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_  Electric Vehicles, the 2030 ICE ban and also:
The Automotive - Changing commercial models, including online, agency and

Sector — a period subscription |
» Connectivity and autonomous vehicles
of fundamental » Changing shape and rationalisation of dealer networks
change « New market entrants and disruptors

« Dealers need to make strategic moves now

* EV Readiness is a critical part of this!




Dealership of the
Future — key

considerations
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« Consumer Journey MACINTYRE HUDSON oty
* How and where will dealers sell and deliver new and used vehicles in 2025/307?
*  Who controls the online journey, OEM and/or Dealer?

» What other bundled products and services will the dealership be selling (including energy) and
how will aftersales be provided?

* How will changing consumer attitudes and demographics impact the “how” and “what” dealers
are selling, what are the barriers to EV sales?

« EV and Energy Solutions

* How can individual site and dealer network EV Readiness foundations be laid with future-proof
EV charge-points and infrastructure?

* How can future energy needs (chargers, solar, battery storage and V2G) be sourced to
maximise future vehicles sales?

*  What other blue-sky commercial opportunities exist (e.g. e-hubs and e-forecourts)?
* How does a dealers EV and Energy strategy align with their future carbon emissions targets
and sustainability strategy
» Dealership Property
«  What will physical dealerships and their foot print look like in 20307
*  What other mixed use opportunities exist for dealers property?

* Funding the Dealership Transition

* What new funding solutions are available to dealerships in the new model, green loans and
ESG reporting?
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 Welcome to the MHA EV Alliance:

» Network of Automotive sector advisory businesses under MHA's leadership

|ntr0duction to « Market leading independent alliance:

the MHA EV « Specialists in EV, Energy, Consumer/Network Planning, Technology,
Property and Tax planning

« Working with dealers and OEM'’s

Alliance

» Trusted advisor and one point of contact for all EV Readiness and Dealership
of the Future planning needs

» Key objectives and goals:

» Help dealers plan and prepare for the future growth in EV’s (“EV
Readiness”); and

« Advise and support dealers in their transition to the Dealership of the Future
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Welcome and opening remarks Sue Robinson
EV Readiness and an introduction to the MHA EV Alliance Steve Freeman (MHA)
NFDA EVA Update Paddy O’Connell
The EV Consumer Journey, Understanding EV Demand and Planning James Debenham (CACI)
Coffee break
Agenda for tOday EV Uptake Scenarios and Energy Needs; EV Charge point Infrastructure Ewan Cross (Rolton Group)

Forecasting; plus EV Energy Asset Management

Site Surveys and Optimising EV Infrastructure Planning; Proactive Interaction Chris Dore / Steve Ridsdale

with the DNO’s (eSmart Networks)
Commercial Partnership Opportunities for Sites / Charge points Phil Hack (EV Network)
Recap of the Morning and Plan for the Afternoon NFDA / MHA
Lunch break
Practical Considerations for your Sales and Aftersales Processes Darrell Grimshaw (CGC)
Sales Process Support and training for your Colleagues Georgia Harbison (Cognito
Learning)

Tax Considerations for EV Commercial Opportunities (BIK and Salary Nigel Morris and Anthony
Sacrifice) and Investment Expenditures (CA's and the Super Deduction) McFarlin (MHA)

Factoring EV Readiness into your overall Environmental, Sustainability and Rich Hall (MHA)
Governance (“ESG”) Strategy

Recap and Closing Remarks NFDA
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Electric Vehicle Approved

o Started in 2019

» Set of standards for all areas of automotive retail

* Endorsed by Government’s Office for Zero Office for
Emission Vehicles (OZEV) Zero Emission
Vehicles
* Audits undertaken independently by Energy
Saving Trust energv
saving

trust



EVA Standards

Standards agreed on to display a trustmark, giving
consumers the confidence in dealers to meet the ever-
changing demands.

* Retail EV Ambassadors
« Every level of staff creating an EV culture
« Understanding customer needs

« EV advocates

» Realistically engaging with customers about EV options




EVA Sales Standards

« Sales process:
e Clear and impartial
 Educators as well as sales
« Avoid jargon
* Opportunity for feedback

* Vehicle checks
« History/mileage/insurance categories
* Vehicle title disclosure
« Mechanical condition
- Battery lease/replacement




EVA Sales Standards

« Handover:
* Finding public chargepoints
 Home charger advice
 How to charge
* Driving modes and importance
« Real world ranges/performance
« Battery and vehicle maintenance

« Sales advertising
« Best practice

* Warranty explanations
* New
+ Used




EVA Aftersales Standards

 Staff training

* (Good understanding for all staff
« Specialist EV training for technicians
« Sufficient coverage to avoid unreasonable wait times

 Communication
« Upfront information on payments
* Accurate and transparent quotations
« Contact for authorization for further work




EVA Aftersales Standards

* Process

« Manufacturer standards followed

» Manufacturer parts unless authorized

* Notified of any recalls

« Qualified EV techs to road test with customer
e Minimum 12-month warranty on repairs

* Quality control processes in place

» Correct workshop equipment




EVA Aftersales Standards

« Complementary Services

* “while you wait”

Complimentary WIFI

Courtesy vehicles (EV where possible)
Customer drop-offs

Available charge points

« Consumer complaints

« Correct complaint handling
» Timely and professional
« Membership to Conciliation and Arbitration




EVA now

o 172 Accredited sites

« Current round of funding to be
approved

« Consumer focus

124 .

e

Peugeot, 2

Independent, 4

Nissan, 39

EVA Accredited Dealers by Brand

Mitsubishi, 6 8 MG, 6

| Audi, 24 BMW/MINI, 4

— _&m

Hyundai, 17

Suzuki, 1

JLR, 2

Kia, 12

Mazda, 1




EVA In the future

Manufacturers’ funding dealerships

Pure aftersales standard

Remarketing standards

Consumer focussed marketing

Licensing activity in other territories




NFDA EV Lobbying Activity

Decarbonisation paper (July 2021)

Full version of the main decarbonisation transport released 14 July, along with “delivery plan”.

« Discouragement of growth of motorparc:
« £2B/5 years investment in walking and cycling
» Rail/Buses/Maritime to be Carbon-zero by 2040
» Place based solutions — “industrial superplaces”
* Local Authority empowerment

» Support for E10/Bio-fuel and Hydrogen Technology

Automotive highlights:

» Motorcycles (PTW) significant change
« LCV and HGV goals set

Electric Vehicle A ppmved

NFDA

NATIOMAL FRANCHISED DEALERS A330CIATION



Government
Delivery Plan
- Timeline
(July 2021)

z

& Fapid chargepaints

at evary motonway

EV Homacharga
Schame to focus
on rentars,
leaseholders
and those living
in fiats

service area

Further consultation

for introduction

Paolential date

of a new road
vehicla CO,
EMISSIons
regulatory
ragime

on the CO, regulatory

regime expected

Local EV
infrastructure
Fund launchad

Favorable

company car tax

rates for zero

emission cars umtil
at least March 2025

Infrastructure schemas

Full progress
rev ey

undertaken

expanded:

+* BV Homeacharge Scheme
apenad to renters,
leaseholders and flats

* Workplace Charging
Scheme openad to charities

All new cars and
vans to be 100% zero
emission at the tailpipe

All new cars and vans
1o Salivar significant
zero emission capability
from 2030 to 2035

At least 2,500 high
powsared chargepaints
across the strategic
road network

Sale of new petrol and
diesel cars and vans
1o be phased out

Govemment car and
van flaat to ba 100%
zero amission by 2027

Reqgulations to be kaid:

+ Toimprove the consumer
axperience,

* To mandate for infrastructure
provision in buildings

UK 1o host and SMEs . T e
o mandate smart capabili
COP26 In + On-straet rasidential schame for chargepaints o
Glasgow apenad for larger projects
L] o L L | L @
Publish a series of UK Battery Complete
keay policy docurmernts: Industralisation consltations on:
» BV charging Cantra opanad » Future road vehicle
infrastructure strategy GO, emission
= Srmart Syslams and ragulatory regime
Flexibility Plan + Domestic batteries
= Ofgem Action Plan legislation
* |ET guide for local authorities * Smart charging
* Met Zero strategy
* Hydrogan stratogy

4EVA

Electric Vehicle Approved

NFDA
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NFDA EV Lobbying Activity

Fuel economy, emissions and running costs Plugr-in hytsrid {27 ()
Estimatad monthly Eatﬁﬂalddmmﬁt&' : Total monthly energy cost*
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Tailpipe Emissions

C, = the main greenhouse gas resporeible for climabe change Ermizelon standards

® v (6 RV

Lttra Low Ermission Vishicks ULEY Bure Standard: Euro 63-TEMP

« PHEV “significant distance”

Air quality emission zone compliance

@ v ®v

Clean A Zones Lilers I o Frnb: sion ?'nne

4EVA

Electric Vehicle Approved
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How Different Consumer Attitudes Will Dictate EV
Adoption

Presentation to NFDA EV Readiness Forum
July 2274 2021

CACI



What we do at CACI

DOING AMAZING CONNECTING
THINGS WITH BRANDS WITH
DATA PEOPLE & PLACES

AUTOMOTIVE RETAIL LEISURE GROCERY LOGISTICS



Understanding Demand for EVs

WITH CONSUMER DATA YOU CAN DEFINE THE DEMAND FOR NEW VEHICLE TYPES WHERE
THE MARKET IS DEVELOPING RAPIDLY

CONSUMER GROUPS INTENDINGTO BUY AN EVIN NEXT 24 MONTHS TARGETACORN GROUPS IN A GEOGRAPHICAL LOCATION TRACK ACCESS TO NECESSARY INFRASTRUCTURE
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Consumers drive change

Different consumer groups have diverse attitudes towards Electric Vehicles that
will determine their rate of adoption

We wanted to understand these differing attitudes so we asked:

. ot What do you What are the
°|;” Ihe ywilit  \vhen do you consider to be 4 LLCLLL o
e that your e the main barrier a vantages
next car will be purchase? to purchase? disadvantages
an EV? of EV

Price | Range | Charging ownership?

CACI



UK consumers are EV ready!

Of them:




Consumer attitudes are hardening

Advantages @ Disadvantages
1% 4%

of consumers think the main N— of consumers see price as

benefit is environmental the biggest disadvantage
impact (lower air pollution)

53%

see lowering the purchase price
as the key to greater adoption
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What is Acorn?
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Acorn is the industry standard consumer segmentation

A geo-demographic classification that segments the UK’s population according to
their lifestyle, life stage and affluence

] Lavish Lifestyles
Affluent Achievers ) Executive Wealth v' The UK’s leading demographic classification

Mature Money

2 Y City Sophisticates

Rising Prosperity Carser Climbers v' Classifies every UK postcode

o Countryside Communitias
@ Successful Suburbs

Comfortable Communities ©) steay Neighbourhoods v' Acorn contains 6 categories, 18 groups and 62

L

\ o Comfortable Seniors types

—o Starting Out
4 / O student Lire .
/— Q) Modest Means v' Coded onto leading market research & government
Finandially Stretched 4 SUrvevs
LY Striving Families y

\
‘—0 Poorer Pensicngrs

5 (#] ‘Young Hardship v . .
R T—— ) ctruagling Estaces Commgn Ianguage across media, agencies and
N T marketing organisations

Mot Private Households

CACI



Acorn identifies differences just streets away

S 75 3EE: EXECUTIVE WEALTH

Average Age

‘ 45-64 ‘ Detached

Household Income Tenure

. £60«k ‘ Owned outright

UK Av: £39k

House Type

S 75 3LW: STRIVING FAMILIES

Average Age

‘ 24-44 ‘ Semi or

Terraced

House Type

Household Income Tenure

. £32k ‘ Social rented

UK Av: £39k

CACI




SISV 12.44%

UK Individuals of UK

H Executive Wealth

High income people, successfully combining jobs and families. These are wealthy families living in larger detached or semi-detached properties either in the
suburbs, the edge of towns or in semi-rural locations.

DEMOGRAPHICS BRANDS

SHOPPING
Age range Children at home i 4 Cith Kidston | THE WHITE SOMPANY | Russell=Bromley
45'64 2 LEISURE
§ i « DTk HANGER » h
W Ij"_J1 wahdacd
House tenure Family structure WEBSITES
BEE - i
Owned o SPORT rightmove = M&S S
outright 4
|
—_ » DIGITAL
Number of beds House type ?’
ATTITUDES
4 Detached | worry about Shopping online makes | couldn’t live without the
v online security my life easier internet on my mobile
' a8 58% 58% Q 31%
UK average: 55% UK average: 53% UK average: 34%
FINANCIAL PROFILE
KEY INTERNET USAGE TECHNOLOGY USAGE
Household income % Disposable income Financial situation ] ) ] _
- » - This group are more likely to This group are more likely This group are more likely to
onaon onaon ]
. . ~ —e browse fpr hotels to purchasg holidays own an iPhone
£60k £63k SOA) 49%) Running Saving online online
into debt alot
Average: £40k Average: £44k Average: 44% Average: 39%

acern CACI



5.5m

UK Individuals

Struggling families on limited incomes in urban areas. These low income families typically live on traditional low-rise estates. Relatively high numbers of
children are typical and there may be high numbers of single parents.

DEMOGRAPHICS BRANDS

~ SHOPPING
Age range Children at home M' PRIMARK' FEACOCKS savers
2 5 '44 ! : LEISURE -
- «s GREGGS
NG
House tenure Family structure WEBSITES

Single
parent

Social
renting

:——_‘_

N Number of beds

ebay Sky ﬂ é hotukdeals
DIGITAL

‘ House type

: ATTITUDES
3 N Semi-detached
or terraced | wprry abOl‘Jt Shopplng.onllne. makes I c‘ouldn tlive W|thout.the
online security my life easier internet on my mobile
: e . a 54% 49y Q 32%
_ : - — UK average: 55% UK average: 53% UK average: 34%
FINANCIAL PROFILE
KEY INTERNET USAGE TECHNOLOGY USAGE
Household income % Disposable income Financial situation o . o )
» . » . Whilst mter:net usage is below bV\Ilhllst internet rl:sage is This group are more likely to
ondon ondon average, this group are more elow average, this grou
o 0 & ] & S gl.k | O watch TV on demand
£32k £37k 41cy 37cy . . likely to browse for are more likely to .
0 0 Running Saving T e i on a mobile
. . online
Average: £40k Average: £44k Average: 44% Average: 39% ntodebt @lot comPUter games online P y

acern



Consumer Opinions vary by demographics

Next Car EV Purchase within 2 years

] ('8 Lavish Lifestyles
Affluent Achiovers @ Executive Wealth 48%

60%

N Mature Money

2 Bl City Sophisticates
Rising Prosperity
3 Career Climbers
6 Countryside Communitias
@ Successful Suburbs
Comfortable Communities m Staady Neighbourhoods

o Comfortable Seniors

66%

Starting Out

Category Subset Average

Total Survey Average




Consumer Opinions vary by demographics

Likelihood to buy Purchase within 2 years

] ('8 Lavish Lifestyles
Affluent Achiovers @ Executive Wealth 48%

60%

N Mature Money

2 MY City Sophisticates
Rising Prosperity 3 Career Climbers
0 Countryside Communitias
@ Successful Suburbs
Comfortable Communitias @ Steady Neighbourhoods

ﬁ'n o Comfortable Seniors

—o Starting Out

Category Subset Average

66%

Total Survey Average




e Rl
Age range

55+

Financial situation

—_— N

Running
into debt

\ These are some of the most financially successful people in the
UK. They live in affluent, high status areas of the country. They
are healthy, wealthy and confident consumers.

g

PR

k.

I.I-'!

1 Affluent Achievers

-

T ST,

A. Lavish Lifestyles
B. Executive Wealth
C. Mature Money

Ez=rsa 2

12.0m YR

UK Adults of UK
b AL T ",=""'::ti:'...,-

House type

Detached

House tenure

Owned
outright

Number of beds

4+

~ Acorn Groups within Category 1: Affluent Achievers

6%

4 R . 7 TN VO T o W Y T i - e ™ % L
(s -'-.--.;HE&2"'%’;:?'.‘:-.'1"_-3-??'_ J'l!"-f._\_-' ke L e "."‘:'.':1 oo ST g i




Affluent Achievers 120|v|

Highest Rates of EV Most likely that EV will be More likely to see advantages
Ownership Second Car of home-charging
% 12% 416%
1 O 0 0, 0
Category Subset = 8% Survey = 9% Survey = 43%
Aware of cost-of-ownership Less concerned about public
savings (fuel) charging infrastructure
0 58%
/1% 0
Survey = 68% S IE =l

acerm CACI



But affluence is just one element here...

Affluent Achievers 22.8%

of UK

Executive Wealth  12.3% Mature Money 9.3%

of UK of UK

il

Age range Children at home Age range Children at home
45-64 . 2 65+ | O
| B e n
House tenure Family structure House tenure ' Family structure
Owned Owned
J Couple \ ‘ Couple
outright outright |

s TR e D O—
Number of beds House type

—

I Number of beds

4

s

House type

Detached B

A

Detached




....Age/Lifestage is important too

Survey Average

Next Car EV

Purchase within 2 years

Price as Main Barrier to Purchase

Range as a disadvantage (“Range Anxiety”)

Not enough public charge points

Convenience of home-charging



Consumer Opinions vary by demographics

Likelihood to buy Purchase within 2 years

] '8 Lavish Lifestyles

Affluent Achiavers e Executive Wealth

N Mature Money

2 MY City Sophisticates
Rising Prosperity B Carcer Climbers
o Countryside Communitias
@ Successful Suburbs
Comfortable Communitias @ Steady Neighbourhoods

o Comfortable Seniors

66%

Starting Out

Category Subset Average

Total Survey Average




Rising Prosperity 9;&%

Age range . : il B | Lg House type
i T an

| d | > i L& : Flat or
25-44 # | o maisonette

Financial situation ; i House tenure

— 2 T [ ) | Privately

Running

into debt II:II"II il ',':-'5“-" gy, i - - re nt|ng

Children at home . 4 i Number of beds

. Acorn Groups within Category 2: Rising Prosperit
These are generally younger, well educated, professionals ' SOty & Py

moving up the career ladder, living in our major towns and cities. D City Sophisticates I 57

Singles or couples, some are yet to start a family, others will have - E—
younger children. areer Climbers [ B




Rising Prosperity SOM

Least likely to commit to a Most likely to see Price as Least likely to be concerned
date of purchase main barrier about range
Survey = 7% Survey = 48% Survey = 22%
See public charging See lack of private Most attuned to
infrastructure as a barrier chargepoint as a Environmental Benefits

disadvantage

35% 58% 80%

Survey = 29% Survey = 55% Survey = 77%




Consumer Opinions vary by demographics

] '8 Lavish Lifestyles

Affluent Achievers e Executive Wealth
N Mature Money
2 M) City Sophisticates
Rising Prosperity
2 Career Climbers
o Countryside Communitias
@ Successful Suburbs

Comfortable Communities m Staady Neighbourhoods
\ Comfortable Seniors

Starting Out
Category Subset Average

Total Survey Average

Likelihood to buy

Purchase within 2 years




14.4v ERARRTEY

UK Adults of UK
N

Comfortable Communities

Age range House type

- il Semi-detached
35‘64 p—— I . . ~ B | or detached

-.".J_

Financial situation B Ty . —— House tenure
— e - | ’ | B 1 Owned outright
Running i i M
i _ =} or mortgaged

TATEAR

LN it
¥,
ﬂ.‘ L

7

a.l 5‘!1"

into debt

TR

Children at home (£ S = L. Number of beds
<;I:w. "*['_;’r\ . H 'I ; ;:__’il_ ; .
"5 i Sy ML A :I?r%:g-:{# !

This category contains much of middle-of-the-road Britain,
whether in the suburbs, smaller towns or the countryside. 2l e e Sl e —

Acorn Groups within Category 3: Comfortable Communities

F Countryside Communities I 3%

They are stable families and empty nesters in suburban or semi- H Steady Neighbourhoods B 0%
| Comfortable Seniors . 8%

rural areas. ~ ) Starting Out E— 5%

CACI



Comfortable Communities 144M

Highest likelihood to say EV is Highly likely to quote price as Very likely to see price as the
unlikely a disadvantage main barrier
% 718% 60%
36% 0 0
Survey = 32% Survey = 74% Survey = 56%
Put off by lack of second- Likely to state the lack of Also likely to quote limited
hand EVs on the market public chargepoints as a range as a disadvantage

disadvantage

2 4 (y But don’t specifically see these as a barrier to
0 purchase

Survey = 19% Survey = 55% Survey = 62%

acern CACI



Comfortable Communities

F: Countryside Communities

G: Successful Suburbs

|: Comfortable Seniors

J: Starting Out

acerm

Less likely to buy

36%

Likely to wait longest
(10 years)

14%

Higher likelihood to
buy

44%

Least likely to buy

35%

Highest likelihood to
buy in Category

46%

See Range as a
disadvantage

67%

Less discouraged by
price (as main barrier)

45%

May purchase soon
(next 2 years)

70%

See Price as main
barrier

73%

Likely to wait 5 years

42%

Are attracted to
home-charging &
lower fuel costs

Less put-off by range
but are concerned
about charging
infrastructure

Don’t see home-charging
as an advantage and
concerned about range

Less worried about
range and like the
convenience of
charging at home

Discouraged by access

to chargepoints
(private and public)

CACI



There is still an information gap for EVs

80%

20%

—
-
==

Uio

]
==

The purchase price

W Disadvantage

74%

There aren't enough public
charging points

Limited range and the I don't have access to a

worry about running outof  private charging point

charge

NoEV mOwnEV

[ don'twanta brand new

carand there aren't

enough second-hand EVs

on the market

[ can't tell how much it

would be worth when |

come to sell it (residual
value)



EVs present an opportunity for all

®
==

1 ~O0—0-"

48% 33% 68%

of EV owners have have charged their EV of those who say
engaged with charging at a supermarket they are likely to
infrastructure at a buy an EV also say
public car park in the they will visit
last |2m retailers, business
and services more if
they provide

charging facilities




Conclusions

o B

More investment is We must address the EV’s are the future —
needed to bridge the unique barriers by huge opportunity for
information gap lifestyle/demographic companies to get a

“first mover advantage”
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Useful Links:

&

N W)
t\ i . gl /

EV Survey Infographic:

http: //b|t lv/3cwulCh
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http://bit.ly/3cwulCh
https://acorn.caci.co.uk/
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ROLTON GROUP

ENGINEERING THE FUTURE"™

ELECTRIC VEHICLE CHARGING
AND ENERGY OPPORTUNITIES

Email enquiries@rolton.com Tel 01933 410909 Web www.rolton.com
Copyright © Rolton Group Ltd 2021



ROLTON GROUP PUSH FACTORS

EMGIMEERING THE FUTURE™

2030 and 2040 policy EV sales and uptake comparison

2030 policy - EV sales e 2030 policy - EV uptake
2040 policy - EV sales 2040 policy - EV uptake

100% i

90%

Percentage of vehicles
sold that are EVs increases
70, frﬂm 5501;[) tﬂ 10001"'[)

80%

60%

50%

EV sales/uptake

40% Percentage of vehicles on
the road that are EVs

30% increases from 26% to 43%

20%
10%

0%
2020 2022 2024 2026 2028 2050 2032 2034 2036 2038 2040

ADVICE STRATEGY IMPLEMENTATION BUILT ENVIRONMENT RENEVWWABLES CARBON



ROLTON GROUP

EMGIMEERING THE FUTURE™

PULL FACTORS

EV Charging

The number of charge points in the UK is going up.
This means greater ease and speed of charging.
Which encourages driver to switch to EVs.

EV Choice

The number of EV models is increasing.

There are over 140 EV models available now.

This means much greater choice for consumers.
EV Costs

This means the price of EVs is dropping.

Purchase cost of EVs could drop below ICEs by 2027.

Low BIK is proving to be a major incentive.
EVs are expensive because batteries are expensive.

The price of lithium ion batteries is dropping.

ADVICE STRATEGY IMPLEMENTATION

Mumber of public charging points by speed (201 6-to date)
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ROLTON GROUP

EMGIMEERING THE FUTURE™

UK NEED FOR GIGAPLANTS

Electrification of vehicles in the UK is continuing to
gather pace rapidly.

The UK is now targeting a ban of all ICE cars from
2030 (PHEVs from 2035) and potentially 2040 for all
other vehicles.

UK car manufacturers will require a supply of
batteries to electrify their vehicle line ups.

As such, the UK battery industry is forecast to be
worth £5 billion by 2025.

Britishvolt is to build a battery manufacturing facility,
or “Gigaplant” in Blyth, Northumberland.

At 95 Ha and £2.6B, it will be the largest industrial
investment in the North East since Nissan in 1984.

The Gigaplant will be capable of manufacturing 30

GWh of batteries per annum:
« Enough for c. 300,000 Tesla Model S’; or
* Enough for c. 750,000 Nissan Leaf’s.

But if you thought this was big...

ADVICE STRATEGY IMPLEMENTATION

DEEP SEA

BUILT ENVIRONMENT

RENEWABLES CARBON



ROLTON GROUP KNOWN GIGAPLANTS IN EUROPE
EMGINEERING THE FUTURE™

Freyr Northvolt Zwei
40 GWh p.a. \“x 16 GWh p.a.
Northvolt Ett Farasis
40 GWh p.a.

/ 16 GWh p.a.

Morrom \ . ) Microvast
.\~ 12 GWh p.a.

32 GWh p.a. -/

i\ CATL

Britishvolt | -
30 GWh p.a. .| 100 GWh p.a.
AESC LG Chem
2.5 GWh p.a. 65 GWh p.a.
PSA - InoBai
64 GWh p.a. 10 GWh p.a.

Leclanche
1 GWh p.a.

. Komarom
23.5 GWh p.a.

H‘“‘“mﬂ Samsung

+ Enough for c. 4.7 million Tesla Model S"; or > o' P2

« Enough for c. 11.7 million Nissan Leafs.
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ROLTON GROUP

EMGIMEERING THE FUTURE™

DEVELOPING AN EV CHARGING STRATEGY

» Define immediate needs (e.g. OEM requirements).
» Forecast credible maximum charging requirements.
Be aware of the areas of expenditure:

* Grid connection capacity increases;

« Substation / switch room upgrades;

+ Civils (trenching and ducting);

«  Power and communications cabling; and

« EV chargers units.

Develop a flexible EV charger strategy:

« Power supply - availability vs requirement.

« Infrastructure — make provision, don’t go too far.

* EV chargers - install when demand requires.

Identify locations for chargers and stick to them.

Look to other energy measures, such as energy
generation, storage, management and efficiency, to
provide additional flexibility for EV charging power
demands.

ADVICE STRATEGY IMPLEMENTATION

\
eEarly engagement of DNQO'’s will identify any available
power supply capacity and any constraints, enabling
investment to be planned well in advance.
J
~N

eIdentifying the need for substation / switch room
upgrades allows space to be made and investment to be
planned well in advance.

J

N\
eDucting can be installed where EV chargers will be
required as part of wider site works and is a cheap way
to begin preparing a site for EV charging.

J

~
eWith ducting installed, cabling does not need to be
installed until the need for EV charging is properly
defined and confirmed.

J

eWith appropriate infrastructure secured EV chargers do
not need to be purchased and installed until shortly
before they are required.

BUILT ENVIRONMENT RENEVWWABLES CARBON



ROLTON GROUP

EMGIMEERING THE FUTURE™

EXAMPLE EV CHARGING STRATEGY

MARQUE 2 SITE POWER
Building ~40 kW
25 k'W DC 25 kWA
Supply capacity 59 kWA
Total ~B5 KVA
Headroom,'shortfall 4 kvA

Operations

Fflexibiliey
Margue 2

SHARED EV CHARGING POWER

3x 22 kwDC

8x7 kWAC

Tatal (maximum)
Total (load managed)
Supply capacity

Shortfall {maximum)

Headroom (load managed)

Operations
Jlexibility

Staff/customers
jdemonstrators

&7 kA
4 kWA
111 kva
&7 kWA
&9 kWA
44 kVA
Z kVA

Staff/customers
/demonstrators

slojelysuaap
SIIWISEND EIS

Marque 1

Operatlons/staff
Jdemonstrators

MARQUE 1 SITE POWER

Building

2% 7KW DC
Supply capacity
Total
Headroom/shortfall

ADVICE STRATEGY

IMPLEMENTATION

BUILT ENVIRONMENT

RENEWABLES

~33 KW
15 kWA
59 KWVA
~B9 KVA
0 kVA

CARBON




ROLTON GROUP EXAMPLE EV CHARGING STRATEGY
EMGINEERING THE FUTURE™

EY uptake and BV charger numbers

s (MIN] 7 KW =
Maay 1 1% 1 nao. 1 na, 1 na, . 0 kW [repid) BV charger - day ore
2025 H% 3 no. 2 no. 1 no. . S0 W [rapld) BV charger - 2025
2030 25% & nao, & na, 2 na,
20 kW [repld) BY charger - 2030
Sk (rapd EY charger - day cre
Day ona 1 MA . =
2030 1.25 Mia, F kW (rapid] BY charger - 2025
Anditlaral saace tar T R (rapld ] By chargar - 2030

Tulure e pangian

Opdanal ducting capable of
sLippeeting additional BV chargers

, | /

Dusting capasle o7 suaparting
all futurz EV charging

Cucling capable ol sugperting X
FUSE/CUT-OUT up to 10 EY chargars Lecation of day ore EY changers
=lepellie = ard preaosed lacatlon of EY

chargers Icentified

Day onie LO0ASTO0A
The feeder pillar El'ﬁllll;\luha'.l@ -:"I"'éillpﬂll'n n'i;.-'lS- b
support mu T plerings far individeal EV chargers,
2030 A00ASI15A paruoularly far 50 kY (reoid) OC EY chargers
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ROLTON GROUP

EMGIMEERING THE FUTURE™

EXAMPLE EV CHARGING NETWORK ANALYSIS

300

250

200

150

100

50

-50

-100

-150

ADVICE

m Power supply capacity

Recorded power supply
capacity and power
demand where
possible.

Recorded

STRATEGY

B Maximum power demand

Estimated power
supply capacity and
power demand, based
on recorded
information.

Assumed

IMPLEMENTATION

Addition of any power
supply capacity
upgrades and a basket
of EV chargers to the
power demands of the
site.

Tranche 1

BUILT ENVIRONMENT

m Available supply capacity

Addition of any power
supply capacity
upgrades and a basket
of EV chargers to the
power demands of the
site.

Tranche 2

RENEWABLES

m Supply capacity shortfall

Addition of any power
supply capacity
upgrades and a basket
of EV chargers to the
power demands of the
site.

Tranche 3

CARBON



ROLTON GROUP ENERGY NEEDSAND OPPORTUNITIES
EMGINEERING THE FUTURE™

Business’s energy demands are already increasing
and access to energy supply is becoming costlier.

This makes energy a greater share of running costs
and of greater importance to business continuity.

However, it also creates opportunities that previously
weren’t relevant or economical.

Using onsite energy generation and storage to:
* Reduce reliance on power from the grid;
+ Shape consumption to avoid peak pricing; and

« Enable further EV charging capacity.

Using energy management and storage and vehicle
to grid EV charging to:

+ Provide grid support services; and
+ Develop energy as an asset not a burden.

Using EV charging to drive and shape footfall and
consumer behaviour.

Using EV charging to access new markets including
commercial EV charging.

ADVICE STRATEGY IMPLEMENTATION BUILT ENVIRONMENT RENEWABLES CARBON



DEALERSHIP OF THE FUTURE?

ROLTON GROUP

ENGINEERING THE FUTURE™
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eSmart

Nnetworks

Site Surveys and Optimising EV Infrastructure
Planning; Proactive Interaction with the DNO’s




Site Considerations Smart

Available head room — How much power do you have spare — supply
upgrade from the DNO can prove to be more expensive than looking
at a new connection to the local LV Network

Neighbours — what other businesses are based around your site?

Future requirements — Switchgear upgrade

Site layout and cable route - New sites, ducting and cabling can be
installed during the build phase at a reduced cost than retrofitting
existing sites. Option of cleating cables to external and internal walls
to reduce excavation costs and disruption, running cables above
ground mounted on unistrut is another option



eSmort

networks

Scope of works:

* New connection & Feeder
Pillar installation

* 2 Dual 22 kW AC chargers to
be fitted externally

e 25 kW DC charger to be
located internally in the
workshop at the opposite
end of the building

* Trenching and installation of
ducting & cabling

Site Constraints:
* Space
* Disruption

Solution




eSmort

networks

* Future requirements — Switchboard upgrade

* Site required a mixture of cleating and ducting
during installation due to route of cable run.

muuw&mmm-r
5 D8 TO BE FITTED WITH NEW 1004
B FOR NEW EV CHARGERS SUPPLY

3E AFFLIED TO EXISTING BREAKER
ADCAER ARES, TO WARM THAT THE
HIN THE HAMDOVER AREA 1S TO BE
1 % Be S0mm? Cu SWNA LSOH CABLE
TO BE RUN FROM EXISTING

HEW GRP FEEDER PILLAR {CRE) TD HOUSE EV DISTRIBUTION BOARD. —A
PRAE EARTHING TO BE PRCVIDED TO THE FEEDER PILLAR FROM./
EXISTING LV SUPPLY.
TT EARTH ELECTRODE LATTICEROD TO BE INSTALLED UNDER THE
FEHFI.LAR.

D.JTE]HK]GGH.EE FFIEIIFEEEEF!F"I.IJR

1 % Be Bire Cu SWA - 2200 AC CHARGER OUTDOORE

1 ¥ Be Saywer Ou SWA - Z0W AC CHARGER 1IN HAMDOWER AREA
1 X Se Soner? Cu SWNA - 2200 AC CHARGER OUTDOORE

1 = S 10me” Cu SWA - 25W DC CHARGER OUTDOORS
! / {

' F i e,

T I f CABLES TO BE CLEATED TO WALL -
; 'I .'I .'I



Site C — Saving £30k & 6 Weeks esSmart

e Self determination of POC & DNO
challenge

* Avoidance of road crossings
e Faster delivery — 3 weeks

* Optimum off site routes - avoidance of

' = 3rd party landowners
y oute = B

s Ul :
DNO Cable
d‘\* Route

Aoy

Google



Upgrade vs New Connection SMmart

DNO £40k upgrade to existing supply to gain an additional 69kVA

Our offer
Offsite connection = £12k
Onsite + installation of 2 chargers = £18k
Internal works & charger installation = £5k
Total cost £35k is £5k cheaper than the DNO upgrade only cost

Additional advantage is the external charger works run off a separate
supply so any works does not cause disruption to the dealership
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Who are we

* Foundedin 2017, The EV Network (EVN) is a leading independent EV
charging infrastructure development company

* Our mission is to address the challenges faced by both Charge Point
Operators (CPOs) and landlords in rolling out an EV charging network

* In addition, EVN offers a compete solution to those landlords/site
operators that wish to become a CPO’s including car dealership owners

 We have recently secured £200m of investment, to fund new EV charging

infrastructure

thezVnetwork | 2ood




What we do for Charge Point Operators (including dealerships)

 We secure sites via lease or freehold — typically 20 years

 We fund new grid connections — so don’t impact existing connections
 We fund the whole solution - civil, electrical, chargers and buildings

 We enter in to a 20-year service agreement with CPO/dealership

* We replace all charger assets at year 10 ensuring compatibility/compliance
* We take construction, technology and obsolesce risk

* We bring retail partners including Quick Service Restaurants, coffee and

convenience

thezVnetwork | 2ood




What we do for landlords (including dealerships)

* Analyse site portfolios for the feasibility for high powered charging

e Grid assessments

e Traffic & location assessments

e Space planning

* Electrical design
* Acquire individual sites or whole portfolios via lease or purchase
 Fund new independent grid connections that secures future site value
 We drive an increase footfall to site increasing sales opportunities
* We offer CPl inflated rents

* We are a strong counterparty

thezVnetwork | 2ood




Car dealership changing environment

* How do dealerships respond to a changing environment?
* Increase competition with online car sales e.g. cazoo, cinch, heycar
 Reducing new car sales
e Reduction of private car ownership
 Reduction in EV’s servicing requirements
* High cost of large dealership showroom format
 Squeezed margins on new sales

* Limited electrical capacity for meaningful EV charging

thezVnetwork | 2ood




Dealership opportunities

_ — -
High powered public charging co-located *
S
with existing dealerships
i
#

[
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- W ey
I-Ilgmq charging co-located

with micro dealership
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Dealership opportunities

o
past =
-

;;I-iigh powered public charging co-located

;._'_'vyith micro dealership and coffee drive thru
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The benefits of co-locating dealerships with public EV Charging

* /ero capex

* New revenue line as either a CPO or landlord or both

* Ability to demonstrate the benefits of ultrafast charging onsite

e Captive audience who are already early adopters of EV’s

e Additional micro dealership

* Ability to exceed customer expectations to both valet and charge vehicles

during servicing

Drive thru with one of our coffee partners or other Quick Service

Restaurant operators with or without additional micro dealership

thezVnetwork | 2ood




Dealership opportunities

Phil Hack
Managing Director
The EV Network
07786 062 681

phil@theevnetwork.com

thezVnetwork | 2ood
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Future Readiness

Darrell Grimshaw
Cloud Global Consulting LTD

darrellgrimshawcgc@outlook.com



Darrell Grimshaw

* 37+ years automotive experience
* Technician to Dealer principal & Market Area experience

* Data driven industry generalist
* Prestige and volume experience
* Eight years global consulting experience with many different manufacturers
* System and process driven

* Proven “turnaround” specialist

* Worked for large PLC groups as well as family business’s

* Working with a specialist brand on “Future Readiness Programme" in 4
countries for the last 3 years



|CE — Core Business

e Still need focus on ICE — core business
* What is the opportunity, where are we?

* Need to keep these customers longer
than before - certainly on After Sales —
Service plans

 Add on sales
e Accessories and merchandise

» Customer contact plans




Change of Process

 What changes are needed to the sales process?
* What changes are needed to the After sales process?

* New roles-Responsibilities




narging
nallenges/Opportunities

Where do the charging points need to go in both sales

C
C

and after sales areas?

 What do we need to discuss with customers when dropping
off a BEV?

* What level of charge do we need to ensure the BEV has
before returning it to a customer?
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e Should we offer a charging service?
* Are we prepared for the future?

* How can we ensure that we best utilise all our charging
options?
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Staff Surveys
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Staff Awareness

* All customer facing staff need to be experts in the
customers eyes!

* 50/50 customer mix on knowledge

e Staff survey?



Feedback/surveys from Markets

e Learnings from Norway /\
B & 78% Home
] |

94% Charging

behaviour
are satisfied with

being an EV driver

9% fast Charging

45%

only have EVs
in their

Source : Norwegian EV Association, 01/2021
household
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71 Cognito

Cognito Learning

NFDA EV Forum
22" July 2021
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EV Readiness and Knowledge

Both the OEMs and the dealer groups will be delivering training

to prepare them for questions from customers related to EV.

Common Questions will include:

>

>
>
>

How do Electric Vehicles differ from Petrol and Diesel
Vehicles?

What's the government grant on this vehicle?

How does the charging work?

Will this vehicle qualify for the cleaner vehicle discount in
the congestion charge?

Combatting range anxiety — how do | find the nearest charge
points and plan my journey?

How will my home and energy bills be impacted?

What Technology is available to support me with my EV?

Model and Manufacturer-specific questions.

How can we support this learning, and ensure the employees

remember the learning, in a quick and efficient way?

Knowledge

Behaviour + & — Capability
& Confidence 2

Attitude Success

1 S

i:71 Cognito



Introduction to Cognito Learning

There is a huge amount of information to learn about the EV journey. But,
without effective reinforcement or practice, 80% of what employees are

taught will be forgotten within 30 days.

» Cognito reinforces and consolidates the learning that has been delivered,

in less than 2 minutes a day of a learner’s time.

» Cognito will tailor each individuals learning and send them appropriate

questions based on their knowledge gaps.

» Cognito also has a survey and broadcast facility so you can quickly

disseminate important information to your sites and staff.

Ensuring staff are confident and knowledgeable in all things EV is more

important now than ever in the current climate. Cognito can even support

» ¢ \T °
staff still on Furlough ensuring they are ready and knowledgeable when they l<l;I Tfi> Coqnlto

learning
return to work.




Business Benefits

The Organisational Experience

The Cognito system is simple to implement but equipped with a powerful
‘Intelligence dashboard’ that provides real-time analytics. This assists
managers with visibility of performance levels, KPl's, trends and