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Hello and welcome to the latest edition of Drive 
Magazine!

We have a very exciting issue for you this month, 
with news and insights from CEO Mark Standish, 
industry journalists and our supporting dealers.

We’re talking about findandfundmycar’s recent 
makeover along with unique insight into customer 
search trends on the platform to help you make the 
most of your leads.

Read on to find out more about upcoming 
regulatory changes and what 2020 could hold, 
plus we’ve got an exclusive deep dive into one of 
Wales’ prominent dealerships. If you’re interested 
in learning more about marketing, there’s articles 
on addressing negative perceptions and improving 
your social media.

Happy reading!

The Drive team

editorial@motonovofinance.com

Editor: Deb Silver
Designer: Michael Chivell
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models that will bring us to 
a new age of motor finance. 
These have been in pilot with 
a range of dealers and we are 
very encouraged by the positive 
impact our dealers are seeing. 
We will be announcing the 
structured roll-out of our new 
pricing initiative in the coming 
months, so keep an eye on your 
emails and our website for more 
information.

Change requires 
courageous leadership

New regulatory requirements 
is just one challenge the dealer 
community faces. Listening to 
our dealers, we are well aware 
that there are a broad range of 
issues threatening the traditional 
model. The impact is evident 
from the bottom-line pressure 
reported in trade media over 
recent months.

We have a track record of 
embracing change successfully, 
priding ourselves on our capacity 
to take the lead in the industry, 
backing the market with 
courageous initiatives that turn 

We are ready to help the dealer 
community, but it is essential not 
to leave planning for the future 
to the last minute. MotoNovo 
continues to stand ‘loud and 
proud’ in highlighting change and 
how to manage it in showrooms, 
at dealer events and in the 
trade media. Where others have 
been quiet, we aim to lead from 
the front. I know from dealer 
feedback that it is appreciated. 
In the months ahead, as new 
regulatory changes unfold, you 
know you can look to us for 
support.

New pricing model 
development

The FCA appears set to ban 
discretionary commission 
models in their current state. At 
MotoNovo, we are well advanced 
in developing alternative pricing 

challenge to opportunity. I can 
say with confidence that no other 
independent finance company 
does change like MotoNovo.

One of those bold initiatives 
is findandfundmycar.com, our 
unique, finance-led, dealer-
centric digital car retailing 
proposition. Amazingly, it is 
two years old and now I believe 
in the new financial regulatory 
environment that will emerge this 
year, it is about to come of age. 

An all-new look and feel for the 
platform is just one change. The 
service has grown continuously 
and with the support of the 
dealer community, this growth 
will accelerate.

Change is everywhere in motor 
retailing and financing. At 
MotoNovo, we are proud to be 
the leading voice on how to help 
dealers; we are backing this up 
with decisive action and we are 
looking forward to a year of 
positive change.

Embrace a customer  
centric culture

This includes developing your 
processes and controls and 
ensuring they are driven by 
good customer outcomes, 
understanding and promoting a 
high level of transparency around 
dealer finance is also key.

Get to grips with the FCA’s 
Motor Finance Review

During a survey, we found that 
84% of our supporting dealers 
hadn’t read the review, but it’s 
essential that dealers understand 
it’s importance so that they are 
prepared for upcoming changes.
You can read the full review or 
summarised versions on  
fca.org.uk

Look for support where 
you need it

As a MotoNovo dealer, you’ll 
have a lot of information at your 
fingertips both online and from 
your Account Manager in areas 
such as marketing and training. 
If you’re not a dealer, you can 
get in touch or read our helpful 
articles online and on social 
media.

Switch on the marketing  
power of dealer finance

By this, we mean bring the 
focus more on product value or 
appropriate affordability. To help 
them budget, customers often 
want to know what they can 
afford monthly rather than the 
overall price of the vehicle.

Deliver the FCA’s six  
customer outcomes

Ensuring fair treatment of 
customers can create good 
outcomes not only for the 
customer, but for dealers too. 
Complying with regulation can 
be seen as the corner stone 
to improving your reputation 
and increasing your finance 
penetration.

Recognise the power of  
used car stock

This should be as a unique selling 
point, rather than something 
you leverage for profit. 
Understanding your customers’ 
needs can help you effectively 
manage your stock.

In a year of change, 
we’re ready to help

The car buying landscape saw significant change in 2019 and is set to continue. Stay informed with the 
latest updates on our blog dealer.motonovofinance.com/news 

In a nutshell, we could see...

A ban on discretionary commission.

Greater transparency around commission disclosure.

Personal accountability for not delivering fair customer outcomes under Senior 
Management & Certification Regime which came into force at the end of last year.

“

“

Where others 
have been 
quiet, we aim  
to lead from  
the front.

We have a 
track record 
of embracing 
change 
successfully.

Addressing the changing landscape

What could you be doing? 

Mark Standish,  
CEO MotoNovo Finance
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Dealerships have often suffered from misconceptions and stereotypes that can affect how much trust 
a customer puts in the dealer. But, if you’re looking to improve your reputation, increase sales and 
ultimately build better relationships with your customers then the key is to work hard at improving 
perceptions of your business as a trusted and valued supplier.

Addressing negative 
perceptions in the 
dealership 
How to show customers who you really are

To put this in context, recent research 
of UK car buyers noted that buyers 
were happy to pay a premium for 
what they perceived to be a superior 
product and service. Add to this the 
mandate from the Financial Conduct 
Authority (FCA) for dealers to deliver 
fair outcomes for customers and it 
turns out that what is good for car 
buyers, is good for dealer profit and 
good for regulatory compliance.  
What is not to like?

Unfortunately, car buyers often put 
all dealers together in one negative 
perception ‘bucket’ which doesn’t 
necessarily reflect the modern car 
buying experience. This can however, 
present an opportunity to gain a 
great local reputation to help your 
business stand out from the crowd. 

1  Culture

Creating a genuinely customer-led culture can be tough, especially if sales success is the 
established measure. Ask a simple question; is everyone and everything working to understand 
each customer’s needs and address them every time, without exception, regardless of sale 
gained or lost?    

It’s a tough test and you’ll need to accept that some customers can be difficult, but placing 
customer needs at the forefront of everything you do will naturally help your reputation for 
honesty and integrity grow. 

2  Transparency

Are all parts of a customer transaction transparent? There’s a lot of car buying guidance that 
encourages customers to haggle, but there is at least as much saying customers hate it and 
that it undermines their trust in the dealer. The way that commission models are developing 
in light of the FCA’s Review of Motor Finance might lead to a new era of pricing models that 
negate the need for endless haggling and help promote a fairer outcome for all.

3  Digital presence 

Is your website customer-friendly? Does it promote your dealership and its culture, as well 
as the vehicles you sell? Adding things like customer recommendations, warranty details, 
accreditation badges and your company history can help paint a picture of who you are as a 
dealer. Also write in a friendly tone of voice that your customers will understand, this will help 
them feel comfortable enough to approach you in person.

4  Customer contact

The value of a customer does not end the moment they drive off your forecourt, it begins. 
Every car buyer knows others who could buy from you. Take good care of them and they will 
be back and could bring their friends with them. Have you tried sending the customer’s car a 
birthday card and an offer of a birthday valet? Something small and fun can potentially lead to 
significant return.

From idea to action

To conclude; creating an amazing reputation rarely happens overnight, but losing it can. 
Every part of your business needs to be focused on being ever more customer-led. On this 
one final tip; when did you last telephone or email your business to discover just what a 
customer’s first experience is? Feedback can help you understand your business and improve 
your customer relations.
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New look, same trusted dealers, same quality cars

Here are the top things  
to look out for:

Two short years ago we launched findandfundmycar.com and we’ve come a long way since then. 
We’ve reached key milestones like having over 150,000 vehicles on site from over 2,500 dealers; we’ve 
developed our brand and been seen on national TV; and most importantly we’ve helped millions of 
customers search for their next car, van and bike from our trusted dealer network. But, it doesn’t 
stop there! In February of this year we refreshed the design of findandfund, with a focus on improved 
functionality and search.

We listened to what our dealers and 
customers wanted and carefully researched, 
analysed and tested the site to ensure it 
drove customers in the right direction. 

Take a look for yourself. 
www.findandfundmycar.com

A new look and feel for 
findandfundmycar.com

Refreshed visuals and design
We’ve taken things in a more functional direction to make sure 
everyone understands exactly what findandfund is all about. 
This means more images of our dealer’s stock, their showrooms 
and their people. We’ll be showcasing different vehicles and 
dealerships each month and putting the spotlight on our 
trusted dealer partners.

Improved layout
To help streamline the customer journey, we’ve removed 
some pages to ensure that customers can easily access all the 
information they need to use the site, and not get bogged down 
with information. We’ve concisely explained what findandfund 
is and how the finance element works. We’ll also be pushing out 
more engaging articles to help customers make the most of the 
platform – don’t forget to spread the word by sharing them on 
social media too!

Enhanced search
We’ve improved the search functionality to help customers land 
on the right listings for them. They will be able to better refine 
their search and get better results right from the start. We’ve 
also included enhancements like predictive text to speed up 
your car buying journey.
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findandfundmycar 
Finance vs cash trends

100%36%

39% 36%

64%

61% 64%

Cash

Finance

We’ve been tracking searches on findandfund to look at which customers are more 
likely to choose finance...

Finance vs cash over time 
Finance searches have increased over time which could be due to a number of reasons, but might be 
down to customers now having a better knowledge and understanding of financing options. This could 
influence the way you want to list vehicles on findandfund or your website and could be a pointer to 
updating your finance webpage to keep customers in the know.

Finance vs cash: male - female Split
When a customer gets in touch with you it’s good to know where to start the conversation. We always 
advise against stereotyping, but according to our research men might be more likely to search for 
vehicles on finance than women. It’s a minimal difference, but could show a lead and help you understand 
what your customers are looking for. 

65%
finance

60%
finance35% 

cash
40% 

cash

18-34

32% 34%68% 66% 54% 46%

Rural Urban

35-54 55-65+

Finance vs Cash - rural and urban split
It might look like a minimal difference, but knowing what customers in your area want could make a big 
difference to your sales. We found that customers in rural areas are slightly more likely to search via 
finance, this might be because of the types of vehicles they drive, cultural difference or variations income.

The age splits show the biggest variation between cash searches and finance. You can see that the 
younger generations favour finance, likely because they have higher disposable income than those 
nearer to retirement age. It might also be that browsing habits of younger customers are determined 
by the best deal – definitely one to consider with your online marketing.

Finance vs Cash - Age Split

Finance Finance Finance
Cash Cash Cash
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Digital Drive
The secret to social media marketing

Last year, there were 45 million active social media users in the UK, that’s 66% of the population*1. 
So if you’re not nailing your social media marketing, then you’re missing a trick! There’s a lot more to 
social media marketing than simply having a presence on each channel, and putting some time into 
the planning and execution of a strategy could help you increase brand awareness, enhance your brand 
reputation and even lead to more conversions and sales.

#DetermineYourGoals - Decide what you want to 
achieve from being on social media; it might simply 
be brand awareness or customer engagement, or 
you could use it to directly attract more sales and 
increase visits to your website. If your goal is brand 
awareness, your plan could include advertising 
to encourage more likes on your page. If you’re 
looking to drive users back to your website, then 
you could share links to your blog or listings on 
your website. 

#CreateAPlan - Creating a social media calendar 
can help you stay on top of activity; set out a 3 
month plan and write the posts ahead of time. 
You can even use tools like Hootsuite or Sprout 
Social to schedule these posts in advance if you’re 
too busy for the day-to-day management. These 
platforms also have social analytics tools, so you 
can assess how well your content is doing, who 
your main audiences are and when to post.

#CreateShareworthyContent - Content is king when it comes to social media. You need to give your 
users something they can’t find elsewhere, something ‘shareworthy’. By this we mean blogs, photos, news 
or graphics that people would want to share with their own followers. Think car reviews, funny memes 
and interesting statistics as a start (just make sure everything is still of a high quality).

If you put the larger pieces into a blog and then share it on social media, you’ll be getting double the 
exposure. Google is always on the lookout for unique content that can’t be found elsewhere, so blogs 
should help you rank better in search too – it’s win win!

1 Statista report, January 2019

2 Statista report, Facebook worldwide users as of January 2019

3 Avocado Social, February 2019

4 Digital in the UK: Data & Learnings, March 2019

5 V12’s statistics on how consumers shop for cars, June 2019

#SparkAConversation - Social media 
isn’t a one way street, people are there to 
interact and engage with brands, friends 
and influencers. Having valuable followers 
is more important than having lots of 
followers. Take the time to say hello, like 
their posts and comment on their activities. 
This works for brands and people that you 
follow, as well as those you don’t – seek out 
relevant influencers or potential customers 
and engage with their posts (a ‘like’ goes a 
long way!).

#KnowYourAudience - We might be 
preaching to the choir at this point, but this 
all comes back to the ‘customer personas’ 
that we talked about in our last issue of 
Drive Magazine. Once you understand 
who you’re talking to, you can tailor your 
marketing at every level.  

Consider demographics. For example, 
on Facebook if you split their users into 
age categories, the majority are aged 
18-34 with a slight lean towards a male 
demographic. Only 10% of users are over 
the age of 55*2, so if your audience fits in 
this age group, Facebook might not be the 
best place to reach them.

Top tip: Social networking is 
all about the conversations, so 
make sure you do some in-the-
moment posts alongside your 
scheduled content (otherwise 
your channels might start 
sounding too robotic!).

active social media  
users in the UK*2

of UK adults can be 
reached with adverts 
through Facebook*3

of internet users in the  
UK have now bought 
a product or service 

online*4

use social media sites as  
a source while shopping 

for their new vehicle*5

45 million 71% 81% 22%
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Dealer download 
An insight into our dealer network

Ron Skinner & Sons have dealerships across Tredegar 
and Gwent in Wales. They offer a unique approach to 
finance and have a fantastic social media presence. 
James Taylor talks about the business and how they 
stay relevant in a competitive market.

Q: What’s the history of your dealership?
A: Ron and Rachel Skinner founded the business 
in Tredegar in 1968; the company was initially a car 
repair shop and petrol station. By 1969, we had made 
the move into car sales and the business became a 
healthy and profitable organisation founded on the 
principles of supplying high quality cars at affordable 
possible prices. We now have branches in Neyland, 
Pembrokeshire and Cardiff. We are also expanding to 
Crosshands which will hold over 400 cars.

Our relationship with MotoNovo stems back nearly 10 
years. What attracted us to MotoNovo was that they 
shared the same customer ethics as our own; it was 
the perfect lender partner. 

Q: You’ve launched Smile & Drive 
Finance; what is it and how do you 
make it work for your customers?
A: We have an in-house team of finance 
experts with links to a selection of lenders, 
including MotoNovo. Our mission is to 
help more people find the finance deal 
that’s right for them, whatever their 
circumstances, and help them find the car 
they’ve always wanted. With advice from 
finance experts and access to thousands 
of top quality cars at the lowest possible 
prices, that’s precisely what we do.

Q: findandfund launched two years 
ago – how have you found the 
platform?
A: findandfund has certainly benefited us by 
bringing us customers we wouldn’t normally 
have walk through our showroom, it’s given 
us the additional car finance digital buyer.

“Our mission is to help more 
people find the finance deal 
that’s right for them.”

Q: What’s your favourite thing 
about working in the motor 
industry?
A: My favourite thing is dealing with 
customers. Every day you get to see and 
speak to different individuals, plus as a lover 
of cars, you get to see all the latest models 
arrive into the showroom.

Q: You have over 43,000 followers on 
Facebook - what are your top tips for 
creating a presence on social media?
A: You need a long-term strategy. The key to all social 
media sites is engagement and referrals, keep adding 
fresh and relative content that excites potential 
customers.

Q: Moving onto regulation, what do 
you think about the Senior Managers & 
Certification Regime?
A: We know that SM&CR aims to encourage a culture 
where staff at all levels take personal responsibility 
for their actions. This can help staff deal with 
customers fairly and responsibly by making sure they 
can demonstrate their capabilities in the workplace. 
It all encourages a good culture that we have always 
followed at Ron Skinner.

Tell us about your journey at
“What attracted us to MotoNovo 
was that they shared the same 
customer ethics as our own; they 
are the perfect lender partner.”

James Taylor - Ron Skinner

MotoNovo 
Finance

MotoNovo 
Finance

@motonovo 
finance
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