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Whether we are vehicle manufacturers, 
leasing businesses, insurance providers, 
breakdown organisations or external  
partners that support across the customer 
journey, each part of the sector is committed 
to the same thing – ensuring it continues  
to improve services for customers and  
adapt models to meet their needs.” 

David Morton 
Sales & Solutions Director, Arvato CRM Solutions UK

Foreword from David Morton,  
Sales & Solutions Director,  
Arvato CRM Solutions UK

The recent announcement that all new  
cars and vans that use petrol and diesel 
engines will be banned from 2035 sent 
shockwaves through every part of the UK 
automotive industry.

It not only affects manufacturers, who 
will only be able sell purely electric 
vehicles and those powered by hydrogen 
cells – currently a very niche technology 
– but it will also impact those operating 
fleets, providers of breakdown, servicing 
aftermarket sales; in fact the entire 

automotive ecosystem. This is not to 
mention the huge infrastructure challenge 
involved in making alternative fuel vehicle 
ownership a realistic possibility for the 
mass consumer market.

To help understand these challenges 
in more detail, we hosted a forum for 
industry experts and customer service 
leaders from across the automotive sector, 
compered by motoring journalist, producer, 
TV presenter and electric vehicle advocate, 
Quentin Willson.

Introducing the topic, Quentin said: 
“Electrification is a complete change in 
the way we power our personal mobility 
solutions, and we have never been down 
this road before. It’s the most disruptive 
technology since the car was invented.”

Here’s a brief summary of the issues 
discussed during the wide-ranging and 
hugely insightful day’s discussion.



A key talking point was the state of electric 
vehicle technology and the opportunity 
it holds for the driving population and 
in enabling the UK to reach its carbon 
reduction targets.

Although it was agreed that progress so 
far has been swift, and that some of the 
perceived disadvantages, such as rapidly 
ageing batteries and toxic waste materials 
are largely based in myth, it is clear that 
further advancement is needed if electric 
vehicles (EV) are to fully replace the 
internal combustion engine models.

Quentin said: “Do you want to have to 
stop during your journey and wait for 
an hour and 15 minutes for your car to 
charge? Not really, and neither will most 
people, if they can avoid it. So, the 2035 
deadline is predicated on the technology 
improving and the infrastructure being 
put in place to remove the anxiety from 

customers, so they know they’re never 
more than a few miles away from a rapid 
charge. There is a lot of work to do before 
we get there.”

But this provides a fantastic opportunity 
for manufacturers to engage with their 
customers. He continued: “Of course, 
from a business perspective, the dwell-
time that EV chargers offer presents a 
big opportunity for companies to capture 
potential consumers, connect with them 
and upsell new products and services.”

Parham Saebi, Customer Service Solutions 
Director at Arvato CRM Solutions UK, 
said: “Smarter, more reliable vehicles will 
completely change the face of after-sales 
customer support. As telematics data 
means brands can proactively alert drivers 
to problems before they occur – and the 
problems happen less frequently anyway 
– brands’ contact centres will have less 

call for service and complaints advisors, 
and the focus on brand ambassadors and 
aftermarket sales people will increase.” 
This solution is also a significant enabler 
for the breakdown industry, reducing effort 
and time taken to resolve roadside issues, 
therefore increasing customer satisfaction.

Do you want to have to stop during 
your journey and wait for an hour and 
15 minutes for your car to charge?” 

Quentin Willson 
Motoring Journalist and Transport Campaigner

Breaking down the technology



Elon Musk’s Tesla has enjoyed great success 
with an almost wholly online sales process, 
but is this something the wider industry will 
be able – or will want – to replicate?

While there was a shared belief that the 
online model is likely to grow, there was 
also agreement that drivers will still expect 
a physical presence from brands.

One business transformation consultant 
said: “While the online experience when 
buying a Tesla might be cutting-edge, 
the in-person support leaves much to be 
desired. You have to wait a long time for 
a very brief and slightly underwhelming 
handover, especially considering how 
significant the purchase is.

 “While Tesla’s early-adopter customer base 
seem not to be put off by this, it’s not clear 
whether mass-market dealers would be 
able to get away with such minimal face-to-
face customer support.”

Despite the prevalence of the Tesla model, 
it is clear that digital customer service is 

increasingly playing a bigger part in the 
purchase process. Richard Husband, Business 
Development Director at Arvato CRM 
Solutions UK, said: “As customers become 
more comfortable interacting with brands 
online, and as the popularity of contract 
purchase and hire deals reduces the financial 
significance of car buying, more and more 
of the contact will happen digitally. People 
might still want a physical test-drive, but the 
ability to do everything else at your leisure 
really appeals to customers.”

Importantly, the way customer data is 
currently used in the dealership model to 
deliver a seamless customer journey also 
came under criticism. One representative of 
a major dealership said: “I don’t think people 
assign themselves to their dealer’s brand – 
they identify with the manufacturer brand. If 
somebody buys a Ford, often when it comes 
to having it serviced, they simply go to the 
nearest Ford-branded service centre. There 
is no brand loyalty, and I think dealers have 
missed a big trick in not doing a better job of 
engaging with existing customers.”

David Morton, Sales & Solutions Director 
at Arvato CRM Solutions UK said: “The 
complexity of customer relationships in 
the automotive sector is a big challenge 
from a customer experience perspective. 
There are so many touch-points – the 
manufacturer, the dealer, the finance 
company, the insurer, the service and 
maintenance company – making it very 
difficult to put the customer at the centre.

 “Wouldn’t it be great if we could give the 
customer a single portal where they could 
access everything? Of course, that will 
mean much greater joined-up working –  
but it could be the only way to compete  
with the likes of Tesla.” Data mining,  
automation and system integration  
can be the vehicle that transforms the  
current customer  
journey from a  
disjointed one,  
to seamless  
and insightful.

The shifting customer journey

As customers become more comfortable interacting with brands online, 
and as the popularity of contract purchase and hire deals reduces the 
financial significance of car buying, more and more of the contact will 
happen digitally. People might still want a physical test-drive, but the 
ability to do everything else at your leisure really appeals to customers.” 

Richard Husband 
Business Development Director, Arvato CRM Solutions UK



One representative from a major car-hire 
firm talked about the barrier of charging 
infrastructure on businesses looking to use 
electric vehicles in their fleets. He said:    
 “Operating from small physical locations 
plays a big part in allowing us to keep costs 
down – our branches have an average of  
five parking spaces currently.

 “If we wanted to be able to charge every 
vehicle that came back from hire, we’d 
likely need to quadruple that. The cost 
implications to us would be enormous, 
and obviously that would have a knock-on 
effect on the service that we can provide. 
Until rapid charging is widely available, it’s 
just not going to be feasible for us at scale.”

Quentin added to this: “The government 
says that it will be quite easy to build 
electric charging infrastructure and they 
have dedicated £500 million to subsidise 
vehicles. However, the reality is that the 
cost of bringing enough power into a site  
to provide five rapid-charging stations is  
£1 million. At £5 per charge, utilisation 
would have to be enormous for  
developers to see a reasonable return.

 “So currently there is no business case for 
the infrastructure to be built unless it is 
massively subsidised to the tune of billions. 
Without this, it simply won’t happen.”

Electric vehicles are also proving to be 
a challenge for breakdown recovery 

businesses. One expert from a major 
breakdown organisation said: “Currently, 
EVs are a headache for us. The technology 
and infrastructure isn’t there to make it 
feasible for us to use them in our fleet,  
and we are increasingly being asked to 
spend time repairing unreliable charging 
points. On top of that, we have to pay 
large low-emission-zone fees to provide 
services inside those areas.”

Tackling the challenge of infrastructure

The government says that it will be quite easy to build electric charging 
infrastructure and they have dedicated £500 million to subsidise vehicles. 
However, the reality is that the cost of bringing enough power into a site to 
provide five rapid-charging stations is £1 million. At £5 per charge, utilisation 
would have to be enormous for developers to see a reasonable return.” 

Quentin Willson 
Motoring Journalist and Transport Campaigner



Another key challenge that the forum 
identified is the impact that the move 
to electric vehicles will have on the 
automotive supply chain and in particular 
on aftersales servicing and parts.

Quentin Willson said: “A huge amount of 
the automotive industry’s revenue currently 
comes from aftermarket sales. Electric 
vehicles, having so many fewer moving 
parts, take a lot less servicing and are less 
likely to go wrong. All that income from oil, 
cam belts, spark plugs, injectors, differential 
oils, gearbox oils – how is the industry  
going to replace that?

 “As an industry, we need to sell electric 
vehicle owners services and accessories, 
add value and build communities – and 
charging could be part of this – but it will be 
a huge shift in business planning.”

In conclusion, it was clear from 
the discussions that the onset of 
electrification, the introduction of new 
market players and advances in the 
connected car are paving the way for  
a revolution in service delivery  
and subsequently, how consumers  
will interact with not only automotive 
brands, but businesses across the 
automotive supply chain.

David Morton said, “Whether we  
are vehicle manufacturers, leasing 
businesses, insurance providers, 
breakdown organisations or external 
partners that support across the 
customer journey, each part of the  
sector is committed to the same  
thing – ensuring it continues to  
improve services for customers and  
adapt models to meet their needs.”

The challenges the sector faces can’t be 
tackled by one individual, business or 
industry body; working together will be vital. 

Such was the value of the event that the 
industry representatives in the room agreed 
to continue to collaborate on an ongoing 
basis, revisiting as a cohort of interested 
subject matter experts, committing to 
take the findings forward to influence the 
industry and government alike.

An evolving automotive supply chain


