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HOW ACHIEVABLE IS ZERO TAILPIPE 
EMISSIONS AND WHAT SORT OF 
TIMEFRAME DO YOU THINK IS REALISTIC?
NW: The technology is already here today 
to achieve zero tailpipe emissions. The 
challenges are to gear-up production (which 
will be accompanied by falling costs); to give 
consumers a wide variety of affordable and 
desirable electric cars to choose from; and to 
provide adequate and accessible recharging/
fuelling facilities. This all needs to be in 
place to gain consumer/user acceptance and 
understanding of the new technologies. 

However, markets can develop very quickly 
and I believe we can beat the deadline by some 
margin, but its existence helps provide a focus 
for all the main actors in the journey.

RE: There is an important distinction to 
be made between a vision of zero tailpipe 
emissions and electric vehicle (EV) emissions. 
Put simply, the global motor industry vision 
is electrified powertrains – but these don't 
mean zero tailpipe emissions for all driving 
modes. The motor industry EV future 
embraces hybrid electric, as well as battery 
electric and fuel cell electric vehicles. For 
hybrid electric vehicles, this means zero 
emissions capable, with internal combustion 
engines retained for many vehicle variants 
for the foreseeable future. These engines 
can be expected to have much lower tailpipe 
emissions than those of vehicles on the road 
today – just not zero. An example of this 
distinction is that the motor industry also 
embraces a ‘clean diesel’ future.

When it comes to transitioning to zero 
emission vehicles (ZEVs), there are three 
important phases to consider relating to the 
phasing of technology uptake:  

The infancy phase – in which ZEVs, along  
with zero emission capable EVs, establish  
a niche market share in the market for cars, 
vans, buses, trucks, and two-wheelers.  
The EV community talks about the infancy 
phase being passed when over 5% of  
new-vehicle sales are either pure battery 
electric or combined sales of battery electric 
and plug-in hybrid.      
The expansion phase – seen as the straight-
line section of the s-curve of technology 
uptake, which marks the inflection point when 
the mainstream market transitions to ZEVs.
The maturity phase – the point of the s-curve 
when ZEVs are approaching 100% of the market, 
which marks the ‘end game’ for non-ZEVs.    

Tim Kiek 
Editor,  
IMI Magazine
@IMIeditor

PAVING THE WAY

 Earlier this summer the Road 
to Zero strategy was launched 
in the earnest and portentous 
tones used when governments 

wish to convey that their plans hold a 
significance that transcends quotidian 
political matters. To save you from 
trawling through the strategy’s 147 pages 
in full, it can be pithily distilled thus:

• An ambition for at least 50% – and as 
many as 70% – of new car sales to be 
ultra-low emission by 2030. 40% is the 
targeted percentage for van sales

• The implementation of the 
infrastructure required necessary 

to support the anticipated levels of 
electric vehicles

• To move from the internal 
combustion engine epoch of road 
travel to an electrified one

Whether the strategy is achievable, 
or even desirable, is a question this 
feature seeks to answer. However, 
before you read on, it should be 
made clear that the emissions the 
government is targeting are those 
which emanate from the tailpipe. 
As such, the Road to Zero strategy 
doesn’t address emissions from 
either brakes, tyres or roads; nor 

does it address emissions generated 
from the manufacture – or indeed 
transportation – of electric vehicles 
themselves. The other point to  
clarify is that the Road to Zero strategy 
(as its title cleverly indicates) is aimed 
solely at the automotive industry; it 
doesn’t address the pollution caused 
by a list of emissions-belching items 
too lengthy to mention. Given this, is 
a strategy aimed at reducing just one 
element of the emissions landscape 
rather unambitious in its scope? 

Two men who may be able to help 
you decide are Neil Wallis, head of 
communications at LowCVP, and 
Robert Evans, CEO of Cenex... 

The current strategies for government and 
the motor industry focus on the second phase, 
as this is the critical phase in terms of societal 
benefit for government and the competitive 
battleground phase for the global motor 
industry. There is a broad consensus that the 
expansion phase for ZEVs will be between 
2020 and 2040, with much of the growth in 
the decade between 2025 and 2035.   

For the market in a larger, regional context, 
the maturity phase will be post-2040 and could 
be prolonged given the diversity of vehicle 
types to be transitioned. However, for many 
cities, the maturity phase will come sooner and 
the planning for this is already under way.  

WITH WHOM DOES THE PRIMARY  
BURDEN OF RESPONSIBILITY LIE  
IN FULFILLING THE VISION?
NW: LowCVP’s recent annual conference 
tackled this issue. We framed it as the ‘People, 
Product, Policy conundrum’. It was clear from 
the discussions that the government has a key 
role to play in driving change and setting an 
appropriate policy and regulatory framework. 
But producers – the motor industry and fuel 
suppliers – must raise their game too, and if 
they don’t they’re likely to find their markets 
captured by aggressive and dynamic insurgents.

There’s also a vital need for better education 
so that consumers, drivers and fleet managers 
fully understand and accept the new 
technologies. This should be coming from 
both industry and government, with agencies 
like the LowCVP playing a key part in reducing 
the consumer barriers to uptake and helping 
to accelerate the low emissions shift. LowCVP 
is also working with DfT to set up the Road 
Transport Emissions Advice Group to better 
inform consumers of the changes ahead.

RE: Governments have a leadership role to 
play when it comes to progressing the vision 
of futures that are of societal benefit. A zero 
tailpipe emission future clearly falls into this 
category of being of benefit to civil society. 
It offers a means of tackling poor urban air 
quality for the health and wellbeing of our 

broader population. Today, large populations 
are regularly exposed to air pollution 
levels close to, or exceeding, World Health 
Organisation guidelines, with consequential 
health effects and premature deaths.  

This said, the vision of a future based on 
increased electrification of road transport is 
a shared vision between government and the 
motor industry, and both must play their part. 
In the case of government, this involves setting 
a policy framework that favours EVs. For the 
motor industry, it means introducing EVs that 
will be attractive for customers to buy.  

The third party will be the business and 
private consumers who will be the owners 
and/or operators of these vehicles. Ultimately, 
it will be their buying decisions that will 
‘make or break’ the fulfilment of the vision. 

WHAT ARE THE STEPS THAT NEED  
TO BE TAKEN IN THE SHORT, MEDIUM  
AND LONG TERM?
NW: In the short term, we need to more clearly 
communicate the targets to both consumers 
and industry and bring down the regulatory 
and practical barriers to market development 
such as charging point availability and 
common standards for plugs and payment. 
Petrol and diesel vehicles will be on our roads 
for some time to come so we need to make 
sure they are as clean as is possible. Retrofit 
technologies are available for certain types of 
vehicle, for example. We also need to further 
encourage and facilitate the introduction of 
cleaner fuels. And better consumer education 
is important, too, if we are to break down the 
many misconceptions and perceived barriers 
that still exist.

In the medium term, we need to work 
with all the key stakeholders to ensure 
that technical and other barriers to market 
transformation are taken down. In terms of 
vehicle electrification, for example, greater 
plug-in vehicle uptake could be a major help 
in balancing electricity supply and demand 
by using vehicle batteries as stores of energy. 
This has great potential to complement the 
growth in intermittent renewable power 
generation by storing electrical energy  
when it is abundant and releasing it when  
in short supply.

For the longer term, we need to remove 
the final barriers to complete market 
transformation and ensure all stakeholders in 
the ‘puzzle’ (suppliers, consumers, insurers, 
public authorities and other regulatory bodies) 
are all playing their part. We will, of course, 
need to work out a solution to the fall in tax 
revenue which will result from declining 
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Achievers Awards (October)
Celebrating the achievements of 
automotive learners, training centres and 
professionals, these awards recognise 
the excellence, enthusiasm and hard 
work that is taking place across the entire 
industry. Held at IMI HQ – Fanshaws – 
they represent the perfect place to 
demonstrate your brand.

IMI MAGAZINE ONLINE
Featuring original content, videos, the  
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IMI MAGAZINE
Magazine content is reflective of the diverse 
professions of the readership and comprises 
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magazine either; it is unafraid to stimulate 
debate by taking strong editorial positions 
on a variety of topics.

The magazine’s intelligent, informative 
content is accompanied by an 
imaginative, intuitive design – the two 
components blending together to create 
a product which significantly exceeds  
the quality associated with archetypal 
trade magazines.

All these factors combine to make  
IMI Magazine the perfect place to 
showcase your company to the industry.  
Put simply, IMI Magazine is unparalleled  
in the market. 

The Annual Dinner and Awards (March)
The most prestigious event in the 
automotive calendar is attended by  
over 400 industry luminaries and  
provides a fantastic networking 
opportunity. The awards celebrate  
the contribution individuals and 
organisations have made to aid and  
abet the development of the automotive 
industry and the work of the IMI.

IMI AUTO JOBS
IMI Auto Jobs is an online platform for recruitment 
in the automotive sector. Whether recruiting for 
dealer principals or vehicle technicians, IMI Auto 
Jobs is the perfect place to start your search. 
jobs.theimi.org.uk

The seven year glitch
UK CAR PRODUCTION

Those seeking injurious (and maybe 
spurious) news concerning the current 
and latent impact of Brexit on the destiny 
of the British motor industry will have 
been fortified by statistics relating to car 
production in 2017. These indicate that 
unit output declined by 3% to 1.67mn 
compared with the previous year, thereby 
ending a seven-year run of consistently 
higher numbers. There was an especially 
disappointing outturn during December 
which saw a hefty 12% dip, suggesting  
an acceleration in the rate of attrition. 
However, this was still the second highest 
level so far in the 21st century and has 
done little to sway the hope that the UK  
is set to achieve a new record level of  
car production within the next few years. 
Dispiriting news such as Jaguar Land 
Rover’s recent decision to reduce output 
at its Halewood plant in view of diminishing 
domestic and export demand should be 
regarded as a temporary response to 
what is still a highly cyclical industry rather 
than a permanent move to lower activity. 

Almost all of last year’s reversal was 
accounted for by the dismal domestic 
market, for which production fell by 10% 
– and by an alarming 25% in December.  
In contrast, production for export held up 

quite well with a mere 1% decline for the 
year as a whole. British car factories are 
now hugely dependent on exports – and 
becoming more so. No less than 80% of 
UK car output during 2017 was exported 
as against 78% in the previous year and, 
of this, EU27 markets accounted for 54% 
of shipments. 

The failure to conclude a favourable 
trade agreement between the UK and 
EU27 by the end of next March, or any 
transitional period which may be agreed, 
has the potential to deliver a heavy blow 
to these exports, although there are at 
least a couple of reasons to be optimistic. 
First, any disruption to car trade between 
the UK and EU27 will dent severely the 
prospects of continental car producers 
– especially those in France and Germany 
whose governments stubbornly appear to 
be adopting a particularly stroppy stance 
in the Brexit negotiations. 

Secondly, British car exports to  
non-European destinations are rising 
strongly. In 2017, car exports to the US 
rocketed by 47% which means shipments to 
that country are now almost twice as high  
as those to Germany, while worthwhile 
gains were also seen in markets as diverse 
as Canada, China, Japan and Turkey.      
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News BY ARTHUR WAY

ANALYSIS -3% decline in UK car 
production in 2017

FINANCE

For franchised dealers, the downturn in the 
UK’s new car market has been accompanied 
by a corresponding decline in point-of-sale 
(PoS) motor finance. Figures from the 
Finance and Leasing Association (FLA) 
reveal that PoS finance on new cars 
declined by 7% in volume terms during 2017 
to 990,029 units, although there was a 2% 
increase by value to £18.8bn. There was  
a marked deterioration, though, as the year 
progressed culminating in 15% volume and 
9% value declines in December. 

These volume dips more or less mirror 
the fall in sales and denote that PoS motor 
finance has been able to maintain its 
dominant grip in the marketplace. The FLA 
reports that the percentage of private new 
car sales financed by its members during 
2017 by means of PoS amounted to 88.1%, 
just a whisker below the 88.2% level of  
the previous year. Even so, the slowdown 
represents a significant blow to distributors 
who derive significant profit opportunities 
from ‘add-ons’ like vehicle financing,  
GAP insurance, extended warranties  
and servicing plans. 

In the context of gloomy forecasts 
concerning the new car market during the 
current year there seems scant chance of 
any meaningful recovery in the short term, 
although various attempts are being made 
to excite consumer interest and pump  
up the market in readiness for the March 
plate-change. Manufacturers have been 

offering a variety of financial incentives 
including 0% interest rates and deposit 
contributions, often with special enticements 
for diesel car buyers. In particular, a number  
of tantalising PCP deals have been launched 
which perhaps may trounce some of the more 
demoralising sales forecasts and provide a 
fillip to the PoS income stream for dealers.    

On a perkier note, the used car sector  
has performed notably more strikingly and 
currently seems to rest on a much firmer 
footing. The FLA’s figures show that PoS 
finance on used cars increased by 6% in 
volume terms during 2017 to 1.36mn units and 
by 12% in value terms to £15.4bn. As in the 
new car sector, there was a softening  
in December but the market remained in 

positive territory with 3% volume and 8% 
value increases.

Moreover, PCPs – which have been the 
principal factor behind the bubbling new car 
market in recent years – are becoming the 
mainstream financing mode in the used  
sector too. The PoS financing of used cars  
by PCPs leapt by 21% to £7.5bn in 2017, 
noticeably higher than the 12% overall rise  
in used car dealer financing. This implies  
that PCP penetration in the used car sector 
accounted for a 49% share compared with  
a 45% share in 2016. These numbers go some 
way towards explaining the high levels of 
investment currently being allocated to the 
development of used car activities by major 
dealer groups like Lookers and Pendragon.    

Used compensating for new 

The retail motor trade has reasons to  
be cheerful following the Department for 
Transport’s (DfT) decision to preserve the 
existing MoT schedule, abandoning the idea 
to extend the testing of cars for the first time 
from three years to four. Clearly the blizzard 
of representations from the sector’s trade 
bodies and other organisations, along  
with survey results which suggested that  
a majority of motorists were happy with  
the current scheme, have been sufficient 
to convince the government to leave 
things as they are – even if 
vehicle users were poised to 
save in excess of an annual 
£100mn on testing fees. 

The clincher in the motor sector’s successful 
representations rested on the issue of safety, 
which makes it all the more perplexing that  
the DfT has opted to discharge owners of 
tax-exempt classics (aged 40 years and 
above) from the need to get an MoT on the 
grounds that these are mainly cherished 
vehicles which cover a low annual mileage. 
Undoubtedly some tax-exempt classics will  
be dangerous old bangers with irresponsible 

owners while, as every classic  
car owner will testify, most 
problems arise from lack of 
use, especially with regard  
to safety critical systems like 

brakes and steering.  

MOTs

Cognitive dissonance

Growing green impetus

Momentum towards a more  
environmentally-friendly style of vehicle  
usage continues to gather pace. This stems 
largely from initiatives on the part of vehicle 
manufacturers and fuel suppliers to promote 
cleaner technologies, but also as a result of 
local and central government action to curb 
emissions and improve air quality.

An important development with regard  
to the former arises over the growing interest 
among oil companies in the refuelling of 
electric vehicles (EVs) on service station 
forecourts. Last October saw the launch  
of Shell Recharge following the acquisition of 
NewMotion, a major European-based provider 
of rapid charging for EVs. Already a number  
of charging points have been established  
on Shell’s concourses and many more are 
planned to be added to accommodate the 
rising number of EVs in the car parc.

More recently, BP has followed in the 
footsteps of Shell by completing a modest 
£3.5mn investment in FreeWire Technologies, 
a US company which specialises in a 
pioneering means of mobile charging.  
This technology facilitates a high degree  
of flexibility and eliminates the need to invest 
in high-cost fixed infrastructure. BP’s intention 
is to set up a trial of charging equipment at 
selected sites during the next few months as  
a prelude to EV refuelling developing into  
a significant business activity.

Meanwhile, there are unmistakable signs of 
a more aggressive stance by local authorities 
to clobber the use of vehicles. The latest salvo 
comes from London’s Hackney and Islington 
councils which are consulting with interested 
parties on the somewhat gauchely-titled ‘City 
Fringe Ultra Low Emission Streets Scheme’. 
This aims to reduce air pollution levels by 
banning petrol and diesel vehicles from the 
district’s main roads during the morning and 
evening rush hours in an attempt to encourage 
people to walk or cycle and “to reclaim the 
streets from polluting motor vehicles”.              

ENVIRONMENT

£18.78bn     new car advances by value;  
+2% increase from 2016

£15.44bn      used car advances by value;  
+12% increase from 2016

990,029      new car advances by volume;  
-7% decrease from 2016 

1,357,216     used car advances by volume; 
+6% increase from 2016 

Key numbers in point-of-sale (PoS) car finance 2017 
(Cars bought on finance by private buyers in dealerships)

YEAR-ON-YEAR COMPARISON FINANCING TYPE BREAKDOWN

New
car

PCPs 
80%

PCPs 
49%

Leasing 
12%

Hire purchase 8% Personal loans  4%

Hire 
purchase

47%

Used
car
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Tim Kiek meets one of the  
architects of our transport future

Tim Kiek 
Editor,  
IMI Magazine
@IMIeditor
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 D
enis Naberezhnykh (pictured 
below), Head of Ultra Low 
Emission Vehicles at Transport 
Research Laboratory (TRL), 

may have a surname that supplants 
even my own in the ‘confusion over 
how to pronounce it’ stakes – but  
it is confusion over the future of  
UK transport that he is most keen  
on alleviating.

In the automotive section on  
TRL’s website the company boldly 
proclaims its intention to “help  
you navigate (the changing  
automotive sector) confidently with 
progressive strategies, programmes 
and mobility solutions.” Like most 
company mission statements,  
without expatiation this one  
means very little – so Denis first  
puts some meat on the bone.

“We are a completely independent 
body, positioned in between the 
government and policymakers who 
provide an overarching plan as to how 
to structure the sector, and the actual 
engineers and tech developers who  
are involved in the plan’s realisation.  
So, where the government provides 
grants for trials we work to assess  
how these trials perform: collecting  
all the data, evaluating it, and making 
recommendations to legislators to 
inform future policy.

“As an example, one project  
we are currently working on  
is a low emission freight and 
logistics trial which aims  
to demonstrate new 
technologies and to 
encourage the widespread 
introduction of low and 
zero emission vehicles  
to UK fleets.”

MAKING AN IMPACT
A challenge for all companies of TRL’s 
genus is how to transfer the research 
into policies that will actually change 
hearts and minds. Denis cites the  
plug-in vehicle grants of 2013 as an 
example of this. “When they were 
introduced all the data indicated that 
whilst people were appreciative, this 
appreciation didn’t extend to the 
desire to actually purchase an electric 
vehicle. Essentially the grants were 
preaching to the converted as they 
helped those who wanted to buy an 
electric vehicle to do so.”

How, then, can a wider congregation 
be reached? “It’s tough to form a 
coherent analysis,” Denis says, “but  
for a lot of people the main barrier to 
purchasing an electric vehicle is cost. 
What’s more, people tend to be 
resistant to the new and unproven  
– as well as things which don’t offer 
immediate gratification. This is  
where a clear distinction can be  
made between electric vehicles and 
autonomous vehicles – the latter 
presents a clear and present benefit: 
you don’t have to drive them!”

SOCIETAL PSYCHOSIS
Denis’s diagnosis is rapier sharp.  
We live in an age of 
‘hyperindividualism’  

(a term which describes the 
prevailing sociological 

condition of our time): 
people acting in a highly 
individual way with little 

regard for society.  
A concomitant of 
hyperindividualism  

is ‘chronocentrism’  
– a term coined by the 

sociologist Jib Fowles who describes  
it as the belief that one’s own times  
are paramount, that other periods  
pale into comparison.

The yoking of chronocentrism  
to hyperindividualism forms a 
combination quite deadly to the 
construction of societies predicated  
on the good of the whole and the 
survival of the planet. And it  
is for this reason that the messaging 
around products sold as being better 

for the planet is, by 
and large, completely 
ineffectual. Of course, 
the very concept of 
‘environmental 
capitalism’ is 
oxymoronic and the 
actual environmental 
benefits of electric cars 
highly questionable. 
However, this is a 
tangential strand to 

TRL is the global centre for innovation in 
transport and mobility. It provides world-leading 
research, technology and software solutions for 
surface transport modes and related markets of 
automotive, motorsport, insurance and energy. 

Independent from government, industry and 
academia, TRL helps organisations create global 
transport systems that are safe, clean, affordable, 
liveable and efficient. Core areas of expertise 
include transport safety, vehicle engineering and 
simulation, investigations and major incident 
forensics, human factors and behavioural science, 
intelligent transport systems, infrastructure asset 
management, and sustainability and climate 
change. TRL has more than 1,000 clients across 
145 countries, driving positive societal and 
economic benefit worldwide.

TRL  
  The Lowdown

“The majority of  
our hyperindividual 

and chronocentric 
population doesn’t  

care about the  
alleged societal and 

environmental benefits 
of electric vehicles”

SHAPING 
THE FUTURE

the main narrative which is that 
electric vehicle take-up will remain 
marginalised unless the individual 
benefits of owning an electric car  
can be proven. 

The majority of our hyperindividual 
and chronocentric population doesn’t 
care about the alleged societal and 
environmental benefits of electric 
vehicles; they want a vehicle that can 
be demonstrably proven to make their 
lives easier and save them money.  
Also, many are reluctant to purchase 
something which makes them  
standout so will be unlikely to switch 
to an electric vehicle without the 
reassurance that doing so won’t  
mark them out as societal outliers. 
Superficially, this latter observation 
may seem to undermine the theory 
that we are hyperindividuals – but  
a desire to be individuated from the 
whole is not one of the characteristics 
of individualism!

EDUCATION REQUIRED
Setting aside the fact that the task  
of changing this collective psychosis  
in a Western world predicated upon 
consumption, and where our  
nation states have become de facto 
corporations, is probably a Sisyphean 
one (a task that can never be 
completed), Denis lays out a framework 
for what could be done. “To change 
requires education,” he says. “And  
the motivation for this change, in the 
short-to-medium term, has to come 
from the top down; authorities need  
to eliminate the other choices. It can 
work well too: just look at the examples 
from Norway and the Netherlands.”

Denis quickly qualifies this by 
admitting that such models are not 
necessarily replicable in the UK due  
to the cited countries’ unique tax 
systems, demographics and means of 
energy generation. Yet he remains firm  
in his belief that discouraging the use of 
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 P olestar Chief Operating Officer,  Briton Jonathan Goodman (pictured),  is clear where the company is headed: “We’re going full steam ahead,” he  confidently proclaims. The veteran of Volvo and French car giant Peugeot certainly has a job on his hands turning the new company into a Tesla-beater. But Polestar is not just a new car brand; it offers a new customer-focused strategy for shopping and selling to consumers. This includes only letting customers buy online, with a no-deposit, all-inclusive subscription that sees financing, servicing, insurance and ancillary services bundled up into one monthly payment package à la the mobile phone payment plan.
Goodman, who reports to Polestar’s German chief executive Thomas Ingenlath, says: “I’m a very happy Brit to be involved in the most exciting development in my 32 years in the car industry. It is absolutely fabulous.  

 A Polestar  IS BORNProfiling Volvo’s new stand-alone electric car brand

All the stars seem to be aligned. We have to have cars that are hugely appealing to customers – and they will be great looking cars.” 
THE RANGE
The sporty new Polestar 1 GT grand tourer – the firm’s ‘halo’ car – is the first of a trio of models launching the brand. But it’s not a purely electric vehicle – instead it’s a range extender designed to increase awareness and create a favourable impression. It debuted at last year’s Geneva Motor Show, and since then it has had its ‘dynamic debut’ driving up the hill at the Goodwood Festival of Speed earlier this summer ahead of going on sale in the middle of next year. There have already been more than 560 pre-order expressions of interest though it will be in left-hand-drive only. It has a range of 93 miles on electric power alone – which Polestar says is the longest purely electric range of any hybrid  car on the market. 

Second car out of the blocks will be the fully electric mid-sized Polestar 2 which will start production in late 2019. It is designed  to take on the Tesla Model 3 with a higher production run, apparently in the tens of thousands, and priced between £30,000  and £50,000. It is expected to have a range  of around 350 miles.
The Polestar 2, available in right-hand  drive for UK roads, will be followed by the SUV-style Polestar 3 electric vehicle which will be about the size of a Porsche Cayenne and sit between its two predecessors in terms of both price and volume.The new cars will be built at a new  purpose-built factory in Chengdu, China following more than £600mn investment. Goodman stresses: “What we’re not is a  4,000 to 5,000 a year car brand. It really is  a spearhead brand. Hi-tech features will  be seen for the first time in a Polestar,  then trickle down.’

A CHANGE OF OWNERSHIP Buying a Polestar will be a different  experience; the company is moving away  from the traditional ownership model and customers will only be able to order the cars online via an app. With regard payment, Polestar offers flat-rate monthly subscription  in the same way that people pay for their mobile phones – although the option to  buy the car outright does also exist. The no-deposit, all-inclusive two- or  three-year subscription will also add a  menu of features such as pick-up and delivery servicing, and the ability to rent alternative vehicles within the Volvo and Polestar range, all incorporated into one monthly payment.  The brand believes this model will make having a Polestar car a hassle-free experience for the customer.
Despite only offering online ordering, Polestar has not dispensed completely  with the idea of a showroom, recognising  that some, if not many, customers still  want to physically engage with a car. It will open a network of stand-alone compact boutique-style showrooms of around 250 to 300 sq m in size, which it’s dubbed Polestar Spaces. These will be located in shopping malls and town and city centres around the world from early next year, with the aim of having a network of 60 by 2020. The one place they won’t be, though, is within the confines of existing Volvo showrooms.The UK will be one of the first tranche of  nine countries to open one, the others being: Sweden, China, Germany, Norway, Belgium, the Netherlands, USA and Canada.Inside each Space, Polestar cars will be on display, as well as various equipment options  so that potential customers can ‘interact’ with products and the brand. Expert staff – who are not on commission – will be specially trained  to help and advise but not pressurise potential customers into a sale. They will assist in demonstrating and explaining the car’s contents, and organise test drives if required. Components such as wheels, carbon-fibre sections and material finishes – including paint colours and interior leather samples – will be displayed in manner akin to an art installation.Goodman says: “We’re in a  unique sweet spot. We’re a start-up  but backed by Volvo with its  90 years of manufacturing experience. We can  do things differently. And we’re global  

from day one.

Ray Massey Motoring Editor, Daily Mail  
@raymasseytweets

1996 
What later became Polestar begins life as the independent touring  car race team Flash Engineering 

2005 
Flash Engineering rebrands  as Polestar

2010-13 
Polestar develops first road-car concept – the C30 Polesta –  and in 2013 begins building the  S/V60 road car

2015 
Volvo buys Polestar with a view  to developing it as Volvo Cars’ electric performance brand

2017 
Polestar wins WTCC and Polestar  1 GT grand tourer launches as  a 600bhp petrol-electric performance hybrid 

2018 
Construction begins on new Polestar HQ in Gothenburg, Sweden

2018/2019 First pre-production Polestar 1  cars built in China ahead of first deliveries in the middle of the year
2019 
Opening of first Polestar Space store planned and fully electric Polestar 2 to be unveiled as a  mid-sized car to take on Tesla’s Model 3

2020 
Polestar 3 to be launched as  a pure electric SUV

| POLESTAR
The Timeline

“We’re also offering a different retail experience. You will order the car you want and if customers want to do everything online, they can. But they can also see the  cars for themselves in one of our Polestar Spaces and take them for a test drive.”“There is also total transparency  in costs. Our subscriptions take away the uncertainty – important for an electric  vehicle brand. “And once customers hand back their cars at the end of their subscription term, they will be spruced up and reoffered  as pre-owned vehicles on monthly terms, creating a stable second-hand market.
SERVICED BY VOLVOAlthough Polestar has framed itself as  a stand-alone brand, aftersales servicing  and maintenance will be carried out by specialist staff at selected Volvo dealership garages. However, Polestar drivers won’t be required to go themselves; cars will be picked up and delivered back at their convenience.Goodman says: “We want to remove the  hassle out of taking your car for a service.  It can be picked up, serviced, and returned washed and cleaned. Servicing will be carried out at a Volvo dealership. They are already very experienced with electric  hybrid technology from existing Volvo models. We will also have special training  for Polestar technicians.”Special ‘Phone-As-Key’ technology which allows the owner to share a ‘virtual key’  with a third party, such as the dealership,  will make this even easier. The dealership can send staff to the car to securely gain entry and then deliver it back once the  car has been serviced. This technology  will also allow other organisations, such  as Amazon, to deliver parcels directly to  the boot of the car.

The overarching Polestar vision to be an electric performance brand in its own right,  as opposed to just a ‘sexier’ Volvo, means yet another rival to Tesla, following hot on the heels of Jaguar with its I-Pace  and ahead of British pioneer Sir James Dyson who has also thrown his hat into the electric car ring with plans for his own. Yet despite the stiff competition, Goodman is sanguine about Polestar’s prospects, and by way of peroration offers:  “We genuinely believe  we’re doing something different. And I’m  
very pleased to be  
part of it.”
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What is the MIRA  
Technology Institute and  
what is its purpose?

MIRA Technology Institute (MTI) is a unique 
partnership between North Warwickshire and 
South Leicestershire College (lead partner and 
IMI Approved Centre), Coventry University, 
Loughborough University, the University of 
Leicester, and engineering consultancy HORIBA 
MIRA. As an employer-facing facility, we offer  
a bespoke curriculum aimed at addressing the 
growing skills gap in engineering and satisfying 
an ever-increasing need for specialist skills in 
the UK automotive sector. MTI has a particular 
focus on disruptive technologies, such as 
electrification and driverless cars, cultivating 
the skills necessary to operate at the cutting 
edge of automotive technology.

Our vision is to be a global centre of 
excellence where industry leaders, engineers, 
technicians and other business professionals 
working, or aspiring to work, in the automotive 
sector come to develop essential skills that  
are integral to fuelling their career ambitions 
and their employer’s business success.

MTI will deliver the automotive  
sector-specialist skills employers demand  

SKILLS 
SPECIALISTS
IMI Magazine conducts a Q&A with the 
recently launched MIRA Technology Institute

and qualifications students will aspire to 
achieve. We will constantly create learning 
opportunities in the cutting-edge technologies 
required to develop innovative, inspiring 
products which create wealth and improve 
transport in all its forms.

What have been the  
inaugural challenges?
This is a new model of working for all 

five organisations. Bringing further education, 
higher education and the private sector 
together to create the institute has been an 
experience for all partners as we wanted to 
create an employer-facing learning centre as 
opposed to just another campus. MTI will bring 
new engineers into our sector but its core focus 
is upskilling the workforce and keeping this 
focus has been achieved through having a clear 
vision from the beginning.

What is the significance  
of a sector-focused  
technology institute?

Being sector-focused enables MTI to work  
with employers as a single point of contact, 
identifying the skills and training needs they 

require and providing a solution to all their 
needs from across the five partners, thus 
bridging skills gaps and strengthening the 
automotive sector.

What are the challenges  
facing the industry the  
centre is seeking to address?

The most obvious challenge facing the 
automotive industry is the fast-paced 
advancement in new technologies. Employers 
are falling behind because their employees 
haven’t got the skills and knowledge required 
in the disruptive technologies taking over from 
traditional engineering, but there is still a large 
demand for new people to join the industry 
and the MTI will be addressing this – in part 
through apprenticeships and careers events 
targeting both adults and young people.

What role will the IMI play?
We are already in conversation  
to offer a wider suite of IMI 

programmes – new and existing. Given  
our central location and automotive focus  
we would also invite the IMI to use MTI as  
a venue for its events.

Education
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T he grim subject of tyre-related  deaths is back in the headlines  with the Department for Transport commissioning a 12-month study into tyre ageing. The news, announced in March  by Roads Minister Jesse Norman, follows a long-running campaign by Frances Molloy whose 18 year-old son Michael was killed in a crash in 2012. The coach tyre which blew out, causing the catastrophic accident, was 19 years old!
Whilst this is extreme, it brings into  sharp focus new joint research by Highways England and Bridgestone which was unveiled at the CV Show in April. The research found that of 1,035 tyre segments retrieved from  UK motorways, 56% failed due to debris penetration, 18% due to poor inflation,  and 8% due to poor vehicle maintenance.Bridgestone technical manager Gary Powell comments: “With proper vehicle inspection and maintenance programmes many of the failure methods noted should be detectable and preventable. In light  of these results we also advise that tyre pressure monitoring systems (TPMS)  are fitted to vehicles which don't benefit from this technology already.”

THE TRANSCENDENT TYREWe’ll leave that idea there and concentrate on the current market. Jamie McWhir, technical manager for car, van and 4x4 at Michelin, identifies two important trends:  1) the emergence of all-season tyres; and  

Magazine regular Neil Kennett appraises the tyres and wheels sector

TYRES AND WHEELS

2) the increase in wheel sizes. “Until three or four years ago the offerings were mainly detuned winter tyres,” he says. “Michelin CrossClimate was a fresh approach that resulted in a summer tyre certified for winter use even in countries where drivers are required by law to switch to winters. “It might not feel like it but our weather conditions are predominantly dry. CrossClimate is great in the summer but  will also perform in the snow if you need it to. It was a game-changer. It created a niche in the market and pushed our competitors  to develop their own ranges. It is popular with fleets and now we have car, SUV  and van products – some of which are manufactured at our facility in Dundee.“As to wheel sizes, if you go back 20 years, 13-inch was the best seller. Now it  is 16-inch, with huge growth in 18-inch plus. The SUV sector is a factor – the Nissan Qashqai is usually 19-inch – but even a  Ford Focus can come with 17-inch wheels. “There’s not been much in the way of legislative changes since tyre labelling.  The government is looking at the issue  of part-worn tyres but Michelin always recommend you fit new. Some in the industry lobbied to up the minimum tyre depth from 1.6mm to 3mm, but we advised against this because we think it is unnecessary. It doesn’t decrease accidents, it costs money and has a huge environmental impact.“70% of accidents happen in the dry  and you can achieve greater performance 

gains by keeping tyres correctly inflated.  On average, 30-33% of cars have significantly underinflated tyres and this stat hasn’t changed in years. It is about educating  the public that 10% under-inflation is equal  to 10% less fuel efficiency. You should check them every month and hopefully TPMS should help.”
Looking to the future, McWhir highlights the Worldwide Harmonised Light Vehicle Test Procedure, a new EU test for establishing the fuel consumption and CO2 figures for new cars. He predicts: “Within five years we see this having a big impact on the tyre sizes being fitted as OE, with an emphasis on low rolling resistance. Over the next couple of years, you’ll also see more low-noise tyres for EV and hybrid models.”

SENSOR STANDARDISATIONOn to sensors and Matthew Smart, product manager for electronics at Hella, says:  “The technology in wheel speed sensors (sometimes called ABS sensors) is reasonably standardised across most makes and models. Our range consists  of 226 part numbers.
“These sensors play an important role in safety which is reflected in their varied use by many different systems. For example, speed data is used by the control units in driving assistance systems, such as anti-lock braking (ABS), traction control (TCS) and autonomous cruise 

control (ACC). It is also provided to other systems, such as the engine, navigation  and chassis systems, contributing directly  to better driving dynamics and improved fuel consumption.
“Technicians use the terms ‘active’ and ‘passive’ to differentiate sensors which require a supply voltage and those which operate without. Passive wheel speed sensors are positioned above the impulse wheel, connected to the wheel hub or drive shaft, and use an induced voltage signal. Active speed sensors take a supply voltage from the ABS control unit and output a reference voltage to determine the speed – these can be integrated into the sealing ring of a wheel bearing. “Active sensors are more accurate and have the advantage of being able to detect wheel speed from standstill, enabling measurements down to 0.1km/h, which  is especially relevant to traction control.  They are also smaller and lighter, but can  fail due to wiring breaks, short circuits or external damage. The result might be the ABS warning light coming on, which is  where our Hella Gutmann Solutions (HGS) diagnostic kit comes in.”

THE BEARING NECESSITIESSpeaking of bearings, First Line reports  that Generation-3 double-flanged hub units are now commonplace. “Most technicians are aware of the magnetic speed sensors incorporated into wheel bearings which generate a signal for each wheel,” says 

senior product manager Craig Saunders. “This signal is not only used for ABS but  also electronic stability, satellite navigation and even the volume assist on the radio. “Another recent addition is the ‘face-spline’ bearing, where radial splines on the end of the driveshaft interlock with splines on the rear of the bearing. This allows a much higher torque, but also weight-saving.”As to repair issues he continues: “The shift towards hub bearings has seen a significant reduction in fitting errors which have always been the biggest reason for failures. A common fault relates to the Hub 2.1 style  not being fitted correctly – it needs to be pressed in by the outer race which requires  a specialist tool. Failure to do so can result  in premature failure or the magnetic encoder not being close enough to the sensor, leading to erroneous speed readings.”Although many garages outsource it,  Kevin Higgs, product specialist at Bosch, says: “Tyre service can be a lucrative business  for all workshops, but time is very much of the essence for tyre changing and wheel balancing.” 
We hope you’re impressed this feature doesn’t even mention potholes – we all know they’re a problem!  As to whether four-wheel alignment should be part  of the MOT, we’ll tackle that in our upcoming garage equipment feature.
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GOOD HEALTH

Despite the uncertainty, the general 

good health of the used car market 

is emphasised by the continued 

increase in demand and rising 

values of all powertrain variants – 

namely diesel and, despite supply 

remaining limited, hybrids and EVs.

“The used market is still in rude 

health across all sectors. Diesel 

prices keep defying the market and 

continue to rise, while the supply of 

petrol – and average prices – have 

never been higher. It looks unlikely 

prices will change dramatically over 

the coming months,” says Jon.

And it’s a similar story for the 

used van market where, according 

to Shoreham Vehicle Auctions (SVA), 

demand and prices remain strong 

with a good steady supply  

of used vans feeding the market. 

“The confidence of small 

businesses, who buy used vans,  

is extremely high which is helping 

push used van values to record 

levels,” says SVA managing director 

Alex Wright. “Fleets are also 

disposing of their Euro 5 diesel vans 

as they prepare for the introduction 

of the new London ULEZ regulations 

coming into force in April 2019 

where only Euro 6 vehicles will be 

able to enter the capital without 

incurring heavy fines.”

Of course, one major cloud hangs 

over the market, and economy as 

a whole: Brexit. And if you were to 

believe recent media reports, it’s not 

a positive outlook. BDO’s business 

optimism index indicates its lowest 

level since May 2017, meanwhile 

the Centre for Economics and 

Business Research (CEBR) forecasts 

stockpiling supplies pre-Brexit  

will “almost inevitably” lead to  

a mini recession.

However, all this could in some 

way continue to spell positive  

news for the used car market.  

“In light of falling new car sales and 

market uncertainties such as WLTP, 

Brexit and the recent interest rate 

rise reducing disposable incomes, 

many consumers are looking to buy 

used cars.” says Martin Potter. “The 

used market is in a strong condition 

and we envisage it retaining its 

consistency to the end of 2018.”

Rupert Pontin 
Director of 
Valuations, 
Cazana 
@Cazana

 The impact of September’s 

second phase introduction of 

the Worldwide Harmonised 

Light Vehicle Test Procedure 

(WLTP) regulations, which saw the 

new emission standards applied to 

all new vehicle registrations, looks 

likely to have implications on the used 

car and remarketing market for the 

remainder of 2018. 

The consensus is that fleets  

have seemingly extended their 

contracts and delayed ordering  

new cars while OEMs get their  

model ranges straight. That is certainly 

the opinion of Martin Potter, Aston 

Barclay’s group operations director, 

who believes a result could be 

restricted supplies of ex-fleet stock 

coming into the market until the year 

end which could see prices rise from 

their already strong position. 

 As the automotive industry 

continues to evolve and 

move to a truly digital 

era, no sector of business can 

be exempt from modernisation 

and the adoption of the latest 

technology. One of the last 

bastions to be brought into the 

digital era is that of vehicle 

valuation. Traditionally an area 

dominated by personal knowledge and 

opinion, the vehicle valuation process 

often translated gut feeling into pricing 

based on a high degree of subjectivity 

matched to experience of the local 

customer base and historical sales. 

Modern automotive retail pricing has 

been forced to evolve by the retail buyer.  

In a world where consumers can find 

so much insight and information on the 

internet themselves, accurate pricing of 

cars has become crucial and these days 

dealers, whether they be small or large, 

more often than not buy used car stock 

based on the retail asking price they can 

achieve for the car once back on the used 

car forecourt. This process often takes little 

notice of what wholesale pricing data tells 

them – a reality which should come as little 

surprise to the enlightened business eager 

to maximise return on investment.

Therefore, to be able to provide the very 

best insight and most accurate pricing, 

the key is to use technology, data science 

and ‘big data’, all of which sounds very 

hifalutin but understanding 

what they mean and 

the benefits they bring 

is essential for any 

enterprising business.

THINKING BIG

In this instance, ‘big data’ is 

simply ensuring that the insight 

and valuation data is driven 

from the most appropriate 

information available. 

Cazana bases its pricing  
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Martin suggests: “Once fleets 

order their replacement cars it 

will be January 2019 before many 

of these are delivered and the 

old cars de-fleeted. The market 

should begin to right itself again 

by Q1 2019 when the used sector 

is seasonally buoyant.”

Although the sentiment is 

shared by many within the sector, 

there remain mixed messages 

as to further implications across the 

market. According to Jon Mitchell, 

group sales director of Autorola UK,  

the market will be heavily dependent 

on the volume of pre-registered cars 

that hit it. 

“We still don’t know if we will see a 

growth in late, low mileage cars coming 

into the market that were registered 

prior to WLTP going live through 

OEMs, forcing registrations via their 

dealer networks,” explains Jon. “If the 

volume of pre-registered cars does hit 

the market, dealers may have to offer a 

heavy discount on these against new.”

The consequence of any such 

aggressive retail pricing of these cars 

could then have a knock-on impact 

on the wholesale values of six to 

12-month-old used cars in the market. 

It’s a fine balance within the market and 

a picture which is yet to fully emerge.
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“It’s a fine 

balance within 

the market and 

a picture which 

is yet to fully 

emerge”

on retail data taken using the 

latest technology, harvesting 

pricing and vehicle information 

from the public domain on an 

hourly basis. Working from the 

live retail prices in the used car 

market, complex data science 

creates algorithms and formulas 

that ensure that accurate 

vehicle values can be created 

on a specific VRM look-up basis which 

means every individual car can be valued; 

manually, values are ascribed on generic 

representations of what a particular model 

might be worth. 

Using this very dynamic and accurate 

retail back-pricing methodology allows 

dealers to be at the front of the market 

and capable of pricing accurately in the 

shortest time possible. Whereas it takes 

around 20 minutes to manually price a car, 

vehicle valuation using modern technology 

and data science means 10,000 cars can be 

valued in as little as five minutes. 

With more and more of the UK automotive 

industry working with this type of live 

digital data to price cars, it is little surprise 

that remarketing has also been affected 

and many more wholesale driven sales are 

now also using retail driven valuation data 

to understand where cars need to be priced 

once the trade buyer takes them to the retail 

market. Greater understanding and accurate 

valuation in the wholesale market is also 

changing to fall in line with the retail driven 

valuation pricing revolution. 

 I
n May’s issue (pages 34-35) Traka’s Paul Smith outlined the six levels  of autonomy, detailed how Audi’s  A8 and Tesla’s Model S are already around Level 3, and noted that  

driverless motoring could be a reality  on UK motorways by 2021. 
Let that sink in for a moment. 30 years ago this was the stuff of science fiction. Gen X children across the world dreamt of owning KITT from Knight Rider – a talking, self-driving, 

bulletproof Trans-Am. For many,  that dream will nearly come true.  
Whilst the leaders in this new wave  of cars are ready to roll, a few thorny hurdles stand in their way: the 

elimination of digital ‘not-spots’; 
devising a new liability framework; meeting the challenges of a mixed (autonomous and non-autonomous)  car parc; and addressing legitimate cybersecurity and ethical concerns. Furthermore there’s the skills shortage in intelligent mobility; data governance issues; what all this means for those who actively enjoy driving; and the impact on other road users. 
Before investigating how we might get from A to B in just three years, let’s 

get the acronym sorted. 
For the purposes of  
this article, we’ll call  
them connected  
and autonomous  
vehicles: CAVs. 

Now for a definition. 
According to The 
Institution of Mechanical 
Engineers, when the term 
autonomy is applied to  

a car, it refers to decisions taken by embedded intelligence in the vehicle systems.  This is rules-based software. For example, if the forward-facing camera image contains a pixel pattern associated with a car, and the radar confirms this, and a collision is 
predicted, then a solution will be 
deployed, such as emergency braking.

RELENTLESS PROGRESS
“If I had asked people what they 
wanted, they would have said faster horses,” Henry Ford is often quoted  as saying. Vehicle manufacturers  (VMs) have been pushing the envelope  ever since.

A cautionary tale comes from Dan McComas, former senior vice-president for product at Reddit, who witnessed  “a complete breakdown in the kind  of thought process behind how your technology is going to affect the users that use it and the world at large.” 
VMs and tech giants cite many attractive benefits in shifting to  

self-driving: increased mobility, 
improved road safety and reduced congestion. However, the excellent 2017 House of Lords Science and Technology Select Committee report, Connected and Autonomous Vehicles: The Future?, pointed out: “Whilst we cannot say  with any certainty what the impact  on congestion will be, it is possible to imagine a situation of total gridlock… whilst some of our evidence has 

suggested that CAVs could have  
huge economic benefits, we are not convinced that the statistics provided have been properly substantiated.”

Autonomous and low emission vehicles COVER STORY

EXPLORING THE BLOCKBUSTER  THEMES IN THE SHIFT TO SELF-DRIVING

That’s a lot of uncertainty, but the committee also heard compelling 
evidence in support of CAVs – not least the Association of British Insurers 
submitting that human error is a  
causal factor in 90-95% of road traffic accidents. This stat originates from  the US and some claim the UK figure is lower. Here there were 27 road deaths per million inhabitants in 2017, a 5%  year-on-year improvement; within the EU only Sweden had a better record. The point stands though: humans are fallible. The BBC’s Tomorrow’s World boldly stated: “Over a million people are killed worldwide each year by cars, with 90% of accidents caused by human error. 

Several million 
miles of test drives 
have shown 
driverless cars 
to be safer.”

One firm advocate 
is Antonio Avenoso, 
executive director  
of The European 
Transport Safety 
Council. “We are 
calling for safer vehicle standards such as mandatory fitment of automated emergency  

braking and intelligent speed assistance; better infrastructure safety rules; and  a solid framework for the safe rollout  of automated driving,” he said.
Bob Lutz, former vice chair of General Motors, is more caustic. “Human drivers are distracted. They drink. They text. They take drugs. Autonomous vehicles do none of that,” he said.

MONEY TALKS
Further to the safety argument, there’s cold hard cash. Morgan Stanley has estimated that autonomous cars could save the US $1.3tn annually through lower fuel consumption ($169bn), 

reduced crash costs ($488bn) and 
productivity increases ($645bn).  
In the UK, a 2015 joint report by KPMG and the SMMT, Connected and 
Autonomous Vehicles – The UK Economic Opportunity, estimated socio-economic benefits “in the region of £51bn per year by 2030” if we consolidate a leadership position. Most of this weighty sum  is predicted to come from increased ease of travel, fewer accidents and improved productivity.

Other key findings were that CAVs could create an additional 320,000  jobs in the UK by 2030, 25,000 of which would be in automotive manufacturing, and that they could save over 2,500 lives and prevent more than 25,000 serious accidents in the UK by 2030.
“Already more than half of new  

cars sold are available with at least  one semi-autonomous driving feature,”  said SMMT chief executive Mike Hawes. It should certainly be a good time to be  in the sensor business. ABI Research forecasts that as many as 36 million LiDAR units will ship in 2025, with 
a market value of $7.2bn.

A recent study by The University  of Greenwich found that 43% of 925 respondents “felt positive” towards the concept of CAVs. 46% were undecided, with road safety (51%) and cybersecurity (44%) their primary concerns. 

CYBER THREATS
These concerns are not without 
foundation. In a series of experiments from 2013 onwards, Charlie Miller and Chris Valasek showed that a hacker with wired or over-the-internet access to certain vehicles could disable or apply the brakes, turn the steering wheel and cause acceleration. 

“No matter what we did in the past, the human had a chance to control the car,” said Miller. “But if you’re sitting in the back seat that’s a whole different story. You’re totally at the mercy of the vehicle.”Whilst a malicious attack could have horrific consequences, Craig Smith, a security researcher who runs Car Hacking Village at Defcon, the world’s largest hacking convention, believes CAVs are generally more secure. “They have to use lots of different sensors,” he explained. “The interesting thing is that each sensor doesn’t trust the other. It’s closer to the way humans figure out whether 
something is an illusion or not. And that’s harder for a hacker to deal with.”What if a CAV owner wanted a trusted third party to gain access, an independent workshop for example? The aftermarket received a boost from The European Parliament in March when 633 MEPs requested that the European Commission publish a legislative initiative to 

guarantee fair, unrestricted and in  real-time access to in-vehicle data before the end of the year.

Neil Kennett 
Freelance 
Journalist,  
Director of 
Featurebank.co.uk

“VMs and tech giants 
cite many attractive 

benefits in shifting to 
self-driving: increased 

mobility, improved 
road safety and 

reduced congestion”

“A recent study  
by The University  

of Greenwich found 
that 43% of 925 

respondents “felt 
positive” towards the 

concept of CAVs”
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News

BY IAN KERR MBEMOTORCYCLES
A tale of two dealerships

Relating the stories of two dealerships that took very different paths 

the Meriden machines – which he still does to this day. Bill has also collected a fair few machines and in 1998 opened the London Motorcycle Museum in Greenford close to the shop. This venture has allowed the public to  see some pretty unique machines, including many Triumph prototypes.However, now business has almost dried up as those restoring old bikes make use of the internet, auto-jumbles etc. to get parts cheaply. So after 60 years the shop, itself almost a museum piece, will close at the end of the year and at 86 years old Bill will retire to complete a few more bikes to put into the museum, which only has British machines displayed as he firmly believes these are still the best!
ALF ENGLAND TO JAPANA hundred odd miles north sits Bedworth and a thriving modern Yamaha-solus dealership by the name of Alf England which was actually started in 1946, twelve years before Reg Allen. Founded by the eponymous Alf Cole, it is still in the family to this day with grandson Martin Cole at the helm currently and son Stephen 

Charles Dickens called his novel A Tale of Two Cities, but this month’s column is a tale of two motorcycle dealers who, whilst not in existence for quite as long as Dickens’ Anglo-Franco novel has been around, have been in business for well over sixty years. It is a tale of two completely different outcomes as a result of the disparate business decisions both dealers have taken over the decades. Today, one dealer is still flying the flag for Britain and the once powerful motorcycle manufacturing giant Triumph (the Meriden version not  the modern Hinckley firm); the other eschewed British brands long ago  and now bears the standard for the Japanese makes.
Reg Allen (London) is located amongst an assemblage of expensive and desirable housing in West London. It is the sort of motorcycle dealership that probably inspired many of us of a certain age to take up motorcycling: a place to congregate at weekends, or to stop off at on the way to or from the Ace Café which is located just down the road.To this day, Reg Allen contains a wonderful gallimaufry of bikes, parts 

As business gradually flourished through regular repair work, Bill acquired the adjacent premises to house new and second-hand spare parts, giving an impressive frontage in a mainly residential area. Furthermore, over the years the business sponsored riders taking part in motorsport, both at home and abroad, with some considerable success.When Meriden closed in 1983, along with the remaining four Triumph dealers, Bill formed Lectra Manufacturing to ensure a reliable source of Triumph spares. Employing  ex-Meriden personnel, it sourced parts from the original suppliers and supplied the trade here and in the USA until demand dropped and the company had to fold.Bill was then appointed a Norton Rotary dealer and had a few profitable years servicing fleets owned by the likes of the MOD, the AA and the BBC. When Norton folded (before its recent rebirth) he took up the Royal Enfield franchise for a while, as well as continuing to supply Triumph parts for 

7.8% overall rise in UK PTW year-on-year sales in June with motorcycles up 10% and scooters up 5.4% 

and accessories – filling every available space with no thought of  how to order things for maximum commercial impact. It is painted in amaranth red, a Triumph colour from the fifties, with a set of girder forks  for a shop door handle. The inside  is much the same as it was when  it was opened 60 years ago in 1958. Behind the counter can still be  found Bill Crosby (and members of  his family) who bought the name  from the retiring Reg Allen. In reality,  all Bill got for his money was a neon sign that quickly fused – and a business with the shadow of Reg’s toxic reputation among the local  riding population hanging over it.
THE RISE AND FALL OF REG ALLENBill essentially started from scratch selling pressed tin spanners and  WD lorry bulbs. Although he went  on to become synonymous with the Triumph brand, he initially became  an agent for several marques like Mobylette, NSU Quickly and Excelsior. It was only in 1977 that he actually became a Triumph main agent – shortly before its demise!

The London Motorcycle Museum was founded by motorcycle dealer Bill Crosby and is based in old farm buildings in Greenford in West London, just off the A40. 
It was opened to the public in 1998 and houses over 200 British motorcycles with many unique prototypes not 
found in any other museum. The largest barn is dedicated to the Triumph Meriden brand and is made up 
mainly of Bill’s personal collection of 150 machines. In addition there are bikes on display 

from private individuals and those on loan from the British Motorcycle Charitable Trust.  

It is open every weekend and on Mondays, as well as every bank holiday.

In brief
 The Japan-Europe Free Trade Agreement (JEFTA) was signed in July by European Commission and Japanese government representatives and, once ratified, will mean  an end to the EU common external customs tariff of 6% on motorcycles imported from Japan. However, this will not apply to the UK as we will be outside the EU! 

 The Motorcycle Industry Association  (MCIA), working with the support of the major motorcycle manufacturers, has announced news of a new ‘star rating’ programme. It is designed to highlight to buyers which anti-theft devices are fitted or supplied as standard on new motorcycles and scooters.

 Santander Consumer Finance (SCF) has been selected by Yamaha Motor UK as its exclusive finance provider from January 2019. The new contract will see SCF providing a range of retail and wholesale finance facilities.
 Honda Motorcycles UK has joined forces with Datatool in the first partnership of its kind to offer tracking equipment fitted free-of-charge to riders of every single on-road Honda motorcycle. 

waiting in the wings. Inside it is the epitome of the word ‘modern’: clean, bright and full of technology to help customers choose their mount.It almost goes without saying that initially Alf England also sold British machinery (BSA, Triumph and AMC) until Alf saw the writing on the wall when they were unable to fulfil his orders in the early 60s.  At this point, he saw the writing on the wall and took on the fledgling Honda franchise, enjoying a 30  year association which included lucrative servicing contracts with local police forces and the like.Now fully committed to the Yamaha brand, despite a brief period trying to serve two masters as a multi-franchise dealer, the company has won numerous awards over the past few years in sales, customer service and bike repair. So when Yamaha recently introduced the rebranding of its dealerships under the ‘Visual Identity’ moniker, Martin bit the bullet and invested to the highest level, totally transforming the premises into a state-of-the-art dealership. Nothing was skimped on, and apparently the Dura workshop people were amazed they were delivering to a motorcycle dealership rather than a high-end car dealership given the cost of their products!
A PARAGON OF VIRTUEDespite the technology and smart premises, the staff remain very  much part of the family and it is that atmosphere that hits you upon entering the shop. Certainly the revamped showroom and workshops could be  used as templates for other dealers who, like Martin and his staff, are looking to the future and moving with the times.It could of course have been a different story, but investment and prescience paid off for Alf England over the years. In Bill’s case, misguided faith in both the British industry and the loyalty of the British biking public has led to retirement and the end of an era. However, thankfully the museum will  be Bill’s legacy and a reminder of our motorcycling heritage. So although these are two very different stories, each in their own way are a success!

LONDON MOTORCYCLE MUSEUMThe Lowdown 
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News

BY ARTHUR WAY

ANALYSIS

annual sales of new  

and used cars made  

by Retail Automotive 

Alliance members220,000

Formed in 2005 as a joint venture 

purchasing organisation to enable 

independent and mainly family-owned 

dealer groups to secure the economies  

of scale (and hence lower costs) enjoyed  

by mega operators such as Lookers and 

Pendragon, the Retail Automotive Alliance 

(RAA) has been joined by a further three 

businesses during the past few weeks.  

This brings the membership to a total of  

23 dealer groups with 220 sales and 

servicing outlets, annual sales of 220,000 

new and used cars, and a combined 

turnover of £2.9bn. For comparison, 

Lookers has 155 dealerships, annual  

sales also of 220,000 new and used  

cars and a turnover of £4.7bn.

However, there seems little chance  

that the hectic pace of consolidation in 

vehicle distribution, which has been such 

a feature of the retail motor trade during 

the past decade, will be derailed by the 

RAA’s success in recruiting new members. 

The UK’s vehicle distribution sector  

remains highly fragmented with many  

small and medium-sized dealerships 

waiting to be mopped up by the 

consolidators. The potential is highlighted 

by Vertu Motors which was established 

from scratch in 2006 with the aim of 

building up a new major vehicle distribution 

business and, just 12 years later, is the 

country’s sixth largest dealer group  

by turnover with 121 franchised outlets.

The RAA may be assisting individual 

dealers to survive and prosper in an 

increasingly competitive business 

environment, but vehicle retailing is 

changing rapidly with manufacturers 

looking to shrink the number of 

franchised outlets and cut sales  

and marketing costs. Under these 

circumstances it’s logical to suppose  

that many family-owned groups will  

be tempted to sell out to a larger,  

cash-rich organisation. 

RETAIL AUTOMOTIVE ALLIANCE

Consolidation inevitable

UK CAR PRODUCTION

Not so long ago, it seemed that UK car production 

was advancing towards a new record level. Output 

in 2016 amounted to an impressive 1.72mn units – 

the highest since 1999 – and was edging ever 

closer to the all-time high of 1.92mn which the 

sector notched up as long ago as 1972. At the  

mid-point of 2018, though, the mood has changed 

noticeably with escalating doubts that the upward 

momentum since 2009 can be maintained.

Output during 2017 dropped by 3% to 1.67mn 

units and the softer conditions have continued into 

the current year with a 4% decline during the first 

four months. More crucially, these setbacks have 

been accompanied by a number of niggling 

anxieties concerning some manufacturers’ future 

intentions with regard to their UK facilities.

In mid-June Jaguar Land Rover announced that 

assembly of the Discovery model would terminate 

at Solihull and instead take place at its new facility 

in Nitra, Slovakia which is scheduled to commence 

operations by the end of 2018. Representing an 

investment of around £1bn, it’s clear that Nitra will 

fulfil a central role in the company’s global 

ambitions. Inevitably this has attracted speculation 

that the bulk of the company’s future 

manufacturing growth will be outside the UK.  

 Another source of fretfulness arises over the 

future of Vauxhall’s Ellesmere Port facility. As a 

constituent of GM’s European manufacturing 

network there were long-standing doubts over 

the long-term viability of this operation in the 

context of overcapacity in the European car 

industry. These fears have been heightened 

following PSA’s acquisition of GM Europe in 2017, 

and also by Vauxhall’s poor performance in the 

UK car market with a 13% volume decline during 

the first five months of the year. PSA has form in 

trimming its UK presence having closed its Ryton 

plant in 2007.
Meanwhile, uncertainty over Brexit is beginning 

to cloud the horizon. BMW has stated that clarity is 

needed by the end of the summer over transitional 

arrangements and, in a dramatic intervention, CBI 

vice president Paul Drechsler claimed that some 

industrial sectors, including car manufacturing, 

face extinction unless the UK remains in the single 

market and customs union after Brexit. Then there 

is the threat to the UK’s largest export market for 

cars if President Trump carries out his threat to 

impose a 20% tariff on cars imported into the  

USA from the EU.

There’s good news too. Honda, Nissan and 

Toyota are committed to their UK assembly 

facilities. Nissan has pledged to produce two new 

models at Sunderland while Toyota recently gave 

approval for a £240mn investment to produce the 

new Auris in Derby. Moreover, JLR has announced  

a “significant investment and technology upgrade” 

at Solihull to produce low-carbon vehicles,  

and further investment has been allocated to 

Halewood to assemble the next generation Evoque. 

Car manufacturing has always been a cyclical 

business, and it’s natural that production should 

fall as markets decline. When the dust settles 

from Brexit, US tariffs and other twinges,  

maybe a new record level of UK car production 

will be reached after all and perhaps the  

2mn barrier breached.

Confusion 
abounds
Several weeks after the General Data 

Protection Regulation (GDPR) came 

into force, there are mixed reports 

concerning the extent to which the 

retail motor trade has adjusted to  

the more stringent requirements with 

regard to data held on customers.  

A recent study by the Motor 

Ombudsman indicated that 80% of 

motor industry businesses do not  

have a satisfactory understanding  

of, and are unprepared for, GDPR.  

As a result, the organisation has 

launched an online training course, 

customised for garages, in the hope  

of redressing this condition and 

preventing non-compliance.

There is widespread concern  

too that a large number of motor 

businesses have been wrongly 

advised by manufacturers, consultants 

and trade organisations and are 

committing ‘database suicide’ by 

seeking an ‘opt-in’ agreement from 

customers in order to communicate 

with them in the future. According to 

MotorVise (a specialist in automotive 

retail solutions) less than 20% of 

customers respond to these requests 

and, of those who do, most are likely 

to opt-out rather than opt-in.  

More positively, findings from 

Marketing Delivery (the social media 

and electronic customer relationship 

management agency focused on  

the automotive sector) suggest that 

dealers are well positioned to maintain 

contact with potential (as opposed to 

existing) customers by capturing data 

and receiving permission for future 

contact in 90% of cases.

GDPR

Mixed signals
DIESEL

Almost three years since ‘dieselgate’  

was exposed, the scandal continues  

to reverberate within the Volkswagen 

group and also the motor industry 

generally. In mid-June there were  

two further developments 

with the arrest by German 

authorities of Rupert Stadler 

(Audi’s chief executive) for 

alleged involvement in the affair, 

while VW suffered yet another 

financial hit when German public 

prosecutors fined the group close to 

£900mn after it admitted responsibility 

for the diesel calamity. This means  

that VW has paid out around £20bn 

so far in fines, damages and car 

buy-backs.
Back in the UK, there are 

mixed fortunes and conflicting 

evidence concerning the 

prospects for diesel cars. Figures to  

the end of May indicate that the genus 

is fading fast in the new car market  

with unit sales 31% lower during the  

first five months compared with the 

corresponding period of 2017. 

In the used car market, reports 

suggest that dealers are reducing their 

commitment by holding less stock, 

while AutoTrader notes that the 

number of online searches now 

accounts for just under 50% in 

terms of fuel-based enquiries 

– compared with 71% in 

November 2016.  

Even so, Glass’s reports 

“business as usual”  

while cap hpi has  

seen no discernible 

reduction in demand  

at auctions. 

The outlook for output

1972  
UK car production  
reaches an all-time  

high of 1.92mn units

1981  
DeLorean starts assembly in 

a new factory near Belfast, 

but operations cease a year 

later after output of around 

9,000 cars

1986  
Nissan acts as  
Japanese pathfinder  

by commencing car 

assembly at Sunderland…

1992  
…followed by Honda 

(Swindon) and Toyota 

(Derby) six years later

2000  
BMW sells Rover to  

Phoenix Consortium which 

re-emerges as the MG  

Rover Group

2002  
Ford ceases car assembly  

in the UK, and Vauxhall 

stops car assembly in Luton

2005   
MG Rover Group collapses 

with debts of £1.4bn

2007   
Peugeot closes Ryton 

assembly facility 

2009  
Output declines to (just) 

below the 1mn marker  

at 999,000

2016  
Production reaches 1.72mn 

units, the highest since 1999

2017  
A decline of 3% is recorded 

to 1.67mn units, the first  

dip since 2009

The ups and downs 

of uk car production

TechTalk


