached him with the invoice for £6m.

After a half page advert was placed in the 
Daily Mail, Alderson said the phone didn’t 
stop ringing, with all cars sold in six weeks.

He says: “90% of those cars were sold 
without any face-to-face contact. That’s 
when I realised that my future would be 
selling cars online.” 

The Vanarama business has now left the 
business of sales completely, in favour of 
online leasing.

Its website attracts between 900,000 and 
a million visits each month and Alderson 
says a wholly contactless process makes 
it possible for a new car order to be placed 
in around two-and-a-half minutes and 
delivered to a customer in less than seven 
days where lead times permit.

Vanarama has a headcount of 230 staff, 
based across the UK and Europe, and only 
put off plans to expand its UK Hemel 
Hempstead offices after COVID-19 
prompted a shift to home working.

Alderson is confident about his growth 
plan for Vanarama and says the business 
has proof of concept to back its aspirations.

THE CAZOO EFFECT

Speaking to AM on the same day that Cazoo 
revealed its impending £5bn float on the 
New York Stock Exchange, Alderson says: 
“We’ve been doing this for a really long 

time now and we’re really good at it. I was 
doing click-and-collect back in 2003.

“By comparison, the speed of develop-
ment at Cazoo has been crazy. My CTO said 
that it had been like jumping off a cliff and 
then starting to build a plane on the way 
down. 

“The difference is, we know that our 
plane flies.”

Vanarama’s business is less cash inten-
sive than that of Cazoo or Constellation 
Automotive’s market rival, cinch. 

Essentially a tech company that joins up 
the market’s best leasing deals and 
performs the role of a deal aggregator via 
a consumer-friendly online search, it does 
not have the cost of stocking large numbers 
of vehicles.

Nor does it have to source, prepare or 
deliver them.

Alderson is keen to highlight the value of 
putting digital first, however, and acknowl-
edges that, like Vanarama, both Cazoo and 
cinch have done this effectively.

He says: “The legacy automotive players 
will be looking at that (Cazoo) and saying 
‘that valuation’s crazy’.

“I think what a lot of people don’t get is 
that to be in any form of retail now you don’t 
need the bricks, but you absolutely need 
the clicks.

“Before COVID, in 2018, Auto Trader did a 
report which found that 13-to-14% of car 
buyers would consider buying a vehicle 
online. That’s now 60%.”

Alderson says Cazoo’s influence in 
drawing attention to online car retail was 
helping to “pave the way” for his operation.

Vanarama has long believed that growing 
its brand is key to driving traffic to the tech 
platform that accounts for much of its 
investment, and that is accelerating now.

At the start of March, the business 
extended its sponsorship of football’s 
National League for a further three years 
– taking its association to 11 years.

Alongside its ‘New Lease of Life’ 
marketing campaign across television, 
radio, social media and online 
streaming platforms, which has been 

F A C E  T O  F A C E :  V A N A R A M A
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THE 
RELATIONSHIP 
WITH (SOCCER’S) 

NATIONAL LEAGUE HAS 
BEEN FANTASTIC FOR US 
ANDY ALDERSON, VANARAMA

timed to coincide with the easing of 
COVID-19 lockdowns across the UK, 

the £4m deal accounts for a large part of 
a £10m marketing budget that is set to 
grow to £15m in 2022.

He says: “The relationship with the 
National League has been fantastic for us. 

“We gain exposure each time fixtures, 
scores or transfers are mentioned, due to 
the naming of the league, and we get a 
page on every one of the National League’s 
68 club websites and in every club’s match 
programme.”

Vanarama’s football ties have also seen 
Alderson ‘add a high-profile name to the 
company’s board as part of an experi enced 
C-suite in the form of former FA chairman 
David Bernstein.

Bernstein is also a former chairman of 
Manchester City and Ted Baker. He was 
seen as a strong signing as the business 
looked to make the most of the opportuni-
ties presented as a result of regulatory 
changes by the FCA (Financial Conduct 
Authority) and a boom in demand from 
small-to-medium enterprises (SMEs), in 
particular, the construction sector back in 
2014.

Also among Vanarama’s leadership team 
is: chief commercial officer Jo Elms, 
formerly of Ford, Nissan and Leaseplan; 
chief financial officer Dan Taylor, formerly 
of Marshall Motor Holdings, Ridgeway and 
Grant Thornton; long-standing sales 
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director Gary Lemon, who has been with 
the business 16 years; and director of 
digital analytics and customer insights 
Damien Fortune, formerly of Leaseplan.

STAFFING SHIFT

Vanarama has appeared among the Sunday 

Times 100 Best Small Companies To Work 
For in the UK in 2016, 2017 and 2018, with 
Alderson was named Best Leader at the 
2017 awards ceremony.

Describing the challenges the COVID-19 
pandemic had presented in terms of 
looking after staff, Alderson concedes that 
his attitudes were a little ‘old school’ in 
relation to the need to be in the office early 
and “putting in the unseen hours”.

But he said the business has been quick 
to acknowledge and adapt to home 
working.

The business’ HQ had been at 80% 
capacity, with three rented car parks for 
staff. Now he does not foresee a time when 

more than 60% of his workforce will be 
there at any one time and added that 
COVID’s impact had also had the effect of 
increasing diversity.

The business furloughed around a third 
of its workforce in 2020 and cut its head-
count by 10% as it embraced automation 
through AI and machine learning.

Alderson says technology solutions had 
automated 64 processes linked to car 
search, sales process and admin in the 
past nine months, saving a combined 
36,000 hours – equivalent to around 25 
staff. 

But the business recruited in 2020 to 
bolster other parts of its business – ending 
the year with a similar headcount to that 
which it started with – and now has four of 
its 24-strong digital team living and 
working in mainland Europe.

It has also been able to recruit from parts 
of the country it never considered due to 
the decline of the commuting culture.

Alderson says: “Last year we recruited a 
new member of staff to the sales team 
from a part of the country that we had 
never thought possible in the past, because 
of the distances involved, but she has been 
so successful with us that she’s already 
been promoted.

“Without the change in mindset we’ve 
seen due to COVID that would probably 
have never happened.”

Alderson says he had considered the 
impact of the pandemic on his employee’s 
health and well-being and described fears 
that staff working at home would be less 
productive as “a fallacy”.

He says he had found it hard to stop 
working at the end of each day and said 
people still needed to find downtime since 
the lines had become blurred between 
work and home.

In an attempt to address any concerns 
about the business’ ability to continue 
trading in the first lockdown, Alderson 
filmed a video message for staff every day. 
He says: “We all thought it would be over 
in four or five weeks, but I ended up doing 
a hundred.”

Alderson says he wanted to reassure 
staff that the business would remain “a 
constant” and saw opportunities to develop 
and grow through the crisis.

Vanarama also set up a COVID response 
team for its staff as well as its customers, 
with five in-house wellbeing counsellors, 
plus an external consultant that is in the 
business two days each month and a 
‘hearts and minds’ group run by business 
coach Michael Heppell.

Alderson said: “I know that, as we come 
back to the business, people are going to 
be nervous and anxious and that’s another 
thing we’re going to have to manage very 
carefully”.
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Although branded Vanarama, 

40% of its sales are cars
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COVID BOOSTER

In business terms, Alderson says that 
trends created by the COVID-19 crisis had 
played to Vanarama’s strengths – contrib-
uting to its current rude health.

Following some initial supply issues last 
summer, he feels that access to vehicles 
from a variety of brands makes it more 
resilient than many traditional car retailers.

The business works with 13 lenders or 
lease companies and sold vehicles from 41 
different brands last year, with 64% of the 
searches across its site being by budget, 
not brand.

It’s a model that drives upsell auto-
matically, Alderson says, with 60% of 
website visitors stepping-up their budget 
while browsing the affordability of models 
online.

Alderson says the boom in home delivery 

and continued demand for trades as 
people missing holidays focus on home 
improvements had also boosted its 
commercial vehicle business.

Vanarama’s car/van sales split is around 
40/60, he said.

Leasing’s appeal to potential electric 
vehicle (EV) converts not keen to commit 
to a finance deal seen as a purchase – such 
as a PCP – and company car drivers keen 
to take advantage of BIK advantages of an 
EV had also meant the business was well-
placed to embrace the market’s shift to 
electrification.

Vanarama’s bid to appeal to a new single-
cost subscription-style model – it can 
bundle in all service and maintenance and 
insurance costs – has led it to offer a one-
price package which supplies an EV, home 
charger installation and sub scription to a 

national charging network.
Alderson says: “13% of our sales last year 

were EV and we’re expecting it to be 25-to-
30% this year.”

He adds: “Ultimately, it comes down to 
trust, transparency and removing friction. 
That’s what being digital is all about, not 
using online to channel leads into a dealer-
ship setting, but letting customers transact 
exactly as they want to.” 

Vanarama completed 1,100 lease deals 
via Facebook Messenger in 2020.

It was also awarded five Gold Awards and 
one Silver in the six categories it entered in 
the prestigious UK CX Awards, beating BT, 
Sky Bet, Virgin Money, Vauxhall and Vitality 
in the process.

Alderson told AM: “We’re in a positive 
place. I’m looking forward to the year 
ahead.”
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What is ADESA?
Owned by KAR Global, we trade on the 
US Stock Exchange and we’re highly 
relevant in North America, where we 
compete in two markets, forming a 
duopoly. Two or three years ago there 
was a focus on global expansion, and this 
brought about acquisitions and new busi-
ness start-ups, including that of ADESA. 
Our focus is online remarketing. However, 
the whole market is in that space to some 
extent following the speed of change 
prompted by the COVID-19 crisis.

So, how is ADESA different compared 
with the main market players?
Our position is very much that of a 
disruptor. Our proposition is different in 
that we focus on upstream remarketing. 
Downstream is where you move a vehicle 
to a facility and get it reconditioned and 
prepared before it is moved on again to a 
buyer following a sales process. Even if 
you trade online you are not really availing 
yourself of the advantages that can be 
offered by upstream remarketing. In 
upstream remarketing a vehicle is sold 
before it is moved from its current 
keeper. It removes the need for various 
movements – to storage locations, 
reconditioning sites and auction houses, 
removing cost and speeding up 
processes. If you can remarket a vehicle 
faster, then you can reduce the days to 
sell, the stocking costs, the logistics – 
costs which we call ‘total cost of disposal’. 
Our average days-to-sell is three and we 
also offer a total cost of sale calculator, 
so those cost benefits are transparent. 
The ability to reduce vehicle movements 
also reduces CO2 emissions.

Who benefits from those savings?
I’d say the majority of the savings would 
lie with the owner of that asset, which is 
traditionally a fleet at source, but it’s also 
dealers who are remarketing vehicles. 
Upstream remarketing does give dealers 
access to fresher stock, which does add 
value.

What have been the key changes to 
your businesses resulting from  
COVID-19?
The first thing it did was really help the 
online remarketing journey from a car 
retailer’s perspective because many had 
been very sceptical about buying vehicles 
online. While there are clearly still 
improvements to be made, the pandemic 
has forced the market to make that 
switch. All of a sudden, we have industry 
players who said they’d never transact 
online, doing just that. 

And the key challenges posed by the 
pandemic?
I’d say the past year has been quite 
unpredictable. Supply and demand have 
been fluctuating. As we came out of lock-
down last year there was this significant 
pent-up demand and supply was still 
languishing further up the chain. This 
lockdown has been slightly different in 
that supply chains have remained open. 
However, with contract extensions and 
the impact on the new car market, supply 
is affected and demand has been very 
much up and down. I think, to some 
extent, we are in the same boat as 
everyone else. The supply is out of our 
hands. It’s determined by contracts 
coming to a close.

So, does ADESA have any of the physical 
infrastructure which is part of the 
make-up of a ‘traditional’ remarketing 
provider?

We do have three defleet locations where 
we can provide a variety of services. Our 
primary focus is to sell any vehicles before 
they come into the locations, but we know 
we can’t sell every vehicle before it needs 
to be moved. We have 14 acres in Newbury, 
21 in Doncaster and four-to-five in  
Edinburgh. To what extent we might 
prepare a vehicle depends on our client. 
For certain clients who want SMART 
repair, we do that. Other clients are keen 
to gain the full benefits of speed of sale and 
will deliver vehicles directly. 

And what about ADESA’s UK workforce 
and management make-up?
We have 100 staff in a variety of roles. A 
big element of that is IT, but we have sales 
staff. We have a team developing buyer 
relationships and vendor relationships 
and a traditional corporate structure. I 
think we have around 25 staff at our logis-
tics sites in total. We have account 
managers. Dependent on the size of the 
client, they can develop a relationship, but 
we have many that now self-serve. We 
have a number of scrum teams that 
develop our software. We’ve got a global 
platform that we’re developing and we’ve 
taken the view that we will never finish 
development. We’re always seeking 
enhancements and taking views from 
dealers about the product. In addition to 
that we have a self-inspection tool, which 
uses artificial intelligence (AI) to identify 
damage to vehicles, which means that,  
effetively, anyone can appraise a vehicle. 
We hope to create great transparency. 

Retailers are keeping a close eye on 
used car values in the aftermath of 
COVID-19. Do fluctuations affect ADESA?
We’re facilitated by supply and demand 
and, if there are fluctuations, they don’t 
make a difference to us.

What is ADESA’s top priority in 2021?
We’ve got the buyers and we’re looking 
for new sources of stock. Dealers will go 
where the stock is.  TOM SHARPE

Jonathan Holland, 
managing director, ADESA

MINUTES 
WITH...

WE HAVE 
INDUSTRY 
PLAYERS  

WHO SAID THEY’D NEVER 
TRANSACT ONLINE DOING 
JUST THAT

JONATHAN HOLLAND, ADESA
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SPOTLIGHT:
REGIONAL HEROES

The future for the 
regional retailer 

ndustry consolidation has been 
seen as a threat for regional 
groups, but the raft of significant 
changes facing automotive 
retail will not diminish a place 

for the strongest players in the market.
The next five years will see big shifts in the 

distribution model for many original equipment 
manufacturers (OEMs) as many look to cut costs 
and shrink networks to the best performers, 
ramp up in electric vehicle (EV) volumes and put 
even greater emphasis on omni-channel 
retailing.

However, there was a consensus from the 
consultants AM spoke with, ICDP, ASE Global 
and UHY Hacker Young, that OEMs still very 
much want to work with regionals in the future.

Steve Young, ICDP managing director, says 
that, if anything, the balance of power may have 
shifted in the favour of regional groups, rather 
than the large nationals.

He tells AM: “Many of the mid-sized groups 
feature senior executives that have worked in 

larger groups and then set up their own lower 
down the AM100 and brought the lessons they 
learnt with them.

“The medium-sized groups still have enough 
capital and skills to invest and adjust to whatever 
happens in the market.

“We don’t see any regional-sized groups that 
we think are under particular threat of closure.”

Mike Jones, ASE Global chairman, agreed, 
saying there is still a place in the future for 
strong regional groups. He says: “OEMs will 
continue to be reticent to let any one group  
dominate representation. That won’t change.”

David Kendrick, partner at UHY Hacker Young, 
says rationalisation is likely to be in more rural 
areas for non-core sites that don’t fit long-term 
representation points, particularly when more 
digital retailing and network shrinkages come 
into play.

Jones says regional players are in a “really 
strong position”, because if they are well run, 
profitable and expansive, they can continue to 
make a success of the market.

Should changes come, they have many options 
open to them, including continuing to thrive, 
exiting new car sales entirely or selling up to the 
highest bidding national group.

Young says that despite COVID-19, many larger 
dealer groups have performed well, so are still 
in a position to buy any regional groups looking 
to exit.

Jones says: “Any business that is poorly run or 
poorly controlled will struggle in the future and 
that’s irrespective of size.

“That’s been the case for a long time though 
and the average quality of medium and large 
groups is very good.”

COULD THE SWITCH TO AGENCY 
FAVOUR THE LARGER GROUPS?

Discussions around switching from a franchised 
model to an agency style set-up have been 
ramping up in recent months.

Agency dealers, effectively, become 
‘agents’ who act on behalf of the OEM.

Consultants agree that manufacturers will still want to work with 
regionals with rationalisation ‘likely to be in more rural areas’
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Local legends
with digital delivery

RECOGNISING REGIONALS

Increasingly, cars are becoming 

extensions of our lifestyle, allowing us to 

interact in new and helpful ways. But, 

these ever-evolving technologies and the 

more widespread adoption of electrified 

powertrains is inevitably making cars 

more expensive. 

Buyers need to feel secure in their 

investment and that their purchase is the 

right choice for the environment, their 

family and their wallet.

Providing this kind of consultative sales 

approach that boosts the confidence of 

prospects is an area where smaller 

dealerships have often outshone larger 

groups. And data suggests the pandemic 

has brought about a change in buyer 

behaviour – staying closer to home, 

shopping locally and supporting small 

businesses.

REPUTATION

Regional groups are as much about their 

people as their product and this human-

centred approach gives smaller groups 

their unique character. The sales staff 

and the showroom are intertwined with 

the local community. They earn trust and 

a reputation for quality, which, in turn, 

attracts manufacturers 

seeking quality 

representation for  

their brands and,  

in particular, high 

performance in 

customer feedback.

INTERACTION  

AND INTEGRITY

The AM100 annual 

research showed that it 

is typically the regional 

groups that can 

consistently deliver in 

the areas that ultimately 

convert prospects and 

build loyalty. The 

salespeople often have 

greater insight into stock, the customer 

base and the available profit margins, 

which can empower them to be more 

responsive to customer needs than larger 

groups.

The personal touch is vital to customer 

retention in any industry, but especially 

in the automotive sector, where 

customers part with large sums. 

Smaller outlets can create meaningful 

relationships with customers and 

recognise them when they walk back 

through the showroom doors. 

The overall choice may be limited at a 

smaller showroom, but dealer-customer 

interaction can be more open and 

reciprocal in these environments. Such 

flexibility in their approach sees regional 

dealers maximising efficiencies, 

ultimately resulting in stronger 

profitability.

Many are adopting digital 

communication to supplement the high 

quality, personalised interaction that has 

enabled smaller groups to flourish with 

this blended communication style.

 

PROGRAMMED, BUT STILL PERSONAL

Digital marketing agency, Marketing 

Delivery, has developed electronic 

customer relationship management 

(eCRM) solutions which integrate with 

many of the mainstream lead 

management systems to assist dealers 

day-to-day. Established leaders in 

automotive eCRM, Marketing Delivery 

has developed a suite of tools that help 

track and nurture enquiries, and engage 

reactively and proactively with prospects 

and customers in a very tailored way, 

specific to them and their interests. 

The tools can also be used to prevent 

‘lost’ sales through personalised emails 

and via targeted interactions on social 

platforms.  

Software such as the Car Alerts system 

personalises outgoing communications 

without a member of the sales team 

behind the screen. Staff are alerted by 

the system if the customer interacts with 

an email communication, allowing them 

to approach at the right time to 

re-engage the customers and progress 

the sale in person.

Advanced software tools such as these 

provide a bridge between showroom 

and customer that lightens the admin 

load on dealers, while still maintaining 

that all-important personal touch that 

helps our regional heroes succeed.

Advertising feature

Website: marketingdelivery.co.uk

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

Telephone: 01892 599 917
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SPOTLIGHT:
REGIONAL HEROES

The dealership’s role will be to handle 
in-person interactions, test drives and 

vehicle handovers, with dealers taking a fixed 
commission for each vehicle.

Marshall Motor Group’s CEO Daksh Gupta has 
already gone on record welcoming the switch to 
agency, but how will this affect the regional 
players in particular?

Young says: “I don’t see agency as a threat to 
regionals. I actually think typical owner-drivers 
may struggle more with an agency model.

“These businesses may feel as though they 
have the Midas touch, they can achieve a better 
margin than their competitors. But under the 
agency model, whatever is offered by the OEM 
per vehicle is set.

“So they might find it quite difficult because the 
entrepreneurial freedom they’re used to may be 
reduced. They may feel moving to agency may 
interfere with their approach to doing business.”

Jones says moving to an agency model is 
nothing to be scared of and is more vehicle parc 
size dependent, rather than dealer group size 
dependent.

He says the agency model will suit franchises 
that have a strong vehicle parc for servicing 
work and this will also help support used car 
sales.

Jones says the agency model will change the 
way dealer groups structure their business. 

However, he says: “There will still be an OEM 
and there will still be rules in place to dictate 
terms, which isn’t that different to the franchise 
set-up.

“Having fixed prices and eliminating haggling 
will be of a benefit for everyone. Customers will 
still be willing to pay for great service.”

Young agrees that if dealers are no longer 

competing on price, this would truly level the 
playing field to one even more focused on 
customer service.

He says: “Large groups are used to being able 
to push volumes and sell new cars at a lower 
margin in order to hit big quarterly bonuses.

“That’s not something the regionals can do as 
easily or want to get involved in.

“Agency isn’t a lifeline for regionals as we’re 
not seeing any particular groups drowning and 
needing to switch, but it could make the market 
more of a level playing field.”

Kendrick says the agency model will allow 
businesses to understand exactly what margin 
they have to play with for new cars “and remove 
those who just price at the bottom using carwow 
and similar platforms”.

AGENCY MODEL COULD 
BRING GREATER PROTECTIONS

Young says that while there has been a lot of talk 
about agency, he hasn’t seen much of any 
substance.

There are currently only a few examples of 
agency models in operation in Europe, like 
Mercedes-Benz in Sweden or Kia in the Balkans.

Jones says that while the finer details of the 
agency model are unknown, he predicts there 
will still likely be contractual protections, like 
minimum two-year clauses for contracts.

Jones says: “Whatever happens with agency, 
OEMs need to make sure that whatever the 
contract it has in place, it makes it financially 
viable for the retailers.”

Young says there should also be more protec-
tions under an agency model for compensation 
due to termination.

As a result of that, he thinks the agency model 
will actually see greater “stickiness” with less 
churn in the industry in the future.

He says: “Agents can’t take on brand-related 
risk. When you look at the larger showrooms 
and investment in facilities made in the UK, that 
brand-related risk element becomes a bit of a 
grey area.

“The agency model is still new enough that the 
legal backing behind it hasn’t been tested yet.”

SCALE TO SURVIVE

Jones says there are two options for regional 
players to continue to thrive in the future market.

Either represent a larger portfolio of brands 
and become a regional champion, or focus on a 
smaller number of brands and “spread your 
wings” with geographical expansion.

A larger portfolio offers greater visibility 
across a region, plus better advertising pene-
tration to reach more customers for each 
marketing pound spent.

Kendrick agreed that scale will always be an 
important factor and those who can offer bulk 
purchases of vehicles to deliver OEM targets 
have an advantage.

He says: “However, COVID has somewhat 
reset that dial and with the talk of agency, there 

will be much discussion regarding how this may 
work.

“Big is not always necessarily beautiful.
“Regionals who have a small number of 

focused brand partners are able to make very 
good money and deliver results for the OEM 
without having to purchase in volume or commit 
to significant stretch targets.”

Having a brand mix does diversify risk and 
allow groups to “ride the cycle” as model ranges 
fall in and out of favour.

However, Kendrick thinks there is a lot to be 
said for keeping focus and understanding a 
brand inside out.

He says: “Having a focused mix is the optimum 
strategy and de-risks the business a little  – the 
brand is important to your business and you are 
also an important partner to the brand, hope-
fully, giving a good balance.”

Young says that, regardless of group size, there 
has to be a good level of scale for each brand.

He says: “Those with proper coverage are 
more likely to be awarded the larger market 
areas and those that don’t are more likely to be 
terminated.”

Young says those that already have stronger 
representation and the geographical portfolio 
are likely to get the nod to take on larger market 
areas if future consolidation should take other 
retailers out of the picture.

He says: “The strong regionals have the capital 
to do some tidying up during these OEM ration-
alisation plans.

“However, the regionals have to be willing and 
able to play the same game as the larger groups.

“They need the same level of operating sophis-
tication, the systems, best practices and 
processes.”
TOM SEYMOUR

        THERE WILL STILL  
                    BE AN OEM AND  
           THERE WILL STILL 
BE RULES IN PLACE TO 
DICTATE TERMS, WHICH 
ISN’T THAT DIFFERENT TO 
THE FRANCHISE SET-UP

MIKE JONES, ASE GLOBAL

        WHEN YOU LOOK  
        AT THE LARGER     
             SHOWROOMS AND 
INVESTMENT IN FACILITIES 
MADE IN THE UK, THAT 
BRAND-RELATED RISK 
ELEMENT BECOMES A BIT  
OF A GREY AREA

STEVE YOUNG, ICDP
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ehicle movement specialist  

Engineius is transforming the car 

retail sector’s ability to offer home 

delivery of new and used vehi-

cles, with a “plug-in” one-stop shop solution 

where movements can be booked in 30 

seconds and managed entirely online, 

The Birmingham-based start-up was 

launched in 2018 by co-founders chief exec-

utive Chris Clibbery and chairman Mark 

Jannaway, and is now positioned to grow its 

simple, end-to-end service. 

Engineius’ rise is timely, given the swelling 

demand in the car retail sector for offering 

customers Amazon-style convenience of 

home delivery to any location, tracked right 

to their door. 

“Covid restrictions have accelerated a 

trend that was already underway,” says 

Calum Slowther, commercial director at 

Engineius. “We believe that this – combined 

with huge investment pouring into the 

online space – has structurally changed the 

car-buying market to mean that home 

delivery will become a critical tool for all 

retailers to have at their disposal.” 

Engineius’ end-to-end solution has got 

traction well beyond just retailing. “Our top 

six customers are from six different sectors,” 

notes Slowther, “including corporate fleet, 

dealership, rental, contract hire and 

leasing, accident and breakdown.”

Creating a frictionless model 

that appealed widely to 

all sectors of the 

automotive market was always the intention 

of founders Clibbery and Jannnaway. 

“The initial prompt to look at the opportu-

nity in vehicle movement came about from 

the challenge of utilisation of recovery 

trucks,” says Clibbery, formerly of The AA. 

“As soon as we looked into the market in 

greater depth, however, it became very 

apparent the key challenge facing compa-

nies that need to move vehicles was service 

delivery, control and convenience, not 

getting a cheaper price on the back of an 

empty truck.” 

Transparency, more than anything, is 

what Engineius identified was missing from 

the market. Live tracking links, for example, 

allow users to see the progress of their 

delivery from any device with automatic 

alerts sent by text and email. 

Transparency does not stop at the job-by-

job level. “A typical top 10 franchise dealer 

group can use 40-80 different vehicle move-

ment suppliers,” states Slowther, citing Engi-

neius’ direct experience. “This makes it very 

difficult for large groups to control not only 

costs, but increasingly critically, the service 

quality provided to end users.” 

Engineius’ network now extends to more 

than 400 self-employed drivers – one of the 

largest in the UK – and more than 100 trans-

port agent partners, operating nationwide. 

Drivers and partners are all vetted, trained 

and managed by Engineius’ network team. 

All movements are completed using Engi-

neius’ bespoke mobile application to ensure 

full and consistent data capture on each 

movement. 

This makes for a compelling offering for 

retailers of all sizes. For large groups with 

dozens of sites, a single consolidated 

monthly invoice details costs from 

across the entire group, with each 

line tagged against site, type of 

movement and customer 

type. 

For smaller dealer-

Home delivery, delivered

V

In association with

ships, Engineius’ “plug-in” model with no 

upfront costs and an entirely pay-on-use 

model is the perfect tool to allow them to 

punch above their weight on home delivery 

and logistics operations. 

Moreover, Engineius’ ability to offer the 

same low-touch model for driven, plated, 

single car transported movements and 

multi-car transporters makes Engineius a 

true one-stop-shop for all customers, regard-

less of size.

Engineius already operates across the full 

gamut of automotive sectors with AM100 

retailers listed alongside Hertz, Hitachi, The 

Car Buying Group, BuyaCar and Oodle 

among its list of clients. 

It is set to expand significantly this year 

ENGINEIUS IS 
BREAKING THE 
CYCLE OF A LACK 
OF INVESTMENT IN 
A TECHNOLOGY 
SOLUTION FOR  
THE VEHICLE 
MOVEMENT SECTOR  
CALUM SLOWTHER

automotive market was always the intention 

“The initial prompt to look at the opportu-

nity in vehicle movement came about from 

the challenge of utilisation of recovery 

trucks,” says Clibbery, formerly of The AA. 

“As soon as we looked into the market in 

greater depth, however, it became very 

apparent the key challenge facing compa
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Engineius delivers a  
dramatic improvement  
in vehicle movement
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analytics showing transporters were not 

necessary.

Further, Engineius partners with Collective 

Benefits to provide insurance and benefits 

to its self-employed drivers to offer them 

protections such as sick pay and health 

insurance options. 

“We’re doing these things because, funda-

mentally, we believe they are the right thing 

to do,” highlights Slowther. “However, the 

wider world is also waking up to this and 

considerations such as treatment of workers 

and environmental policy are increasingly 

high priorities for customers too.” 

This is one of the many ways that adopting 

Engineius helps retailers future-proof their 

business. With the way cars are sold set to 

continue changing rapidly from this point 

on, vehicle logistics is only going to become 

a more important consideration for  

traditional and online retailers alike. 
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and date slot 

that is convenient 

for them. The booking 

automatically creates a movement order in 

the Engineius system, eliminating many 

rounds of phone calls and emails.

“The booking system is really effective for 

both retail and corporate customers,” adds 

Slowther. 

“Corporate fleets get huge value out of it 

as it takes so many parties out of the 

communication chain while still giving all 

visibility of exactly what is going on.” 

Engineius’ contact centre is based in 

central Birmingham and numbers a dozen 

staff. They are on hand for suppliers and 

customers alike for the inevitable exceptions 

when a helping hand is needed. 

For Engineius, doing things better doesn’t 

stop at the service it provides for its 

customers. Environmentally, it avoids the 

use of runner vehicles for its drivers, and 

promotes driving vehicles over transporting 

them wherever possible. 

It drive-delivers EVs without a range limit, 

and has switched about 20% of movement 

volumes from transported to driven with 

one leading dealer group through providing 

after delivering almost 13,000 vehicles in the 

first quarter of 2021. 

While 2021 will see some new product 

development, “our key objective for this year 

is to really perfect our core model,” states 

Slowther. “We are very fortunate to have 

extremely large customers on board already 

who we can partner with to create a market-

leading solution, rather than adding bells 

and whistles at random.”

Engineius’ technology has already trans-

formed how some of its customers are able 

to operate. Specifically, online retailers – 

who are often financing vehicles blind – are 

able to use the live data feedback remotely 

to appraise vehicles. Further, by providing 

the logistics service, they maintain 

maximum control over the end customer. 

“Our goal is to make vehicle movement 

easy, regardless of who you are or what 

your movement needs are,” says Slowther. 

“Our technology platform is what allows for 

this.”

Another successful application of  

Engineius’ technology to transform end-user 

experience is the ability to run booking 

systems on behalf of clients. Customers 

receive a text, inviting them to book a time 

and date slot 

that is convenient 

after delivering almost 13,000 vehicles in the 

analytics showing transporters were not 

necessary.

E: sales@engineius.co.uk    Alpha Tower, Suffolk St, Queensway, Birmingham B1 1TT



Secrets of strong 
regional dealers

am-online.com32 MAY 2021

SPOTLIGHT:
REGIONAL HEROES

egional dealers with strong 
local identities typically 
enjoy close ties with their 
communities and have 
generations of employees 

and loyal customers.
We spoke with three to discover the 

secrets of their success.
■ Mitchell Group: Founded in 1990 by 

managing director Mark Mitchell, who was 
AM’s Business Leader of the Year in 2020, 
the group, serves Chester and North Wales 
representing Lexus, Škoda and Mazda at its 
five-acre Cheshire Oaks facility. 

■ John Clark Motor Group:  
Operating 37 dealerships across 
Scotland and representing 
brands such as Audi, Volks-
wagen, Land Rover and Jaguar, 
the company was founded by 
chairman John Clark in 1974. 
■ Clelands of the Borders: 

Is celebrating its 30th anniver-
sary with the Volvo brand and 
the fifth consecutive year as 
Scottish Retailer of the Year. 

PROFITABILITY

With return of sale at 5.5% 
(2020), Mitchell has overseen 
growth from 4.3% in 2018. 
Profitability is maintained by a 
sharp focus on daily operating 
controls, taking a meticulous 
approach to sales channels 
and understanding any 
under-performances while 
utility costs and procurement 
are carefully managed. 
Ensuring the group recon-

ciles all receipts of manufac-
turer sales and parts bonuses in 

a timely fashion is vital to profita-
bility, Mitchell says: “Sometimes 

they are a little late and sometimes 
they are overlooked entirely!”

As lockdowns became a way of life, 
John Clark Motor Group created 
sales ‘hubs’ to handle all email and 

website enquiries.
John Clark adds: “We wanted to ensure 

we were staying in touch with all our 
customers and we didn’t lose people who 
were due to change their vehicles.”

Clelands has the largest area in the Volvo 
network but, with a population of just 120,000, 
every opportunity is maximised. Customers 
are offered a range of add-on products and 
understanding their needs ensures relevant 
accessories are suggested.

To meet targets, Clelands sells vehicles 
all over the country with used cars the 
biggest single contributor to profitability. 
Experience in distant and contactless sales, 
including being upfront with its £1 a mile 
delivery charge, meant the business 
adapted easily to lockdown selling.

STAFF & CUSTOMER RETENTION

Employing generations of families, Mitchell 
Group’s staff collectively boast more than 
1,200 years’ automotive experience with an 
average 11 years of service contributing to 
a impressive 96% staff retention rate. Bene-
fits include free access to its five-star 
holiday lodge in North Wales, no Sunday 
working, additional half-day holidays for 
school sports days and nativity plays and 
some of the best salary rates in the region  
– around 15% above the norm.

The secret, according to Mitchell, is the 
recruitment process: “New recruits go 
through a very thorough selection including 
a first interview at departmental head level 
followed by a mystery shop in their current 
role. Around three-quarters of our 
employees have been recruited through 
friends and family and we offer £500 for a 
successful appointment.”

Mitchell writes a personal ‘thank-you’ to 
each car buyer, amounting to around 2,500 
handwritten letters each year. A free car 
wash for customers, with complimentary 
refreshments every Saturday (pre-COVID 
restrictions) entices people back and rein-
forces positive perceptions of the business. 

Likewise, John Clark enjoys excep-
tional staff loyalty employing genera-

Continuity is key in terms of staff and customer retention 
backed up by a clear desire for community involvement 

R

       WE DON’T HAVE 
        A TYPICAL PLC  

       VIEW THAT  

SAYS THIS IS THE WAY 

THINGS HAVE TO BE DONE

JOHN CLARK, 
JOHN CLARK MOTORS
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ADVERTISING FEATURE

Car Dealers were no exception to this, having to find new 
ways to sell cars in a covid-safe way. Making sure forecourts 
remained stocked was also essential, so that when 
customers were able to buy cars, they still had the choice. 

Aston Barclay has long been the champion of the 
independent dealer, big enough to compete with the 
bigger auction houses, but still retaining the personal 
touch with dedicated account managers and post-sale 
conversion specialists, they work hard to make every sale. 
As the scale of the pandemic became clear, the need 
for a fundamentally different approach to the car auction 
became clear. 

Back in 2017, Aston Barclay invested heavily in its digital 
infrastructure. That came with a suite of apps that enable 
buyers to bid on and buy cars from anywhere in the 
world, and an app for sellers to appraise and list cars for 

sale on their own forecourts. The seamlessly integrated 
technology meant that when the auction halls were 
ordered to close in March 2020, cars auctions could 
continue online.

In the first two weeks of lockdown, Aston Barclay 
surveyed both its buyers and vendors to take stock of 
the appetite for a different type of auction. In that two 
weeks, they shipped laptops up and down the country, 
and made changes to their platform to be able to host an 
auction away from the rostrum. It meant that when their 
customers told them there was still a need for consumers 
to buy used cars, they were able to host the first fully 
online, remotely lotted vehicle auctions in the country.

Overnight, vehicle inspections and imagery became an 
essential part of the sales process, and investment was 
made into making sure they had enough people to inspect 
and imagery every car offered for sale. 

Without fresh stock, the remarketing industry would have 
ceased to operate, however Aston Barclay recognised the 
need for a large auction house to continue to provide used 
vehicle stock to dealerships up and down the country. 
The demand was clear. During lockdown, Aston Barclay 
saw record months, having the biggest volumes it had ever 
seen during the summer of 2020.

During the year, vendors have seen the benefits this can 
bring to their own businesses. Aston Barclay changed 
their fee structure, and now offers buyer fees at least 7% 
cheaper than their biggest two competitors. They have 
appointed The AA to provide vehicle warranties and 
continue to lead results tables in both conversion rates 
and CAP performance and have won a wealth of new 
contracts throughout the last 12 months.

Aston Barclay are now welcoming new vendors to see for 
themselves how much easier it is to do business with the 
auction house that cares. Visit www.astonbarclay.net/sell 

Is now the time to 
rethink how you sell 
your part exchanges?

2020 was the year of adaptability, 
with business around the world being 
challenged to quickly change their working 
practices to make it through the pandemic.
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tions of families while Clark’s son Chris 
is now managing director. One Land 

Rover general manager is about to retire with 
almost 50 years’ service having joined aged 
just 17 as a parts apprentice. 

Heads of business are given a great degree 
of autonomy. John Clark says: “We don’t have 
a typical PLC view that says this is the way 
things have to be done.”

Customers receive regular communica-
tions, not just about product, but information 
such as driving electric vehicles, servicing 
and the MOT extension. Clark puts both 
customer and staff loyalty simply down to 
trust.

Clelands’ 24-strong team includes some 
with more than 25 years’ service while its 
master technician has been with the company 
from the early days. Pay is typically above the 
industry average and staff events promote 
teamwork while employees have autonomy ‘to 
do what they think is right’.

Retailer principal John Cleland adds: “We 
have a massive amount of repeat business 
and some customers have been with us for 30 
years. Each customer is really important to 
me, I can’t afford to upset any one of them.”

BRAND BUILDING

Mitchell Group’s people-centric philosophy is 
all part of its brand which extends into the 
local community with events such as its 
annual Christmas Carol concert at Chester 
Cathedral now raising £6-£7,000 for chari-
table causes – Mitchell ensures 10% of the 
group’s profits are donated to charities, with 
foodbanks and debt counselling particularly 
close to his heart. 

Having his name above the door is crucial: 
“It’s becoming more unusual to see a busi-
ness trading under a ‘living’ surname. You 
could even say it’s brave as you are putting 
yourself into the line of fire if anything goes 
wrong. On the flip side, people think they are 
being cared for personally.”

The John Clark brand has evolved over 
time. Partnering with premium manufac-
turer brands has helped build its reputation 
along with having a real person’s name above 
the door. 

Involvement with an array of charities is 
important as is the relationship with local 
communities. During the pandemic, the 
group made a particular effort to keep emer-
gency services personnel on the road while 
its Volkswagen dealer in Kirkcaldy stepped in 
when the hospital car park flooded, putting 
20 staff cars out of action, by providing a 
vehicle for each person affected. 

Clelands has become synonymous with its 
young driver initiative Drivewise launched 10 
years ago to provide under-25s with advanced 
driving skills after a youngster was killed on 
the winding Galashiels roads taking his 
father’s car for a spin.

Drivewise has a three-pronged approach 
– working with local high schools introducing 
youngsters aged 14-17 to driving with support 
of advanced driving instructors and the 
emergency services; 17-25s have their £149 
advanced driving course fee reimbursed on 
successful completion; and over-65s receive 
one-to-one tuition on the complex tech-
nology in today’s cars.

Cleland has sold participants a Volvo as a 
result, but the motivation is safety: “Road 
deaths have reduced in the area over the past 
10 years and I have no doubt we have had 
some impact.”

LEADERSHIP

Pastoral support is evident across Mitchell 
Group and in the wider community with 
Mitchell undertaking an array of 
duties as Deputy Lieutenant of 
Cheshire and having held the 
position of High Sheriff of 
Cheshire.

He says: “I am a strong 
personality and I have very high 
expectations. But I am also a 
committed Christian and my 
faith gives me an amazing 
framework to lead.”

Clark’s leadership and 
entrepreneurial spirit was 
recognised in 2016 by an OBE 
for services to business while 
his motorsport career also 
raised his profile locally. He 
says: “You can’t have a strong 
business without strong lead-
ership.”

Cleland is another who has 
enjoyed a top motorsport career.  
The former British Touring Car 
champion says strong leader-
ship and a good team is key, 
adding: “When I raced cars, I 
raced to win and I have the same 
mentality in the business. Every-
thing we do has to be the best.”

USED CAR MARKET

Mitchell credits his three heads of  
business for the group’s used car perfor-
mance, which contributes at least 2ppts on 
the return-on-sales figure. 

He says: “Our budgets are to deliver 1,500 
used cars each year at £1,500 profit per unit. 
They meet that every year without exception.”

John Clark Motor Group focuses on 
acquiring the right stock and employing the 
right people to advise customers on the car 
that best suits their needs. 

Clark says: “It’s all about being honest and 
qualifying the used car customer to under-
stand their lifestyle so we can be confident 
we’re selling them the right car.”

        YOU CAN’T  
         HAVE A   
         STRONG 
BUSINESS WITHOUT 
STRONG LEADERSHIP

MARK MITCHELL, 
MITCHELL GROUP

At Clelands, vehicles are retailed up to 
around seven years old under the Volvo 
Selekt warranty and used car 
programme. 

Cleland says: “We prepare  
vehicles to an extremely high 
standard, possibly one that’s 
higher than most dealers.”
DEBBIE KIRLEW
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SELLING WITH 
ASTON BARCLAY

www.astonbarclay.net/sell

APPRAISE MANAGE SELL

List your vehicles with 
our appraisal app direct 
from your own forecourt

Manage your stock via 
our online dashboard

Sell your stock direct 
to our buyers on our 
online channels

Or let it go into our network of six technology-led auction centres across the UK

We provide an integrated solution to selling vehicles 
through our various channels with the following benefits:

> An intuitive vehicle appraisal app.

> List stock in both digital and auction.

> Six modern technology-led physical 
locations providing national coverage.

> Competitive buyer fees.

> More detailed grading than any other 
vehicle remarketers.

> Post-sale conversion team.

> Targeted sale and stock marketing.

> Regularly lead vendor league tables.

> Buyer Guarantee on all vehicles  
under 12 years and 120,000 miles 
provided by The AA.

> A professional and friendly team.
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Is your current trade disposal route  
working this well for you?

Visit Cartotrade.com to register for a FREE trial  

and see for yourself how we’re helping franchised  

and independent dealers like you, right across the UK.

Run by experts with over 20 years of online trading experience

“Outstanding response – we’ve just sold 3 

cars within 20 minutes on Cartotrade that 

other trade platforms have failed to sell over 

the course of days. I’m glad we’ve taken the 

chance to try Cartotrade as it simply works 

where others haven’t.”
Wesley Robinson, Lexus Bolton

TALENTED, 
AMBITIOUS
STAFF?

* Latest July 2019-June 2020 ABC audited 

circulation: 11,031 

Call the AM commercial team on 01733 366474  

or 01733 366364 to find out more. 

Advertise your job vacancies 

with AM and find the right 

people you need to make your 

dealerships successful. 

Our magazine reaches 

11,031
*

automotive industry executives 

monthly, including managing 

directors, sales and aftersales 

directors, finance managers, 

dealer principals, sales and 

aftersales managers. 
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Stop thinking small and 
make your voice heard
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ow, more than ever, it’s critical 
for small regional dealerships 
to have their voices heard at 
both local and national levels.

However, with Government 
policymakers still grappling with the double 
whammy of the fallout from the COVID-19 
pandemic and Brexit, there’s a danger their 
voices will get drowned out altogether.

So it’s key for them to ensure they have a 
place at the table, not only when it comes to 
lobbying their local MPs and Parliament,  
but also influencing the decisions of their 
manufacturer partners.

But what’s the best way to ensure their voices 
are heard amid the clamour of demands from 
larger counterparts and other industries?

A good starting point is to have a clear opinion 
on a matter affecting your business and not 
being afraid to voice it and fight your case, says 
Richard Roberts, managing director of Trident 
Honda. Using trade bodies such as the National 
Franchised Dealers Association (NFDA) also 
adds weight to your argument as a collective 

voice, he says. Roberts has had first-hand 
experience, having played an active role as 
chair of both the Southern Region Committee 
and the National Aftersales Working Group, as 
well as a member of the national executive.

“The best way to get your voice heard is by 
having a view on an issue and being prepared 
to put it forward in a logical and structured 
manner,” says Roberts. “Being engaged with 
the NFDA also helps, as does being involved in 
the local chamber of commerce and CBI 
(Confederation of British Industry), when writing 
to your MP and liaising with your local council 
over matters that directly affect your business.”

Dealers should also use the fact that they 
contribute significantly to the economy through 
the various taxes and charges they pay on  
vehicles as leverage when lobbying local 
government representatives, says Paul Ward, 
a director at Shelbourne Motors. 

MPs are always much more receptive to the 
plight of dealers when they realise the value 
dealers bring to the local community as an 
economic driver, he adds. 

“We are putting money into the coffers, so 
they should be interested in hearing what you 
have say,” says Ward. “Often they will sit up and 
take more notice when you bring that into the 
conversation.”

The NFDA holds regular meetings with 
smaller dealers across the UK to update 
members on the work it’s doing on their behalf 
and to hear first-hand about the problems they 
face. 

It also directly helps those without in-house 
legal and marketing departments, and recently 
launched its Engage programme to support 
dealerss’ communication activities.

“We encourage and support our members 
in writing to their local MPs and have run a 
number of campaigns to tackle issues at a 
local level; we have also set up a Parliamen-
tary Engagement Programme, where we 
invite MPs to visit the dealerships in their 
constituency,” says Sue Robinson, chief  
executive of the NFDA. 

“These have proved extremely positive in 
helping MPs to appreciate franchised dealers’ 

Small regional dealerships should collaborate with others and trade bodies  
to ensure their opinions are listened to by local and national government 

N
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relationship with their local community 
as well as their manufacturers.”

While the NFDA is effective at a UK-wide 
level, dealing with devolved governments in 
Scotland, Wales and Northern Ireland is more 
problematic, says Jonathan Gravell, managing 
director of Gravells. For example, a group of 
small dealers in Wales wrote collectively to 
the Welsh Government requesting that their  
businesses be able to reopen at the same time 
as their counterparts in England. They were 
unsuccessful, having to wait three weeks 
before being given the green light to reopen. 
Dealers in Scotland had to wait a week longer.

“It’s about trying to build a better avenue for 
reaching these devolved governments,” says 
Gravell. “While they have exercised their full 
powers during the pandemic to control 
people’s movements, at the same time, they 
haven’t necessarily taken on board the  
implications for businesses.”

When it comes to contacting manufacturers, 
it’s always best to work with rather than 
against them if you want to hold greater sway, 
even if you don’t agree on everything, says 
Roberts. He has achieved this in the past as 
chairman of the MG Rover Franchise Board, 
and by participating in, and supporting, various 
manufacturers’ dealer associations, such as 
Honda’s national dealer council.

“Negative criticism and swiping from the 
sidelines never helps,” says Roberts. 

“Normally, if what you are promoting will 
benefit your business it will benefit your manu-
facturer too, for example, if you are pushing to 
sell more cars or service bookings for them.”

By and large, manufacturers have been 
sympathetic to dealers’ problems during the 
pandemic and have been more willing to listen 
to, and meet, their needs. Feedback from 
dealers has been acted upon swiftly and the 
appropriate changes made, reinforced by the 

NFDA’s Dealer Attitude Survey, which has had 
its highest response rates in the two most 
recent editions.

“The best advice I would give to a small 
regional dealer is to stay in close contact with 
their fellow local dealers with the same 
brands and form a strong relationship with 
them,” says John Tordoff, chief executive of 
JCT600. “That way they all have a common 
interest and can share and work on resolving 
common issues together.”

Jim Saker, director of Loughborough Univer-
sity Business School’s Centre for Automotive 
Management, says: “There needs to be a 
politicisation of the way smaller groups 
operate moving forward. Up until now they 
have been quite passive because of their size 
and individual interests, but now they need to 
use their collective voice and make sure that 
it’s heard, particularly in this digital age.” 
ALEX WRIGHT

       DEALER GROUPS                       
                    HAVE GOT TOGETHER  
        TO LOBBY THE LOCAL 
POLITICIANS AND THEY HAVE 
TAKEN ON BOARD THE 
FEEDBACK AND TAKEN  
IT FORWARD

PAUL WARD, SHELBOURNE MOTORS

        IT’S ABOUT       
                  TRYING TO        
                  BUILD A BETTER 
AVENUE FOR REACHING 
THESE DEVOLVED 
GOVERNMENTS

JONATHAN GRAVELL, GRAVELLS

        THE BEST WAY                     
         TO GET YOUR                
                     VOICE HEARD IS BY 
HAVING A VIEW ON AN ISSUE 
AND BEING PREPARED TO PUT 
IT FORWARD IN A LOGICAL 
AND STRUCTURED MANNER

RICHARD ROBERTS, TRIDENT HONDA

As if being in lockdown wasn’t hard enough, 
Northern Ireland’s car dealers were dealt a 
further blow of having to pay 20% VAT on 
secondhand cars brought over from main-
land UK under changes to the Northern 
Ireland Protocol. 

But after Sytner, Lookers and Trustford 
joined forces with the NFDA to lobby MPs on 
the issue, the UK Government announced the 
VAT margin scheme would be reinstated.

Paul Ward, a director at Shelbourne Motors, 

says: “First we had COVID and then this. A 
couple of dealer groups have got together to 
lobby the politicians in Stormont and, to be 
fair, they have taken on board the feedback 
and taken it forward, keeping us updated.

“(Cabinet Office minister) Michael Gove has 
stood up in Parliament and said that Northern 
Ireland dealers won’t be penalised by the 
20% VAT margin scheme. 

“Hopefully, that should be resolved soon as 
well as all the other uncertainty surrounding  

the new Northern Ireland Protocol.”
Another issue was not being able to offer 

click-and-collect during the pandemic, says 
Ward. But, after successfully lobbying, 
dealers were allowed to provide it for  
motability customers, he says.

“We went to the Department of Economic 
Development, who were very receptive and 
enabled us to offer the service,” says Ward. 
“It was vital for this vulnerable group to have 
access to transport during this difficult time.”

NORTHERN IRELAND’S VAT PROBLEM
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eycar believes the challenges 

posed by the COVID-19 pandemic 

have provided an opportunity to 

demonstrate its commitment to 

supporting dealers and the success of its 

efforts to “do things differently”.

Underpinned by free car listings, heycar’s 

offering has been constantly evolved and 

improved with the help of a collaborative 

“open ear” approach since its August 2019 

UK launch, helping to grow its profile and 

that of dealer stock during a challenging 12 

months for the sector.

From free car deliveries and fuel vouchers 

for car buyers, to major TV campaigns, the 

sponsorship of BT Sport’s FA Cup coverage 

and the 2020 acquisition of consumer 

website Honest John, the business has 

worked hard to maximise its exposure.

As the sector prepares to re-open show-

room doors with the easing of COVID-19 

‘Lockdown 3’ it is also demonstrating its 

heycar keeps its 
ears open and 
innovation high

H

In association with

environments. This ensures everyone can 

be involved in discussing new ideas and 

that new innovations can be implemented 

quickly.

She says: “There’s no bureaucracy and 

we like to demonstrate that we act on the 

feedback we get to try to improve the plat-

form.”

Newly-launched in March, the ‘Lift the 

Cup’ initiative sees car sales executives 

qualify for a range of potential rewards – 

ranging from JustEat vouchers and week-

ends away to BT Sports passes and 80-inch 

televisions – when they convert a heycar 

lead into a sale.

The heycar team worked with WAA 

Chosen to roll-out the initiative – the latest 

in a ‘heycar Extra’ series of support for 

retailers – which Rayner sees as an oppor-

tunity to give something back to hard-

working staff on car retail’s shop floor.

She says: “We know how tough it’s been 

over the past 12 months and many sales 

teams have been working to drive business 

with a much lower headcount and lots of 

other concerns to deal with outside work.

“Lift the Cup is a great way to give some 

recognition and boost morale at a time 

when we’re all excited about helping the 

market get back on its feet again.”

Rayner says Lift the Cup is just one 

example of a full schedule of car buyer and 

dealer-facing initiatives launched to bolster 

the sector throughout the pandemic and 

beyond.

And heycar believes its efforts have 

contributed to an industry-wide change in 

mindset which has helped transform a 

sector which sold fewer than 900 private 

OUR AIM 
HAS ALWAYS BEEN TO 
BE AN OPEN EAR, TO 
OPERATE DIFFERENTLY 
TO THE SECTOR’S 
ESTABLISHED PLAYERS 
BY REALLY LISTENING 
AND ACTING ON WHAT 
DEALERS TELL US
EMMA RAYNER

desire to inspire and reward staff on the 

showroom floor with its ‘Lift the Cup’ 

campaign – offering rewards for sales 

converted from heycar leads.

But Account Director Emma Rayner insists 

heycar’s high-profile campaigns are just the 

tip of the iceberg in terms of the individu-

ally-tailored support offered to dealers.

“Our aim has always been to be an open 

ear, to operate differently to the sector’s 

established players by really listening and 

acting on what dealers tell us,” says Rayner.

“Just like car buyers, we know car dealers 

don’t want to be sold to any more. We want 

to hear everything our car dealer customers 

have to say – any suggestions they might 

have – so we can try to adapt, improve and 

provide a better service.”

Rayner tells AM the heycar team remains 

relatively “small”, in that its members work 

dynamically and cross-departmentally to 

be able to respond quickly to changing 
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campaign, Rayner says the company has 

been keen to listen to dealers’ challenges 

and has offered support through various 

unique and bespoke initiatives, including 

one related to lead response times. 

An online presence has been many car 

retailers’ only customer touchpoint over the 

past year, but heycar’s exposure – acceler-

ated by its FA Cup sponsorship and Honest 

John’s 25m site visitors – helped generate 

continued enquiries.

And now more than ever, Rayner is part 

of a team determined to boost that 

momentum as the sector emerges from 

Lockdown 3.

She says: “Ultimately, it’s our business to 

ensure that exposure and that market pres-

ence for our clients and that’s always our 

key focus, but we always want to be known 

for going a step further, for offering that 

unexpected bit extra.”

or have their vehicle delivered to their home 

as part of a free delivery offer on all 100,000 

vehicles advertised on the heycar platform.

Rayner says: “Free home delivery was 

immensely popular with customers and 

dealers and became a really good closing 

tool at a time when some people were 

nervous about visiting a dealership.”

Another ‘heycar Extra’ that proved a hit 

with car retailers was an offer that allowed 

car buyers who acted on a lead generated 

through the platform to claim a pre-paid 

fuel card worth £50.

“Dealers told us that a car sale can often 

hinge on whether there’s a tank of fuel 

thrown in, so we wanted to solve that 

problem,” says Rayner.

“We’ve really tried to keep on delivering 

initiatives to keep car buyers interested and 

help retailers in a different way and, I think, 

in some cases, it has helped them think 

about how they can trade slightly differently 

too. 

“Some of my AM100 dealer clients have 

been enquiring about how we facilitated 

the fuel cards as I think that’s something 

they saw as a USP they could use more 

widely.”

Rayner says that, like many of her 

colleagues, she has also been able to help 

car retail clients respond to certain pinch 

points in the business on an individualised 

basis. 

In tandem with the recent Lift the Cup 

new cars in the first full month of April lock-

down into one in which dealers registered 

almost 38,000 new private cars during 

January.

As the shock caused by the first UK lock-

down kicked in more than a year ago, the 

heycar team prepared blog content 

providing dealers with advice on how best 

prepare their online showroom, with tips on 

video, imagery and – eventually – the delivery 

of safe remote test drives.  

New calls to action (CTA) were also intro-

duced for customers to use when looking to 

buy. These include a ‘Register Interest’ 

option and a shift from a ‘Call Dealer’ func-

tion to ‘Request Callback’ aimed at allowing 

smaller showroom teams more time to 

respond to customer enquiries. 

A partnership was also formed with 

SilverBullet in July last year, allowing car 

buyers to complete paperwork online ahead 

of a car purchase, back in July last year.

That development followed research 

from heycar which found that a third of its 

users had an expectation of being able to 

buy a vehicle from the comfort of their 

own home.

Upon showrooms reopening last summer, 

heycar also introduced a ‘Request Viewing’ 

CTA to help dealers manage footfall and 

maintain compliance with social distancing 

regulations. 

Fast-forward to November and car buyers 

were given the opportunity to opt to collect 
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CITROËN C4 AND ë-C4

he new Citroën C4 sits in 
between the traditional 
hatchback and crossover 
segments, reflecting the 
current desire among 

buyers to drive rugged-looking vehicles.
As a result, the new C4 not only replaces 

the old version but also the Cactus.
Its exterior styling reflects the brand’s 

quirky nature, with large headlights and a 
split rear windscreen. Yet, on the inside 
things are quite a bit more conventional and 
it lacks some of the flair that the C3 and C5 
Aircross provide.

The interior is dominated by black plastic. 
Aside from some coloured trim pieces on 
the door cards and a bit of shiny trim around 
the air vents, it’s a tad drab when compared 
with the exterior.

Thankfully, the usability of the C4’s interior 
is much better. There’s conventional heating 
controls, rather than a sub-menu within the 
infotainment system, and the materials 
used on the steering wheel, gear selector 
and other switchgear feel upmarket.

Alongside petrol and diesel options the 
fully electric e-C4 is also available. It makes 
use of the same motor and battery setup as 

you’ll find across the Stellantis’ electric line-
up, offering 136PS and a range of 217 miles.

The petrol-powered PureTech 130 is 
expected to be the best selling model. It 
uses a 1.2-litre turbocharged three-cylinder 
unit paired with a six-speed manual or eight 
speed auto. The engine feels lively, deliv-
ering punchy acceleration accompanied by 
a satisfying engine note.

A lower-powered version of the same 
engine, serving up 100PS, will be available 
from May and will form the entry-level of 
the range. There will also be a range-
topping 155PS model.

For drivers doing the highest mileages, 
BlueHDI versions with 110PS and 130PS are 
offered, achieving more than 60mpg. These 
are expected to account for less than 20% 
of ICE sales, however.

The C4’s Advance Comfort suspension 
has been dialled in just right. It rides beau-
tifully, ironing out all the imperfections on 
the roads and giving levels of comfort you’d 
expect from a car that cost three times as 
much. When cornering, the car does pitch 
about a little initially; but grip levels are 
strong and the C4 encourages you to drive 
it quickly. 

Sound deadening is another strong point. 
There’s very little road noise and the sleek 
body helps to keep wind noise to a minimum. 
In short, long journeys in the C4 are a 
delight.

Things are even better in the ë-C4. The 
weight of the battery in the chassis enhances 
the already enjoyable driving characteris-
tics and the suspension settings are a tad 
firmer, making it the most engaging to drive.

Don’t expect lightning acceleration, 
though. The e-C4 performs similarly to the 
petrol model, albeit with a slightly more 
immediate throttle response. Its 0-60mph 
time of nine seconds is 0.1s behind the 
petrol version.

The range of 217 miles, or an indicated 
206 miles in our fully-charged test car, 
requires a fairly timid driving style. During 
our time in the ë-C4 we averaged 3.3mi/
kWh, which would suggest a real-world 
range of roughly 150 miles.

An 80% charge can take as little as 30 
minutes when using a 100kW rapid charger, 
but a regular 7kW home charger will take 
around seven-and-a-half hours to replenish 
the battery. 

In terms of rivals, the C4 sits alongside the 

IT RIDES 
BEAUTIFULLY, 
IRONING OUT  
ALL THE 
IMPERFECTIONS 
ON THE ROADS 
AND GIVING 
LEVELS OF 
COMFORT YOU’D 
EXPECT FROM A 
CAR THAT COST 
THREE TIMES  
AS MUCH

T

Exterior styling reflects 

the brand’s quirky nature
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regular crop of hatches, like the VW Golf, 
but could also compete with the likes of 
Toyota’s C-HR and the Nissan Juke.

Pricing from £21,000 makes it particularly 
attractive, although the ë-C4 is almost 
£10,000 more. The C4 is a good all-rounder, 
and will particularly suit customers that 
seek its combination of bold exterior and 
conservative, well-equipped interior. 

The C4 range is divided across four trims: 
Sense, Sense Plus, Shine and Shine Plus. 
They all feature a 10-inch touchscreen  
infotainment system, which uses familiar 
PSA software. There’s also a 5.5-inch digital 
instrument cluster, which is less impressive 
than some other brands offer.

All models get LED headlights, parking 
sensors and lane-keeping assist. The ë-C4 
is not available in the base trim, but Sense 
Plus comes with sat-nav, a reversing 
camera and power-folding door mirrors.

Shine adds keyless entry, tinted windows 
and adaptive cruise control. It also has an 
enhanced active safety brake system that 
can detect cyclists. Shine Plus adds heated 
front seats, leather upholstery and an 
upgraded stereo system.
MATT DE PREZ

PETROL, DIESEL, 

ELECTRIC

0-62MPH: 

8.9-9.5 SECONDS

TOP SPEED: 

93-130MPH

6SPD MANUAL/

8SPD AUTO

0-134G/KM

REVIEW 
RATINGS

AUTO EXPRESS
Ford Focus Volkswagen Golf Toyota Corolla

Please describe the new C4’s market 
position and what are its key rivals?
New C4 is positioned as a distinctive 
and comfortable choice at the heart of 
the C-hatch segment. In terms of 
styling it offers the dynamism of a 
hatchback while incorporating 
references to SUV design elements. It 
elevates the standard of comfort 
within this segment, thanks to its 
Citroën Advanced Comfort features 
and generous interior space (including 
class-leading rear legroom), and 
offers an unrivalled choice of 
powertrains – 100% electric, petrol or 
diesel. Other key vehicles in this 
segment include Ford Focus, Hyundai 
i30, Renault Mégane, Toyota Corolla 
and Volkswagen Golf.

Are there any new features of 
technology that have not been offered 
on C4 or other Citroën models before?
New ë-C4 and C4 bring a range of 
stand-out technology and features, 
from advanced driver assistance 
systems to thoughtful innovations 
designed to make life on board more 
comfortable. Citroën Smart Pad 
Support is one of those innovations –  
a Citroën original, it lets the front 
passenger securely attach a tablet to a 
retractable, yet robust, mount, so they 
can enjoy watching content in comfort 
without distracting the driver. New C4 
also brings features that Citroën hasn’t 
offered in this segment before, such as 
Highway Driver Assist (a level 2 semi-
autonomous driving technology), 
driver’s head-up display, and lateral 

parking aid. Until recently such 
technology would have been optional in 
the most expensive market segments, 
but all are standard on selected 
versions of C4, continuing Citroën’s 
heritage of making advanced 
technology available to all.

Some manufacturers are removing 
diesel engines from their model 
ranges. Why did you decide to offer it 
as part of the C4 line-up and what are 
the sales expectations?
While the diesel share of the market 
has indeed decreased over recent 
years, there continues to be demand, 
particularly in the fleet sector, for cars 
with efficient diesel engines. The CMP 
platform that C4 is based on supports 
electric, petrol or diesel motors by 
design, so we can offer the choice of 
the right powertrain for everyone. 
Furthermore, because of the efficiency 
of this platform and of C4 in general, 
the Euro 6d diesel versions have very 
low CO2 (from 120g/km WLTP 
combined) and excellent fuel economy, 
making a strong case for themselves 
particularly where users are driving 
longer distances. We anticipate diesel 
accounting for 17% of our overall ICE 
mix on C4.

Will the ë-C4 be limited by volume and 
what % of sales do you expect via 
retail channels?
Based on our market analysis, we 
naturally have set volume objectives 
for ë-C4. However, we appreciate that 
this is a dynamic market, so, of course, 
we’re constantly looking at the 
trajectory of order take by powertrain 
to make sure we’re planning the right 
build mix. As ë-C4 is a key step of our 
electric offensive we aren’t planning to 
limit volume. We have forecast ë-C4 
UK sales to account for 30% of the 
overall C4 mix.

£21,005 

-£35,545

213 MILE RANGE

DRIVEABILITY AND 

CHOICE

GOOD ALL-ROUNDER HYBRID ENGINES AND 

BETTER BADGE APPEAL

NO HYBRID OR EV AS YET INFOTAINMENT AND 

SOBER STYLING

IT’S MORE EXPENSIVE

Q&A

The interior is more
 conventional and lacks flair

TIM MARSHALL, 
UK PRODUCT 
MANAGER FOR 
THE C4 AND  
ë-C4

KEY RIVALS

CAR

PARKERS
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TALENT

MOVERS

TALENT ON THE MOVE

In a series of changes at Groupe 
Renault UK, Adam Wood becomes 
Dacia brand director, Louise 
O’Sullivan is appointed marketing 
director, former aftersales director 

Tim Marriott becomes sales director 
and Mark Thomason is promoted 
to quality and services director, 
taking responsibility for customer 
experience and aftersales.

Former head of dealer network 
development and performance 
Mark Hawkins will be responsible 
for the fleet department as Mark 
Dickens assumes a new role of 
UK managing director for Elexent, 
a Groupe Renault-owned firm 
dedicated to providing companies 
with turnkey, tailor-made electric 
vehicle (EV) charging solutions.

Former Audi head of HR Maxine 
Bonwick joins as HR director.

Groupe Renault UK managing 
director, Vincent Tourette, says: 
“As per the Renaulution strategy, 

our brands are entering a new 
phase designed to secure our 
long-term plans for growth and 
provide customers with sustain-
able mobility solutions that are 
both innovative and affordable.

“These key personnel changes 
will help our UK operation to 
deliver what is expected of us, 
with those appointed to the roles 
having vast automotive industry 
experience and many having 
already been with Groupe Renault 
UK for upwards of a decade.”
AM reported in January that the 

new strategy would aim to halve 
the Renault, Dacia, Lada and 
Alpine carmakers’ number of 
vehicle platforms while delivering 
24 model launches by 2024.

ROB COLLISON, 
CHAIRMAN OF THE IGA
The Independent 
Garage Association 
(IGA) has appointed 
Rob Collison as its 

new chairman, replacing Colin 
Parlett who recently stepped down 
after more than a decade at the 
helm.

Collison is managing director of 
Collison Motoring Services, an MOT, 
service and diagnostic garage near 
Portsmouth.

He has worked in the motor 
industry for 30 years.

ANDY PEARCE, 
MANAGING DIRECTOR 
OF CD AUCTION 
GROUP
Andy Pearce has 
been named as 

managing director of CD Auction 
Group, after steering the company’s 
record performance over the past 
quarter as operations director.

He joined the business in summer 
2020, after holding international 
remarketing consultancy work and 
roles with Manheim and GRS.

Pearce replaces Karl Howkins 
who left to start flexible leasing 
firm Sogo.

SIAN CUTTER,  
HEAD OF FINANCE  
AT DRIVVN
Automotive retail 
e-commerce 
specialist drivvn has 

appointed Sian Cutter as its new 
head of finance to support software 
as a service (SaaS) delivery to the 
sector.

Cutter is a chartered accountant 
with almost 20 years of experience 
with Deloitte and across roles in a 
range of sectors including legal 
services, digital marketing and 
logistics.

Lookers has 
appointed Chris 
Whitaker as its 
new chief people 

officer following the completion of a recent series 
of senior leadership changes.

The car retail group appointed Whitaker on a full-
time basis seven months after he joined the busi-
ness as its interim HR director. He is described by 
the business as an accomplished group HR director 
with almost 30 years’ experience.

Whitaker will lead the company’s HR and internal 
communications operations.

His appointment comes nine months after crisis-
hit Lookers said it would reshuffle its senior leader-
ship team in search of ‘new skills and experience’. 

Snows Motor Group 
has appointed Diana 
Mackinnon as head 
of business for its 

BMW/Mini division. Mackinnon, who won the retail 
category at the 2018 Autocar Great British Women 
in the Car Industry Awards, will head the group’s 
BMW and Mini dealerships in Portsmouth and in 
Newport on the Isle of Wight in the newly-created 
role.

She joins from Jemca Car Group, where she was 
general manager of its Toyota Edgware Road north 
London dealership. 

After leaving school Mackinnon joined the motor 
industry in 1985, working in dealership administra-
tion and progressed quickly to management roles.

Former Peugeot UK managing 
director David Peel is set to 
replace David Lewis as the MD of 
Pentagon Motor Group.

Peel left Peugeot UK in January, 
when he was replaced by former 

Jaguar Land Rover (JLR) experi-
ential market ing director Julie 
David upon announcing an inten-
tion to “pursue his career outside 
of Groupe PSA”.

Lewis is set to retire in July.
Peel says: “After five years as 

MD at Peugeot UK, and almost 20 
years with Groupe PSA, where I 
held roles including regional and 

fleet director and chief executive 
of Robins and Day, I was ready to 
consider a change. The happy 
coincidence of David’s retirement 
plans made the final decision to 
join very easy for me.”

Pentagon – part of Motus Group 
(UK) – operates 46 franchised 
outlets for 12 brands, from 26 
sites.

DAVID PEEL, 

MANAGING DIRECTOR AT 

PENTAGON MOTOR GROUP

DIANA MACKINNON, 

HEAD OF BUSINESS 

AT SNOWS

CHRIS WHITAKER,  

CHIEF PEOPLE OFFICER 

AT LOOKERS

MOVERS IN BRIEF

GUESS THE CAR COMPETITION

See if you can identify this 
month’s model for your 
chance to win a £20 John 
Lewis voucher. Email  
am@bauermedia.co.uk 
with ‘Guess the car’ in the 
subject line and include 
your job title and company 
in your entry. The closing 
date is Friday, May 7.T
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R Stephen Calvin, 
managing 
director of Myers 
& Bowman 
Toyota, correctly 
identified the 
Toyota Hi Lux 
Double Cab in our 
previous issue.

ADAM WOOD, 
DACIA BRAND DIRECTOR

am-online.com
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Are you losing one 
in four customers? 
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MANAGER
Matt Clay of Lookers plc

What are the main responsibilities of your role?

I lead the apprenticeship strategy for Lookers. My main 
responsibilities include the management of apprentices, 
working closely with our training providers and brands 
to monitor their progress. I work to plan future 
apprenticeship requirements with our operations 
team, liaising with brand partners to ensure alignment 
with future industry developments. I’m also a board 
member for a number of Government Advisory 
Groups, helping to shape the future of apprenticeship 
qualifications, along with being part of the industry 
Employer Apprenticeship Group, specifically tasked 
with developing motor industry apprenticeships. The 
Lookers Apprenticeship Programme has enrolled 
more than 750 apprentices following the introduction 
of the Apprenticeship Levy in 2017. This growth 
encouraged the company to move into co-investment 
on our levy account, meaning we now fund 
apprenticeships at 5% cost, which is something for 
which we’re incredibly proud. 

What are the most significant challenges ahead?

The rate the industry is evolving will present challenges 
across the spectrum. For apprenticeships, it will 
inevitably shape the way the programme looks. I’ll be 
working closely with the Industry Employer Group to 
ensure there is a greater emphasis on electric vehicle 
(EV) training, particularly for the service technician 
programme. The influx of electric powertrains is 
massive for the industry, arguably it’s the most seismic 
shift following the original adoption of cars at the start 
of last century. To be involved in planning our 
apprenticeships strategy at this time is hugely exciting. 
I’m acutely aware we need to continue to ensure the 
programme is attractive for applicants, given many 
other sectors are advancing equally.

How might these challenges be overcome?

These are challenges we will all need to tackle head 
on. Being at the forefront of industry developments will 
ensure Lookers is well placed to adapt to change, and 
I’d encourage more widespread involvement across 
the sector in the Industry Employer Group to help 
shape future design. The challenges are bigger than 
any individual business, therefore collaborative 
working will help ensure we all benefit from innovation. 
We’re in a fortunate position to be able to engage with 
manufacturers, which, combined with the foresight in 
terms of what technology will be coming online, means 
we have a great opportunity to proactively plan how 

QUICK-FIRE QUESTIONS

What drives you?

Knowing that the initiatives I’m working on bring 
real, tangible business benefits, while helping 
develop the careers of our apprentices.

What’s your favourite app?

Hole19, I couldn’t be without it on the golf course!  

How do you relax?

I’ve recently become a dad, so haven’t found 
much time to relax recently.

industry developments can shape the apprenticeship 
programmes of the future. The industry has an 
opportunity to take advantage of the increased media 
attention as we shift towards EVs and, therefore, we 
should use this period of change to attract a broader 
base of talent, many of whom may now see our 
industry as more attractive than ever.

What attracted you to this area of expertise and how 

did you get to your current role?

I started at the time the Apprenticeship Levy was 
introduced, so it was a brilliant opportunity to shape 
the talent strategy for the business. Fortunately, 
Lookers has a great history of developing apprentices, 
so there was a strong desire to maximise the 
opportunities presented by levy while creating a strong 
internal narrative focused on the return on investment. 

What’s the most important thing you’ve learned and 

how have you made use of it at your company?

Never stop learning. Whether through a formalised 
pathway such as an apprenticeship programme, or 
just working and learning on the job, I’ve always found 
having a curious outlook and being open to learning 
each and every day has benefits to both the business 
and me personally. 
MATT DE PREZ
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When restrictions on foreign travel 
are lifted where will you head off to?
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A U D I T O R S : 
B D O

We’re delighted to again 

welcome BDO as auditors 

of the AM Awards retailer 

categories. Also our 

partner for the AM100, 

BDO’s highly experienced 

motor retail team has 

been the AM Awards’ 

auditor since 2014.  

First, familiarise yourself with our online awards entry system. 
Go to the am-awards.co.uk website and click on ‘Award 
categories and entry process’ in the black masthead at the top. 
Now you’ll see the list of categories that are open to entries. 
Next, click on ‘Register to enter awards’ because no 

submission can be made before you’ve registered. Here,  
you’ll provide some basic information about yourself and the 
company plus set a password to create your awards account. 
With an account made, you can log in at will and build your entry 
before finally submitting it. 
Now start making your first entry. Each time you select an 

awards category you’ll see a description of the criteria and our 
entry requirements – everything you’ll need to supply so that 
the judging panel can review every entry fairly. 
You’ll need to give details such as the company on behalf of 

which you’re entering and who would collect the award should 
you win, plus answers to specific category questions. You can 
also upload material in support of your entry as attachments. 
Having registered, you can save your information at any stage 

and return to it later in your ‘My Awards’ area to continue 
adding information. Just make sure you’ve clicked to submit  
it before the May 24 closing date.

SO HOW DO 
YOU ENTER? 
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