Post COVID-19 Car Sales and the Future of Car Retailing

e Retail Pricing by Fuel Type Increases Since Lockdown
e The “Virtual Shop Window” is More Important than Ever
e Revised Car Sales Initiatives Need to Come

With the country in lockdown and the economy all but stalled in many sectors, not just in the UK but
worldwide, businesses nationwide are faced with a very difficult period ahead. With government support
designed to support both workers and struggling companies firmly in place, it seems on the face of it that
the automotive sector is still in danger of damage unless it is very careful. There are so many variables at
play at the moment that for some it is difficult to see a way forward. Whilst some verticals are less affected
than others such as the insurance market, others for example the dealer sector are facing significant
challenges in the weeks ahead.

For almost all dealerships whether franchised or independent, the majority of staff have now been
furloughed with the senior management team, retail pricing teams and some service staff left working to
carry the business forward for the lockdown period. From a sales perspective, there are no staff in the
showrooms and whatever deals were in progress have now been temporarily suspended. Only in certain
rare circumstances where safe delivery of the car in question can be guaranteed, sales have been
completed.

This cessation of activity gives time for the dealer sector to review current operations and plan ahead for
the resumption of trading, as the post lockdown market will be a very different environment. The most
important thing to remember right now is that the retail consumer has not disappeared. Just because the
showroom doors are closed, does not mean buyers are not looking at cars, in fact, Cazana can
demonstrate this through the activity seen on a daily basis through the Car & Classic website.

Activity has shifted online, and the dealer websites have become the focus of attention. As such it has
never been more important to ensure that the shop window is working well, is informative and up to
date, the cars on sale are competitively priced and once a customer is hooked they must have the ability
to reserve or buy the car they want, even if delivery does not take place for some weeks.

Make no mistake, retail pricing is still moving. The chart below demonstrates retail pricing movements by
fuel type since the lockdown was announced on March 23":-

Retail Price Movements by Fuel Type Compared by Week
Since Lockdown on March 23rd
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Since the lockdown was announced, retail pricing by fuel type has increased, although it is important to
understand that week by week data and analysis by market sector will give greater granularity and
highlight exactly where pricing nuances are at play. However, the news is good from this viewpoint and
reinforces two key points. Firstly, the automotive industry has not been drawn into a retail price race to
the bottom in the face of adversity, and secondly ensuring pricing on the websites and virtual shop
windows is exceedingly important. Also key, is to remember that replacing stock post lockdown will be
very difficult as the wholesale sector is all but dormant and the supply chain will take some weeks to get
up to speed again.

Looking forward though it is prudent to acknowledge that post lockdown the way people buy cars will
need to change in the short term and in all probability the way consumers research and buy cars will
change permanently. As an example, and guide, China has relaxed isolation in recent weeks and the
automotive sector has returned to a semblance of normality with figures suggesting that within a short
period sales activity returned to 70% of pre COVID levels. But social distancing is still evident, and the way
people interact has changed. This will also be the case here in the UK and it is this change that needs to
be acknowledged and planned for if new and used car sales are to return to pre virus levels swiftly.

Many consumers are going to be more used to searching and buying things online, period. Post lockdown
it is likely that there will still be concern over large numbers of people in confined spaces such as shops
and also at public events. Depending on circumstances still beyond our control, a return to isolation for
short periods may also be necessary and as such the automotive sector must be ready to cope with
change.

As such new and used car sales operations will need to adapt to a more flexible distant way of selling to
the public. In the first instance, greater importance will be placed on the web presence and the virtual
shop window. The time that consumers spend at the dealership will probably decrease. The industry may
see a drop in the need for a buyer to test drive a car or conversely more test drives at home may need to
be provided which is more time consuming and costly but actually may be more successful. Where
customers come into the showroom, a greater element of distancing will need to be planned for and at
times screening may need to be in place for the safety of both the customer and dealership staff.

In summary, there are so many different factors to consider but get these right and it will define what
short to mid-term success will look like. Pro-active dealers and dealer groups are already planning how
they will maximise the return to full operational capacity to get profits as close to the original budget as
possible. But it seems likely that online presence, up to the moment retail pricing and adapting to a
greater level of social distancing will be the key factors. Use of realtime data to remain competitive and
keep the virtual showroom up to date will play a vital part in this journey too.
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