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1. About us

The Mator Ormibud sman is the autamative
dispute resodution boady. Fully impartial, it

& thee lirsl ombiodsrman b e inoused solaly
o the autormolive sector, and sell-regulates
thee UK's maotor industry through faur
carmprehensive Chartered Trading Standards
Institute [CTSI-ap proved Codes of Practice!
praviding whale mar ket suppart. The Codes
are designed to drive even higher standards
o work and service and give today™s
consurmers added profection, peace ol mind
and trust during the wehicle purchase and
el Ship eaperience.

Our Mission, Vision and Values

THE MOTOR
OMEUDSMAN

Our Mission, Vision and Values, which lie at the heart what we do, and the way that we work

with others, are:

Our Mission Our Vision Our Values

Provide the best dispute To be the Automotive Professonalism
resolution service through Dispute Resolution Body Integrity

engaged people driving
excellence in customer

service across the
automotive sector

Effectiveness
Openness
Accountability
Independence
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2.0ur role in the automotive sector

The Motor Ombudsman has four principal functions within the automotive sector. They are
as follows:

O To drive
industry
improvements

© To identify issues in individual
complaints and make
recommendations to improve
complaints handling

© To resolve individual complaints

@ To promote, develop and operate self-regulation for
the UK automotive industry, by raising standards and the
guality of service
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3. Our key imperatives

P Our six key imperatives that formed our strategy for 2017 are as follows:

0 To raise awareness amongst @ To demonstrate our
consumers and businesses of effectiveness to consumers,
the service we provide businesses and key

stakeholders

€ To deliver excellence in what @ To increase our market share

we do and maximise coverage for
consumers

© To gain endorsement from @ To ensure the financial
industry, media, consumers and security of TMO
stakeholders




4. Foreword from the Chief Ombudsman and
Managing Director

Following our transition from Motor Codes in November 2016,
2017 was our first full year operating as the Ombudsman within
the automotive sector. During these 12 months, awareness of
The Motor Ombudsman grew significantly amongst motorists and
businesses, presenting us with new opportunities and
challenges. Overall contacts increased by 48% year-on-year to
42,553, matched by a 49% rise in the number of cases. In order
to meet the level of demand for our services, we streamlined our
internal processes and expanded our organisational structure
and capabilities, thereby enabling us to continue to provide a
high level of service to both consumers and accredited businesses.

We also looked to enhance the protection we provide to consumers by expanding our
automotive Code of Practice portfolio. Joining our Service and Repair, New Car and Vehicle
Warranty Products Codes, we introduced the Vehicle Sales Code. This Code covers the
purchase of both new and used cars and received full approval from the Chartered Trading
Standards Institute (CTSI) at the beginning of 2017. Consumers can now be confident that
businesses who are accredited to The Motor Ombudsman are working to the highest quality
standards across the entire vehicle buying and ownership cycle. The Vehicle Sales Code
accounted for the biggest proportion of our workload. Versus the year before, we
experienced a 130% growth in consumer contacts, plus a notable 300% upsurge in the
volume of cases handled within this Code, thus reinforcing our decision to introduce a Code
of Practice in this area.

In May, the Ombudsman Association’s Service Standards Framework came into effect,
providing a ‘roadmap’ to raise our own performance and to continually improve the service
that we provide to both consumers and businesses. We have taken many positive actions
against each of the measures contained within the Framework, and this will remain a core
focus in the coming year.

With the majority of vehicle manufacturers, warranty providers and OEM franchise dealer
networks part of our accredited network, expanding the number of independent garages
accredited to us remains a key priority to ensure that our services are available to the
highest number of consumers across the UK.

The next 12 months are set to be a period of growth for our organisation as we seek to build
our position as the automotive dispute resolution provider. Significant investment in our staff
and IT systems, which will continue in 2018, has laid the foundations for future efficiency
improvements, speeding up the time taken to resolve cases as well as providing a rich
source of data to assist accredited businesses in improving both the quality of their products
and customer service.
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5. 2017 numbers at a glance

= 40% of car owners are aware of
The Motor Ombudsman

=5 415 pieces of coverage in the
media about The Motor Ombudsman

1,851 Service and Repair Code
consumer contacts (a year-on-year
increase of 7.7%)

@® 3,810 requests for information
from consumers and businesses

#p 42,553 contacts received from
consumers and businesses (the
equivalent of 116 every day of the
year)

@® +637,000 unique visitors
to our website

«® 61 final decisions by our
ombudsman which related to the
New Car Code (a year-on-year
increase of 126%)

® 132% increase in the volume of
Vehicle Sales Code consumer
contacts versus 2016

®: 450 more consumer contacts
about breaches of the Vehicle
Warranty Products Code versus 2016

£ 2,214 cases raised by our
adjudicators

& 12,545 more consumer contacts
relating to our Codes of Practice than
in 2016 (an overall rise of 48%)

? +250,000 Garage Finder
searches on our website

# +£25 million worth of
media coverage
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6. 2017 activity highlights by month

» Our Stage Two CTSI
Vehicle Sales Code
certification was officially
presented to TMO by
Baroness Crawley.

» We appointed a digital
communications agency.

» We were invited to attend a
BEIS workshop assessing
the consumer landscape
ahead of a consumer green
paper regarding the future
direction of ADR.

» Jon Walters of Citizens
Advice and Judith Turner,
Head of ADR for The
Furniture Ombudsman,
joined our ICAP Panel.

» The Vehicle Sales Code
generated the highest level of
contacts and cases in Q1.

» We launched our digital
advertising and social
media programme for
2018.

» We witnessed a substantial
80% rise in the usage of our
online vehicle recalls tool.

» The Ombudsman
Association’s Service
Standards Framework came
into effect.

» MotorEasy joined our
Vehicle Warranty Products
Code.

» We launched our
“StayCoolThisSummer”
campaign with a story in the
media on the causes of in-car
arguments.

» Our annual consumer
brand awareness survey
revealed that 84% of
consumers said that knowing
a business was accredited to
us would make them feel
more confident in choosing
them for a service or repair.

» The Vehicle Sales Code
records 10,000 contacts
during the first eight months
of 2017 with a monthly
average of around 1,100.

» Fiat Professional joined
our New Car Code.

» We achieved the
prestigious Investors in
People Silver standard.

» We launched our New
Driver Guide to help those
that have just passed their
test with buying and servicing
a vehicle.

October

November

December

» We reported that 9,400
contacts were received from
consumers between July and
September (Q3).

» We recruited a new
Business Services
Manager to oversee
subscriber relationships.

» We celebrated one year of
The Motor Ombudsman.

» We launched our winter
campaign centered around a
vehicle maintenance
checklist for motorists.

» Our four Codes of Practice
passed CTSI's annual audit.

» We closed the year with a
record 42,553 contacts and
2,214 cases.

» We recruited three new
customer service advisors
and an adjudicator in
response to higher demands
placed on our ADR service.
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7. Our priorities for 2018

Looking forward, our core areas of focus for next year are as follows:

@ To raise awareness of The Motor Ombudsman amongst businesses and
consumers in the UK

> We will look to increase the volume of consumers and businesses that recognise The
Motor Ombudsman as the automotive sector’s “Quality Mark” and the authority for resolving
motoring-related disputes. This will be primarily achieved through ongoing PR and marketing
campaigns, the attendance at industry trade shows, and continued investment in our digital
advertising and social media programme.

@ To grow the number of businesses accredited to us in order to provide

increased market coverage for consumers across the UK

2 We will look to increase the number of businesses accredited to our four Codes of
Practice, with a specific focus on growing the volume of independent garages and niche
vehicle manufacturers, thus providing consumers with an even wider choice of TMO
Accredited businesses across the UK.

@) To demonstrate our effectiveness as an ombudsman and communicate
the value of what we offer to businesses and consumers

2 We will look to achieve this through the following principal means:

» By making our processes and working practices more streamlined and efficient to deliver
faster case outcomes and final decisions for consumers and businesses;

» By providing consistent and regular engagement with our accredited businesses;

By supplying market and individual insight to the industry, best practice guidelines and
marketing opportunities for businesses, as well as annual performance reports detailing
our activities;

» By establishing a new case studies section on our website to show how adjudication
outcomes and final decisions have been reached across our four Codes of Practice for
the purpose of transparency;

» By continuing to source and increase the volume of testimonials on our website to
illustrate how our service has been effective for businesses and consumers; and

» By delivering webinars to our accredited businesses to reinforce the value of the services
provided by The Motor Ombudsman.
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O To gain endorsement of our activities from our key stakeholders (e.g. the

Chartered Trading Standards Institute)

2 As a member of the CTSI's Consumer Codes Approval Scheme (CCAS), we will continue
to engage with our accredited businesses to encourage them to introduce our online “Smart
Badge” on their website. This is so that they openly endorse the fact that they are accredited
to The Motor Ombudsman and a CTSIl-approved Code of Practice (refer to section 6), whilst
championing the importance of what we do and providing consumers with the peace of mind
of knowing the business they are using is accredited to TMO.

© To ensure the financial security of The Motor Ombudsman

< To ensure we can continue to provide a free of charge service to consumers, we will
continue to identify additional revenue streams and manage our budget effectively in line
with our long term strategy. This will allow us to develop our service according to customer
demand and ensure the long term security of our business.

0 To deliver excellence as an organisation

2 We will look to continue to provide an environment which attracts, develops and retains
the best talent, and maintain our ongoing commitment to delivering best-in-class service
levels to consumers and businesses.

10
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8. Consumer contact volumes

Annual increase /
2016 volume 2017 volume decrease

Service and 0
Repair Code +1,851 (7.7%)

+702 (7.7%)

Vehicle

Warranty +450 (53%)
Code

Vehicle
Sales +9,542 (132%)
Code

+12,545 (48%)

Contact volumes by Code FY 2017

2000
1800
) Wehiche Sales Code:
e up 132% (9,542) vs 2016
1400
157K
Mew Car Code:
Lioa Lap 8oy (702 vs D016
- Service and Repair Code:
up 2% (1 851) w3 2006
&0
400
200
e Wehikcle Warranty
a o Products Code:
% & 4 A " up 53% (450) vs 216
-.'Pﬂ & \;jap & ‘;‘é 4 ﬁ}'v-&' A a::!' ﬁ-"f .¢¢=
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Analysis - key points:

» The Motor Ombudsman handled a total of 42,553 contacts in 2017 (including 3,810
requests for information from consumers and businesses), up 48% from 28,853 in 2016
(which also includes 2,625 requests for information from consumers and businesses)

» Vehicle Sales contacts witnessed the biggest growth during the year, with a total of
16,780 recorded during 2017, up 132% on that seen during 2016 (7,238)

Where the consumer contacts came from

The table below shows a comparison of the main reasons for consumer complaints in 2017
versus the year before.

@ standard of work (16%) @ Vehicle purchase quality (30%)

@ Replacement parts (14%) @ Standard of work (13%)

© Advertising (13%) © New car advertising (9%)

O Warranty (11%)

© Vehicle purchase quality (8%)

Analysis - key points:

» As the Vehicle Sales Code was only live for a relatively short period in 2016, the quality
of a new or used vehicle at the point of purchase was only the fifth largest source of
contacts. However, in the Code’s first full year of operation, it became the biggest
consumer issue during 2017, accounting for just under a third of complaints

» Concerns about the standard of work provided by a business have decreased slightly,
accounting for 13% of complaints in 2017 versus 16% in 2016

» Potentially inaccurate advertising relating to a new car remained the third most
promininent issue for consumers year-on-year, but nevertheless showed a reduction in

thr proportion of consumers raising this subject in 2017 (9% versus 13% in 2016)

» Problems relating to the competency of staff and the vehicle sales process have entered
the top five issues for consumers for 2017 compared to a year earlier

12
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9. Adjudication case volumes

Annual increase /
2016 volume 2017 volume decrease

Service and 557 573

. +16 (3%)
Repair Code

New Car

Vehicle
Warranty 64 71
Code

Vehicle
Sales +659 (231%)

Code

+45 (8%)

+7 (11%)

+727 (49%)

Case volumes by Code FY 2017

140

150

hilos]
Vehicle Sales Code:

20 up 231% (659) on 2016

&0 Mewi Car Code:
Lap B% [45) on 2006

40 Service and Repair Code:

up X% (16) an 2006
sl

‘—\——-'-!-‘-—\———"——\—__,M Viehicle “"ﬂ!
a Products Code:

. - s & b 4 L 1% (7) va 2006
& & &4 o g & G & P Fo E,\H:FL
Im
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Analysis - key points:
» 2,214 consumer contacts progressed to a case for adjudication in 2017

» The escalation ratio from a contact to a case was 6%, the same as that seen in 2016 a
statistic that we will look to improve upon in 2018

What the cases were about

» The breakdown of the main case subjects by Code handled by The Motor Ombudsman
throughout 2017 can be seen in the following tables:

Vehicle Sales Code

Breach Percentage of Vehicle Sales Code
cases

The quality of a vehicle at 64%

point of purchase

The vehicle sales process 11%

Advertising 6%

The provision of finance 6%
Issue with a used vehicle 5%
Aftersales 4%
Issue with a new vehicle 2%
The provision of a warranty 1%
Complaints handling 1%

New Car Code

Breach Percentage of New Car Code
cases

Vehicle warranty 43%

Advertising 33%

New car provisions 15%

Parts delays 5%

Complaints handling 4%

Service and Repair Code

Breach Percentage of Service and Repair
cases

Standard of work 54%

Approach of staff 21%

Booking in of a vehicle 20%
Billing process 2%
Advertising 2%
Complaints handling 2%

14



Vehicle Warranty Products Code

Breach Percentage of Vehicle Warranty
Product cases

Analysis - key points:

»

The quality of a vehicle at the point of purchase generated the highest proportion of
cases for a Code of Practice. This was followed by the standard of work which was the
subject of just over half of Service and Repair Code breaches (54%)

The complaints handling process used by a garage tended to cause the smallest

proportion of breaches of The Motor Ombudsman’s Codes of Practice (ranging between
one and four per cent)

15
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10. Ombudsman final decisions

Annual increase /
2016 2017 decrease

Service and
Repair Code

+2 (3.5%)

New
Car Code

+34 (126%)

Vehicle
Warranty

Code

Vehicle
SEIES
Code

+72 (288%)

93 +138 (49%)

Analysis - key points:

» In line with the significant increase in the volume of contacts and cases, the Vehicle
Sales Code also witnessed the highest proportion of final decisions in its first year of
being live

» This was followed by the New Car Code which saw a doubling in the quantity of
ombudsman final decisions compared to those issued in 2016
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11. Case outcomes

The following is a glossary of terms used in the graphic below:

Adjudication outcome in favour of the consumer: sufficient evidence has been
provided to deliver an outcome in the sole favour of the consurmer or the parties have reached
a settiement via goodwill. In these cases, the business will be required to offer a remedy.

This could be in the form of goodwill gesture such as a repeat repair, or the replacemment of &
component at no Lh.ivgt- 1o the customey.

Adjudication outcome in favour of the business: the consumer's claim has been
dismissed based on the facts supplied by both parties to the adjudicator. The businessin
question i therefore not obliged to offer a remedy or incur any further costs.

Split adjudication outcome: based on the evidence provided by the consumer and the
accredited business to the adjudicator, The Moter Ombudsman was unable to rule in favour of
either party. This could be due to a number of reasons, such as a lack of evidence, or where the
claim can only be partially upheld. An example of a split outcome is where the cost of a repair
to rectify the issue has been divided between the customer and the garage.

Case withdrawn from the Alternative Dispute Resolution (ADR) process by
the consumer: during the ADR process, consumers have the right to withdraw their case at
arry time. This can be for varying reasons including deciding to pursue the case through court,
oc it may be that they have resolved the matter directly with the business,

Case outcome breakdown for 2017

Where Motor Ombudsman cases were upheld in favour of the consumesr, and where a value
was attributed to the award given to them (e.g. a repair), individuals saved in excess of £1.2
million during 2017. In 2017, The Motor Ombudsman equally saved accredited businesses the
equivalent of £2.3 million in consumer claims (e.g. requests to reject a vehicle).

Adjudication Adjudication Split Case withdrawn
outcome in favour outcome in favour adjudication from the ADR
of the consumer of the business outcome process by the
consumer
]
21% 31% 4%

Nearly a third of outcomes delivered by adjudicators during 2017 were in favour of the
accredited business. Consumer claims which were upheld by The Motor Ombudsman
accounted for around a fifth of outcomes based on the fair and impartial evaluation of the
case evidence provided. Split adjudications accounted for just over 40% ol cutcomes

17
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12. Annual consumer and business survey results

Every year, The Motor Ombudsman conducts surveys of consumers and businesses as a
measure of awareness and the satisfaction of the service that the organisation provides.

Consumer brand awareness survey highlights

Background

The 2017 consumer bramd avanersess survey was the first tobe conducted since the launch of The Motor DOmbudsman in Nowember 2016,
Managed by an indeperdent market research company, ane-mail survey was sent to a panel of respandents during the last week of June and

the first weesek of July 2007

A tatal of 1,002 responses wene recefved, and the survey was completed by a representative sam ple of participants - £9% of respordents were
female ard 51% were male. They were also of a wide range of ages above 18 vears old, and spanned the lemgthi of the UK. The samiple requined
the respondent or their household to.own a car - 555 stated that they had a current driving licence, whilst 55 did not.

Key findings
Brand Awareness has increased.

Thiz Motor Ombudsman achieved

A0% IWIrENEss AMONESE COMSUMErs
werses 35% the year before when the
organisation was formerty known

as Motor Codes. 16% of consumers
surveyed had heard of or knew of The
Mator Ombudsman {compared to 13% in
XL6), 24% had heard of but didn't know
msch abowst THG, and 60 were ot
aware of TMO. Owerall awarenes s was
slightly higher amongst men - 413 knew)/
had heard of The Motor Ombudzman
compared with 385 of women.

Consumers value the added
reassurance that being

a member of The Motor
Ombudsman brings.

The majority of respondents, [B55)
thought that knowing a business
accredited to The Botor Ombudsman
would make them feel mane confident
in choasing that business for their car
purchase of Service and Hepair.

Consumers have a largely
sitive view of the Service and
pair Industry.

Creerall, 44% of respondents had a

possitive view of the Serdoe and Repair

industry, and there were no differences
fior men and women. Howeser, younger
generations veene much more pasitive
aboar the sector.

More than half of consumers had
made a complaint abowt their
car of service and repair.

Inintal, 553% af respondents said that they
had made a complaint. 2 3% had made

a complaint about a service or repair,

159 had a complaing about 2 warranty,
13 had a complaing about 3 used car
purchase and 5% had a complaint about

a reew car purchase. 57% of consumers
surveyed had nesser made a complaint.

it should be noded that these percentages
di not fall in line with the enquiries

The Motor Ombudsman receives - the
largest percentage of contact s related ta
the vehide Sales Code.

Forthose who had made a complaint, the
majority said that this was resoled by
the garage {T3% versus 71% last year). For
2458, it waes resobved by the manufactuner,
wheneas 39 had it resolved by a third
party, For %3¢, the issue was not resobved,
a decrease-on last year's figure of 14%.
After complaining to the dealership or
garage, corsumers would likely escalate
thedr complaint to the manufactuner
[28%, compared with 365 last year) or

to Trading Standards [28% compared
with 31% last ywear]. This year, conssmers
woulld be mane ety to escalate it

to Citizens Sdvwice than in 2006, (1%
compared with just T Lt year.
Escalaticn ko an-ombudsman is alsowp
from T3 Last year to 1239 in 2017.

There are mixed views on the
role of an ombudsman.

When asked to describewhat an
omibudsman dices, the majarity of
consumers (30%%) belieesd that an
omibudsman resohwed oo

disputes, whichwas mach higher than
lorst e, [22%). 17% suggested an
pmibudsman was a mediator, ard this
year, they were less likely to think that
anambudsman investigates complaints
[11% this year compared with 204 in
ALE].

When asked about the importance of the
rabe of an ombudsman, having someone
to burn e if they cannat resohee a dispute
directly with the garage or dealership
was ranked as the most important aspect
by 52% of respondents. 24% said that it

helps to drive up standards across the
industry. In addition, 3« fielk that an
ombudsman for the motor industry was
impartant becasse it isnot a sector that is

regulated.

Almost a third thought that the
motor industry uwdsman
wiould be povernment funded.

in lirer with last year, 31% believed that
government would furd an ombudsman
for the motar industry. Less people this
wear thought that the motor industry
woatld fund it (273 com pared with

3% in 2018]. Furthermaore, 3% did nat
lnow who should finance it, a 109 rise
wersus M1E, whereas 5 of nespondents
believed that a mator industry
ombudsman would be self-fursded.

Almeast half of corsumers [49%) were
aare that resohving a complaint is free
afcharge. Alza, 28% would hawe thought
there would be a change, and almost a
quarter |23%) did not know abowt the
coest

For the majority, there were
no qualms about having an
ombudsman funded by the
imdustry.

& tokal of T3% of respondents would nok
have a problem with an ombudsman
being funded by industry. This total is
made up fram 874 that said it would not
affect their decsion touse it (4% in 2005]
and 254 that said it would not matter
witea funds the ombudsman (3% in 3005,
Howsever, 2759 believe that The Motor
Ombudsman would not be impartial if it
was funded by the motor industry {245
in 20151

18
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Overview

Every year, The Motor Dmbwdsman aggregates customer satisfaction data from surveys submitted by accredited independent garages,
franchize dealers, authorized repainers and vehick manufacburers. The information gathered relabes primarity to the standard of waork and
serdios that has been provided to motarists. The study also serves as an effective annual barometer for The Motor Ombudsman and the wider
imdustry bo understand the sentimenit of corsumers on a yearty basis in relation to their expenence in the service and repair sector.

Analysis

Survey section highlights

Satisfaction levels

rivi [

Quality of work carmied out by independent garages
Guality of work carmied owut by franchise dealers

Quality of work carmied owt by mamufacturer authorised repairer

Overall quality of wark carried out
Lewel of customer service
Booking process

Informiztion provided

Overall satisfaction

Likelihzod to recommend

Total

98%

93%

95%

158,523

99%

3%

9T%

9T%

IT%

9%

173,360

The degree of satisfaction for the quality

of work delivered by independent garages
hizes remained the same at 955 for 5015

ared 2015 In comparison, the franchise
deaber network hias seem a significant and
enCouraging imcrease in the satisfaction

rabe from 93% to 99%. Similarly, satisfaction
of the work conducted by manufacburer
awthaorsed repainers has also rsen by seven
peroentage poinks to 96%. The other positive
trend tio b gained from thie findings is that
owerall satisfaction of work carnied aut by the
businesses surveyed has increased to 958%
firom 5754, mirroring the: soone seen in 2005,

Satisfaction with the customer service
offered bas equally rebemed bo 985 after
falling by a mere 13 in 2006 fram the score
recorded in 2015, demorstrating the efforts
being made by garages to consistenthy strie
for even higher standards. The large majority
of consumers have continued to soore the
process used by a garage tobook in their
wehicle fior routine maintenance and ad hoc
repair work highly, shown by a figurewhich
remains unchanged fram 2006 at 58%.

Overall satisfaction with an accredited
business has onoe again been put ak 53% by
consumers for the second year running and
has mat yet returned 1o the higher level of
4% revealed in 2015, showing that there is
roaom for improsement going forward.

Finally, the likelihocod of recommending the
garage that serviced and { or repained their
wehicle to friends and family imcreased by a
percentage point to 95%, miroring the soone
achieved in 7015, which is once again an
encouraging upsard tremd.

19
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Business survey highlights

Managed by an independent market rescarch company, an o mad survey was sent to franchesed car dealers and independent garages in
October 2017 to gauge thelr views on vanous aspects of The Motar Ombudsman. The highlights of the study are s follows

How businesses would describe The Motor Ombudsman i one word:

“Melpful”, “Good", “Useful” and “Professional” stood out as the most commoanly u=ed terms by businesses to describe The Motor
Ombudsman. Overall, 74% of wards used by the survey particpants were positive. For dealers, this figure was 799, and was shightly
lower at 66% for independents.

Professiona ﬁﬂnd e

“Heloful==
”‘%m-w

Far jsafy] °" o

The most important benefits of The main reason for joining Arcas for improvement in 2013:
accreditation stated by basinesses wera: The Motor Ombudsman: The main areas identified for improvement
L. The Motor Ombudsman ghves thesr increasing the credibility of the business that need to be addressed in 2018 are:
business added credibility; was the mast important factor for franchee
2. Being able to display C 151 approved dealers and independents when choosing The level of res s
branding; to become accredited to The Motor .J g f p T
Ombudsman, ‘ q »

3. Being abie 1o display Motoe Ombudsman

brandin :
3 & How The Motor Ombadsman is seen
4. Access 1o a dispute resalutan service; and versus its competitors:

| Ralsing public awareness of
| The Motor Ombudsman; and

5. Having a profile listing on The Mator The Motor Ombudsman compared Increasing the valume of
Ombudsman's onine Garage Finder, favourably against compaotitors and W communications.
performed better than them oo a number '
Value of The Motor Ombudsman af critical areas =uch as value formoney,
for business: customer service and quality assurance

73% of respondents agreed that being a part for consumers.
of The Matar Ombudsman is valuable for

business, whereas 67% stated that it gves
them the edge over compettors.

20
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13. Consumer complaints about our service

Thie Mator Ormbudsman received a total of 88 consurmer complaints in 2007, representing 0. 1% of

&ll contacts and 2% of adjudication cases that were worked on during the year.

Complaints about The Motor Ombudsman Outcome Process Delay Staffissue
Ho. of eomplaints made at early resolution stage a ] a ] a
Ho. af complaints made at adjudication stage 15 1z 5 [ Kt
Ha. of eamplaints made at enquiry stage a 2 1 5 a
Total na. of complaints about the service 15 14 [ 11 A
23% 13% 17% 3% 33%
2%% af complaints 13% of all cormplaints 1T% of cormplaints arose BX% af complains 33% of all cormplaints
related o the related o a delay during the enguiry argge following the were related to
approach of staff in responding atage, 25% ol which adjudication stage, the putcome delivered
10 COMSLIMEFS were aboutl A40% of which related bry thie adjudicator
the process b thie outleame

1.3.4 How complaints to The Motor Ombudsman are being addressed

While the majority of cormplaints were made
&t the adjudication stage, and are aften
linked to the decision leading o accusations
of bias due bo theway we ane funded.

The feedback we recsive from consumers

is irrvalu able. Whils not all cormplaints are
upheld, itcan often highlight areas which can
be irmproved, particularly as it comes from
the perspective of the consurmers who ane
using our sendoe and therefare feeds inta our
COMNLinGUS iFprovement programme.

Cormplaints about staff ranged from tone
and attitude, o a lack of understanding

of the facts presented by the consumer,

dis agreement with our imerpretation of
legislation and misunderstandings from

paor commmunication. While marny complaints
had been handled carrectly, 50% of these
cases requined individual feedback.

For example, tane and attitude may have
been professional, but was perceived

&5 oo direct and)or unfriendly. Some
cormmunications were nat fully und erstood
by consumers, particularly where the content
had legal jargan leading to a feeling of being
patronised.

Aswell as the individual feed back staff
receive, we have call listening sessions

and case résiews o shane betl praclics,

In addition, we intraduced a competency
framesork 8crass the business i
conmiplernent our personal development
programme, crystallising what is expected
from stafl as they develop, and helping them
to identify and fill gaps in their leaming.

Owr Ombudsman alsa joined the
Ombudsrman Association’s Caseworker
Competancy Framework working group to
share our experience and bearm fram others,
wilh a view o irmplementing this when it is
deployed in 2018

A part af 2018 abjectives, we have sel
oul & “customer first” initiative bo instil our
coaripany values inta all of our staff, and
ensure they are at the heart of everything
we do. Furthermare, we have developed

& rew training programene b upskill staff
wiith their telephomne handling technigues,
1o be able to adapt cormmunication siyle
and deal with more dificult customers.

O ADR officials will also be enrolling an an
Ombudsrman-approved course with Queen
Margaret University.

Given accusationsof bias are often at the
heart of complaints, during 2008 we will be
increazing the volume of cases reviewed by
ICAP with & manthly fhow of cases once aur
revited Privacy Policy is in place ahead of the
EDPR changes arriving in May.

We will also be looking at ways o imprave
owr service in line with the Dmbudsman
Association's service standands by enhancing
our quality assesarment regime and
introducing a complexity rating for cases

b assistin Speeding up and

managing worklloe

21



The Motor Ombudsman Annual Report 2017

14. Consumer testimonials about The Motor
Ombudsman

“The adjudicator, who dealt

wiith my call was brilliant, )

especially when | got upset, *| am deeply impressed by the depth and
and he was very patient and seriousness with which my complaint has
so professional. been investigated and am truly grateful™

A big thank you to him!™

“lwould like to say how helpful my adjudicator was. | was feeling a little
nervous about making the call initially. However, his call handling helped
me to feel so much batter. | have scaled all questions as 2 ten as he was
very professional, helpful and understood my needs. | feel confident that
my case will be resolved efficiently.

Thank you”

“Really appreciate your time and effort,
and everything you do to make people
feal safa!

You have all my respect!”

“Thank you for listening to iy
complaint and sending the
forms. | have managed to sort
this out with the business and
they hawve acknowledpged that
they were in the wrong_ It took
mie three days of arguing our
case, which was very stressful.
Howwrewer, when | phoned you,
the lady who spoke to me was

“WWe wiould like to thank you for your intervention very kind and supportive. At
in this matter, because without it, we did not have the time, they had decided that

the confidence that ?he I'I'IEII'I.I.faCI:IJI_EI would ha'u'e they were not going to mend

undertaken such a rigorous inspection of our vehicle” the vahicle. but as statad above
they will now do the repairs.
Thanks again for listening
through my tears”
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15. Accredited business compliance

Business expulsions and penalty points

50

&0

0

a0

Sanction description

Written Warning 1

Written Warning 2

Website Consumer Waming | Performance Monitored

Referral to the Independent Compliance Assessment Panel (ICAP)

In 2017, there was full compliance with Motor Ombudsman case outcomes, with no expulsions required. Only five
organisations contested the adjudicator's findings, and in-turn, requested a final decision from the Ombudsman,

with whom they subsequently agreed with.

Training modules to
adhere to the law

The Motor Ombudsman offers a suite of CTSI-
approved online training modules to ensure
that businessas are operating in accordance
with the requiremnents of key pleces of
legislation, namely ADR and the Consumer
Rights Act. Ahead of the Introduction of

the General Data Protection Regulation
(GD¥PR) coming into force on 25 May 2018,
The Motor Ombudsman ks develoging a thind
online module to help businesses operating
specifically in the automotive sector to
conform with the new law.

Bespoke webinars

To further abd comipliance with the Codes of
Practice and legislation beyond the online
training modules, The Motor Ombudsman
delivered the first two of the four planned
quarterly webinars to the nationwide Ford
dealer network on the subjects of the role of
The Motor Ombudsman and how to handle
complaints effectively to maximise business
performance. The remaining webinars will

be provided to Ford in 2008, and The Mator
Ombudsman will also be looking at rolling out
the educational and Interactive sessions to a
greater number of vehicle manufacturers and
EArEEE Eroups.

Furthermore, a webinar on the reguirernents
of the GDFR, which will be accessible to all
organisations signed up to a Code of Practice,
will be delivered in partnership with Radius
Law ahead of its introduction.

Display of the CTSI ApprovedCode

logo

M sz, 2

Motar Industry Code of Fractice for

Service and Repair

J.ﬂ.cti'ue Accreditation |31/01/18)

LT requires that all accredited businesses
display the Approved Code logo on their
wehsite. However, when analysed by

The Motor Omibwdsman, relatively few
organisations were able to demonsirate
this, which included the majority of vehide
manufacturers.

Therefore, to significantly increase the
volume of subscribers showing the
Approved Code logo and that of The Motor
Ombudsman, an electronic Smart Badge
(pictured) was developed, which allows
consumers to imm ediately verify that
businesses are signed up to The Motor
Ombudsman, but they are equally able to
navigate to the trader's profile page on the
Garage Finder directly from the Badge.
Emphasising the importance of featuring
the Smart Badge to both new and existing
accredited businesses, principally through
targeted marketing communications, will
be an ongoing focus during 2018, A detailed
record will be kept of which organisations
are featuring the Approved Code logo, and
which rermain cutstanding in order for The
Maotor Ombudsman to have a “live’ picture of
business compliance.
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16. Compliance with the Ombudsman Association’s
Service Standards Framework

The Ombudsman Association’s Service Standards Framework came into effect in May 2017.
It provides a ‘roadmap’ that members of the OA, such as The Motor Ombudsman, can use to
raise their own performance, embed good practice in their organisation, and demonstrate the
guality of the service they offer. In meeting these standards, they can be more effective in
supplying both individual redress and improving the service of organisations complained
about.

The Framework provides five measures for members that specifically relate to the service
that they provide to both complainants and the organisations being complained about.They
are as follows:

@ Accessibility;

@ Communication;
€ Professionalism;
O Faimness; and
© Transparency.

Where are we against the Ombudsman Association’s Service Standards Framework?

In 2017, The Motor Ombudsman has undertaken the following actions in-line with the five
measures detailed in the Ombudsman Association’s Service Standards Framework.

v~ We have introduced a vulnerability policy to promote

@ Accessibility awareness and tailor our ADR service to meet the needs
of our users

v" We have ensured that all adjustments have been made
to accommodate vulnerable customers on a case-by-
case basis

v~ We have introduced regular reviews of the information

@ Communication provided to consumers

v~ We have focused on communications being in plain and
clear language

v~ We have developed a new competency framework to
identify internal staff training needs

€ Professionalism v" We introduced an improved and comprehensive training
programme for new and existing staff

v~ We increased our level of engagement with accredited
businesses to share learnings and drive up industry
standards
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O Fairness

© Transparency

We changed the way we record case outcomes to
provide more in-depth data of the decisions we make
We strengthened quality processes to ensure impartial
and consistent decision-making

We presented an increasing number of cases and
service complaints to ICAP to provide external scrutiny

AN

We developed a conflict of interest policy

We started regularly publishing case studies on our
website to provide business, consumers and the media
with an overview of the outcomes and final decisions
that we have reached during the previous month

25




The Motor Ombudsman Annual Report 2017

17. The Motor Ombudsman Accounts: Finance
Report

Extract from the Accounts for The Motor Ombudsman Limited

Profit and Loss Account
for the year ended 31 December 2017

Year Year
ended 31 ended 31
December  December

Note 2017 2016
£'000 £000
Turnover 4 1,478 1,226
Operating costs:
Other external expenses (134) (131)
Staff costs 5 (780) (797)
Amortisation written off intangible fixed assets 8 (49) (45)
Other operating expenses (618) (558)
Loss before interest and taxation (103) (305)
Interest receivable and similar income 7 - 2
Loss before taxation 8 (103) (303)
Tax on loss 9 1" 65

Loss for the financial year (92) (238)




Balance Sheet
as at 31 December 2017

Registered Number: 65173594

Mote 2017 2016
£'000 £'000
Fixed assets
Intangible assets 10 490 534
Current assets
Stocks -
Debtors 1" 258 s
Cash at bank and in hand 95 74
— S 3_5: .___...EE.BL
Creditors: amountz falling due within one year 12 (1,169) {1.351)
.I'E;urrant liabilities . (815) (771)
Total assets lass c.urrant liabilities - . - (325) [237)
Pravisions for liabilities
Deferred taxation 13 (8) (2)
Met liabilities - (321) (239)
Capital and F-E_'I;E.‘NES - R -
Called up share capital 14 - -
Profit and loss account [331) {239)
Total shareholders' deficit - - - _#33151 __{;}

Summary of accounts:

These summarised accounts may not contain sufficient information to allow for a full
understanding of the financial affairs of the Company. For further information, the full
accounts, including the unqualified auditor’s report on those accounts and the Directors’
Annual Report, should be consulted.

Copies of these can be obtained from The Motor Ombudsman Limited, 71 Great Peter St,
London SW1P 2BN.

The financial statements were approved by the Board of Directors and authorised for issue
on 27 September 2018 and were signed on their behalf by Mr W H Fennell, Managing
Director of The Motor Ombudsman.

Company Registration No. 06517394
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THE MOTOR
OMBUDSMAN

Appendices

These appendices are extracts from the full Motor Ombudsman’s Independent
Compliance Assessment Panel (ICAP) Annual Compliance Report 2017 which is
available to view and download on TheMotorOmbudsman.org.
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Al. The Motor Ombudsman’s Alternative Dispute
Resolution process

COMPLAINT TO BUSINESS
(8 weeks to respond) unless mutual deadlock agreed

Court or
other ADR
provider
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A2. Benefits of The Motor Ombudsman for

consumers and businesses

the following key benefits

(Y

A clear channel and single posnt
of contact for all matarey
disputes

Free access to the Alternative Dispute
1 IADR) and ombudsman
ch e all in-hou

Hosotu

Sornee

to finish

et

Gudance through the entire dispute

astion process 1o pet a fair and
impartal outcome

Avolds the need for increase detriment

through costly legal and court
e =

appearance foes

Increased confidence and peace of
mind when buying or servidng a

car that the acc ed business s

:'nr‘rlqu ’II’_.j'l standards ‘]"
workmanship

A Code of Practice portifolio that o
the entire customer purchase and
vehidle oanership experience

The ability to search for a local garage

coaership that is acoedited to the

Service and Hepair and/or Yehicke Sales

Codes

First-hand customer reviews and

rat '1;'.Cv'1'.hc.:mlrml...u.__, Fander

to make an educated dec

choosing

jarage

bsite

provides a valuable resource for

he Motor Ombudsman v

motonng - redated imformation on

2 manterance

topicssucn as'we

055 10 an online recalls database

on The Motor Ombudsman website 1o

check whether a specifi ke (by

VIN) has been recalled

Acoess to a library of anline case
studlies toview previous adpdication

outcomes and final decsions taken by

I'he Motor Ombudsman

vice ang

Accreditation to The Motor Ombudsman ofters
businesses the i

v

< S

< S S s

ywing koy benefits

demonstrate
highest
workman

sthe busness
commitmen

levels of care and ship and

an open and transparent way of

A)f‘lﬁi"!:hll‘.? ousNess

Unlimited and tallored information

from a team of legally expenenced

and qualified adjudicatars who are
allin-house

Guidance through the entire dispute

rezolution proces
impartial cutcome

toget a tairand

Avoids increased detriment through
y solicitor and court foes

Full uze of The Motor Omboadsman

and CTShapproved Code ©

busness premises, customer-fac
literature and on theirweobsite

A profile on the Garage Finder which
can help to drive fo
leads and revenue

Valuable ratings and reviews from

customers on tf arage Finder

Amplified e

pasure through
The Motor Ombudsman's marketing
and PR actrities

The DvSA will recoed
. VIS is2 memberof a
Chartered Trading Standar

}-approved Code of Practice

during the )

winch may help to consider a business

as low nsk, resulting an reduced

regudatory checks

Access to CTSEaccredaed anline
training modules covering relevant

ting the automotive

Alsting an external high traffc

websites such a3 the AAGa Guideo

and Referenceline, .\'ﬁl:('-_-,'.l others

be demo

Acerts

ratn

cormmtment to one or mare of The
Nator Ombudsman's Codes of Practce

new busingss

wr 2 wehicle

s InstRute

test centre inspection,
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A3. Code of Practice performance summary

Adjudication Cases are raised ifthe business that
consumer has a dispube with & accredited to The Motor
Ombudsman, and the business has been given a maximum

period of sight weeks to try bo nesobee the Esue directhy with
thie custamar.

Consumer Contacts ane receied by The Motor
Ombudsman's ADR team, which can include a complaint,
& query and a customer following up on the outrome of 2
case if one has been raised.

Consumer Survey Volume isthe total rumbser of
surveys campleted by consumers following a new car
purchase or the nepair or maintenanoe of ther vehicle at an
accredited buzsiness. They were left directly via The Motor
Omibudsman website, orwere supplied viaa data-feed by
participating manufacturers and dealerships.

The Code of Practice Y
{ performance summary provides
i

a year-on-year comparison of key
maetrics for each of The Motor

Ombwdsman {THO] s four /
CTSI-approved Codesof Practioe. |
The following is a glossary /|

of terms wsed in

the susmmarses:

Early Resolutions are when complaints can be resobed
simply with minimum intervention from the adjsdication
team. A case will nat be raised inthis instance.

Escalation Rate is the proportion of cases that were
passed to the Ombudsman for a final dedision.

Fimal Decisions areanly ever msued by the Gmbudsman,
and is the kast stage of The Motor Ombudsman's imsoksement
in 2 case if a consumer ar accredited business does not
arcept the cutrome of the adjudicator. The final deckion is
made independently fram the adjwdicators by kooking at all
the facts of the case, and i legally binding  the conmsmer
chooses ta accept it.

000 ®©0 0O

Garage Finder Searches are the total number of
times that accredited basinesses listed an The Motar

Ombudsman's Garage Finder have been searched for

oy wesiors bo the websibe.

O,
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Service and Repair Code

The Motor industry Code of Practice for Service and Repair, introduced in 2008, ensures
that consumers receive a transparent and professional service when visiting an accredited

business’ premises for servicing, maintenanoe ar repairs to their vehicke. Businesses accredited
tothe Service and Repair Code can be found an The Motor Ombudsman’s Garage Finder.®

The Service and Repair Code covers the following principal areas:

f Advertising; f Staff competency;
J Thee baonlkting in of work; f The stamdard of weoric and
-f Pricing; f The hiandling of complaints.

Hochanges wene made to the contenit of the Service and Repair Code in 2007

Accredited businesses

THE MOTOR A

OMBUDEMIAN | s
Molor industry (edeol Practios for

Service and Repair

Consumer Contacts 10,553
Early Resolutions T
Adjudication Cases 566
Final Decisions 53
Ezcalation Rate 55

Garage Finder Searches 421,505
Consumer Sursey olume 168,513
Analysis:

Trend vs 2006

9,01% -
k] -
521 N
1) .
% -
187374 -
179,350 -

The 21% growth in Service and Repair Code contacts between 2016 and 2017 can be attributed to ever-increasing awareness of The Mobaor
Ombudsman, bath in terms of consumers wsing accredited businesses and referring complaints to us. There i mo evidence to suggest that

there has been an increase in the number of complaings in the secionr.

The consumer complaings relating to the Service and Repair Code that were seen during 2007 can be split inbo three main categones

1. Prohblems with a dizgnosizs: 2. Issweswith the repair
f it inck langer than expeched; f The repair didn't sobee the fault;
# The accredited business was unable to f Further faults arcse; and

Sl s st ey ol gy Epl; ! f Thee faulk wes resolbeed, but there were

J The diagraosis of the fault was inconmect. other regatioe impacts on thevehicke:
£.g. a loss of performance.

" 2. Problems with staff competency:

f Staff didn't look after the corsume s
property and/or caused damage;

f Staff did rat provide diear explanations,
leading to conmsmer canfusian and
misErust; amd

f Staff were not adequatety qualified ar
averseen by suitably qualified staff.
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New Car Code

Lavmched in 2004, the Moator industry Code of Practice for Mew Cars ensures that wehicle

manufactuners supply rew cars and warranties to consumers responsibly. The Code helps M THE MOTOR A
tosafeguard rew car buyers fram misleading adverts, that documentation supplisd with OMBULEMAN

the wehicke is easy to understand, that terms of the warranty will be respected if thecaris Mtnr Irdustry Cedeal Practios for
sersioed according to the recommended guidelines, and that any complaints will be

handled swifthy. MNew Cars

A tatal af 40 OEMs are accredited to the Mew Car Code, meaning that alarge proportian of all
riew wehickes sold across the UK ane covered by this comprehersive guide of best practice.

e

The Mew Car Code cowers the following principal areas:

f Advertising; f Aeplacement parts and accessaries; and
f Mew car provisians; f Complaints handling,

J Manufactuner new car warranbies;

Mo changes werne made to the Mew Car Code in 2007 Going forward, The Motor Ombuedsman will be kooking at refreshing the Code in linewith
thie emesrgenee nf abermabeeehy hadod whiclee (FVe) onthod if inelides 2 geester lewed of goidance notechncdngy and erfhearm

Acoredited busineises

Trend v 2016

Corsumer Contacts 59,805 9,104 e
Early Resolutions 11F a0 s
Adjudication Cases 514 431 s
Final Decisicns &l n s
Escalation Rate =8 =28

Analysis:
The cansusmer complaings relating to the Mew Car Code that were seen during 2017 can be split imto three main categories

1. Warranty disputes: 2. Advertising and literature: 3. Parts delays:
f The accredited business didn't deem f T ez aheprtising was factually incorrect; f & ponsumer wias left off the road because
:::;ﬁﬁmﬂ:::?mhodea f e comEUmEr misander the a part had rot anrived;
ng ’ advertising because it was unclearor f & part was no kanger in production so
# & previous warranty repair failed; and ambiguous; and thie comsumer was urable to repair their
wehidke, and
-f The conmsmer had maltiple repairs f Thee maral omitted information
under warmanty and the issue was relevant bo a particular faukt or isswe. J The part amived, but the consumer was
nat resohaed.

now looking for comipensation.
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Vehicle Warranty Products Code

Urreeiled im 2000, the Metor Industry Code of Practice for Vehicle Warranty Products
aims to drive up standands acrass a wide range of automative wanmranties, incuding coverage
of both insured and non-irsured products, by committing accredited businesses to higher
stamdards tham requined by law. The Code currently represents about 70% of the industry's
majar prosiders that administer over three million products and is fully approved under the
Chartered Trading Standards institute § TS0 Consumer Codes Approval Scheme [OCAS).

_

] e ! i e,

ME’»M?EEHEN

Kb industry Codeof Practios for

Vehicle Warranties

The Yehicle Warranty Prodects Code covers the following prindipal areas:
f Advertising:
f Paint of sale obligations;

f Thee clarity of information provided to
CUSEOITAETS;

f The: handlirg of claims;

f Service-contracts, guarantess and non
srsured producEs;

f Insured produwcts; and

Complaints handling.

Hochanges were made to the content of the Yehicle Warranty Products Code in 2017,

Trefd ve 2018

Consumer Contacts 154 £a4 e
Early Resolutiores 1 2 i
Adjudication Cases ] B2 -
Final Decisions 4 4

Escalaticn Rabe 5% 3] -
Analysis:

Thene was a 53% increase in the volume of contacts from 3006 to 2017 This has resulted from the natural organic growth of consumers wsing The
Motor Om budsman to resolve their dispute following increased awarensess of the body's ADR service.

The conswumer complaings relating to the Yehicle Warranty Products Code that wene seen during 2007 can be divided into three main categories:

1. Puointof syle: - 2. Claims handling: " 3. Clarity of information:

f The cCOnSMer Wars given |RCormsch or
misleading indormatian during the
SAWS ProCess; #

f The warranty terms were ambiguouws or
were capable of being misunderstnod;

f The accredited business took toa long
to miador & decision an the daimg

The accredited business unfairty f ¥y canditians, such as servidng

v

The consusmer believed that the palicy
had been mis-zald becasse it failed to
cover thee repair of theirwehicle; and

The accredited business inetailer did not
proed de thee conswmer with the: relesant

iberature or infarmation.

C

declined the claimg and

The consumer disagresd with the
accredited business” independent

report, or sought their own repart which
was conflicting in its content.

requIrements, of excusians were not
made clear in the warranty; and

f Carcellation rights wene not made chear

o the oustomier.
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Vehicle Sales Code

e and used cars, 25 well as the supply of firance and warranties. Businesses accredited to

The Motor indestry Code of Practice for Vehicle Sales provides guidelines on the sale of bath ‘
the ¥ehicle Sales Code can be found on The Motor Ombudsman's Garage Finder, * m

WP RO OO
e

Kighor [rdusiry Code of Fractios for

Vehicle Sales

The Vehicle Sales Code covers the following principal areas:

o Advertising: i The provision of warranty products;
J The presentation of used cars fior sale; f The prosision of firamnce products
f Thee presentation of new cars for sale; f aftersales support; and

¥ Thevehicle sales process; ¥ complaints handling.

Hochanges werne made to the content of the ehicle Sales Code in 2017,

Accredited businestes 20 Trend v 2016

Comsumer Contacts 16,780 7,238 -
Early Resolutions 1z 13 -
Adjudication Cases sz 187 -
Final Decizions a7 ] -
Escalation Rate £ % -
Analysis:

The Motor Omibudsman saw 3 1332% increase werses 20156 in the rumber of customer contacts relating to vehide sales. When making a
COMmparsan year-to-year, the rise was significant as the Code was only lve for the last three manths of 2005 verses a full twelse-month period
im 00T, Howewer, the undertying causes of thisheighterssd demand for The Motor Ombudsman’s adjudication sersioe was due to the mew Code
respondingto the breaches in this area for the first time, it becoming more well known amongst consumers duse to PR and marketing activities,
aned wias abso the first Code of its kind to cover the new and used car market.

Theconsumer complaings relating to the Wehicle Sales Code that were seen during 2007 can be split into three main categories:

L. ¥ehicle quality: [ 2. Thesales process: [ 3 Used wehicle presentaticn:
J The wehicle experienced a fault shortly f Thee consumer was nok been given all f & consumer was nat given all of the
after purchase; | of the information that they neededta | relevant information about the wehicle's
'f The ta er believed a part failed muaike an infarmed decision about their histary;
prematurehy; and [t | W The carwas not praperty checked priar
#’ The accredibed busingss Failed to sdhere f Thcuﬁmflﬂf:dﬁ:t;ql'mﬂ-t:m f tnhan::mnandah: faults and /ar
o its obligations under coreumeer bw. P"'“'-“'-'Ih.m:m' buying | e -
i . | f The consumer was unhappy with the
| f T e termes of the canbract amd/or coredition of the whicle.
i suffickently clear.
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A4. Management of cases

Iri ness poinsa Eo thee grosing demand hor Thie Mioior (imbasdsman's
adyudication service, coupled with a continued commitmenit to
delreering case outoomes and responses within the shortest possible
timeframe, an expanded and more efficient atemnative dispute
resclution [A0H] team struchsne was adopted in 2017

Aswell as hining ome additioral adjudicator, thres oestomer service
advimors wene recnuited to fill newly-created positiones. They ane iow
the “frontline” of the dispute reschstion service, and are responsible
fior responding ko all initial telephone and e-mail conssmer contacts,
and toascertain whether the business that a consumer has rased a

HEAD OF CUSTOMER
CE & QUULITY

SERY

OMBLDSMAN -

dispute with is accredited to The Motor Ombudsman. In addiion, they
are tasked with recording the detals of a case, and completing all of
thee preparatory work before the case & passed to the adjudication
team. This helps to decrease the ime it takes for the case to be
reviewed and o deliver a fair and impartial outcome to a cstomer's
dispute based on the evidence presentbed.

HEAD OF CUSTOMER
SERVICE & QLIALITY

OMBUDSMAN

ADPUDICATORS (3]

CUSTONER SERVICE

ADVISORS (3]
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A5. Case studies - adjudication outcomes and final
decisions

Service and Repair Code cases

Consumer’s claim Adjudication outcome
. T'he adjudicator had to assess whather or
Vehicle age ,d -VE‘”",UM not the busness had exercised reasonable
Vehicle mileage 55,100 care and skl when completing the service
and whether fallure to do so had caused
Mr A took his vehicle to a business fora the fault Nr A was expenencing. As Mr
service. Five months tater, the cac had Awas not able to provide any evidence
to be recovered to another business 2sit confirming a loose sump plug followsng
had suffered a complete loss of ol The the service, the adjudicator had to assess
diagnasing garage found that the sumpplug  the case on a balance of probability if the
had come out, and, as a result, the turbo business had indeed left the sump plug an the
and engine lost ol Mr A believed that the afcrementioned condition

accreditad business who completed the

? I'he adjudicator felt that too much time and
service had failed to tighten the sumg plug

muleage had lapsed since the service had
correctly after the work. Furthermore, Mr been completed, and therefare, it is unikely

A expressec cancern that the service hac that the sump plug was left loose by the
been complieted by an apprentice without N .

a supervisor checking the quality of the
work which had been undertaien. As 2

business during the service. As such, the
complaint was not upheld in favour of the

CONSLAMET.
resolution, Mr A wanted the first business

. - Going forward, if Mr A & able to provide a
1o repair the vehicle free of charge

report from the business, or an independent
assessment confirming the status and

Response of accredited business :
condition of the wehicle, and that the car

The business was satisfled with the level of waould have been abke to complete the time
care and skill taken to do the service, anddid =~ 34 mileage it did with 3 locse sump plug
not believe that they could have caused the and without displaying ary symptoms, then

fault. This & because, dthey had left the smp  The Mator Ombudszman adjudicator would
piug loose, the vehicle wouoid have started reviow the case further
to Yase ol immediately and Mr A would have

had a fault light iBuminate on his dashboard.

Furthermore, the car would not have been

able to complets the 12,100 milles following

the service

The business also confirmed the tools used to

tighten the =ump plug, and provided evidence

to The Motor Ombudsman adpedicator that,

although an apprentice had comploted the

service, the work was camied out by a thard

year apprentice under the supervision of both

3 technican and a master technician who

qualty checked the vehide before returming

it to Mr A. The probable cause of the fallure

was therefore Skely to be external influence

or third party contact post the service
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Consumer’s claim

Vehicle age

Syearsold

Vehicle mileage 49,000

Ms C took her vehicle to a buaness because
it wouldn™t start. Upon iewvestigation, the

basiness diagnosed that the catalytic
eded
authorised the repair. However, after

collecting the car, it falled again. Having

conyertern

anging, and Ms C

party business
sz had
serter. Moreaver, in

taken the vehucie to a therd
Ms C learnt that the first bus

the wrong catalytic con

orderto fit t ng catalytic conwverter,
the component had to be cut and fittec
Ms C was therefore looking for a refund of

the mitial repaer costs, as well as the charges

Ted for the work carned out
third party business.

Response of accredited business

rst business stood by thew

Kle and prowicded suppo

mentation from their suppl ke
thatthep

fittod was indeed the correct
one. Being an fermarket component, it
cult to have this verfied by the

wehicle manufacturer, but the supplier had
confirmed the engine number and the whicke
registration, which demonstrated that the
part hitied was the correct companent

However, as a gesture of goodwill, the
business was willng to refund the costs
incurred if M= C returned the part, o it could
recoup their losses back fram their supplier,
should it be the case that the part was

faulty. Ms C rojected this offer and continued
to request 3 refund for both repairs and

compensation an top of thes

Adjudication outcome

Ihe adudicator assessed the compla
ertan if the business had breached the

rvice and Repar Code by failing to replace
thec
reasonable care and skl The adjudicator
was not presented with any ewdence

L2 HC converter wEnout oxe

tify

obligating the buziness to etther carry cut 2

paain e abov

;which could ju

repeat perfarmance or refund Ms Cin full, as

she would be entitied to, it the complaint was

upheld. Howewer, MsCc

written repart.

wid not supply a

Therefore, the agjudcator did not uphold

the dispute in the favour of Ms €, but advised

her that if she could supply the requred
informatan, the case would be reviewed

further, In adation to this, Ms C was advised

that even If this camplaint was upheld
she would only be entitied to a repeat

performance or a full refund, hut the business

was already willing to offer the refund. Ms C

wanted to be compensated for both repairs
but this would put M= C in 2 postion of

betterment which she was not enttied to
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Consumer’s claim
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108 LyPK cy
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the possibiity of 2

2 bus
tole

Ombudsman's final decision

boen aut

for both the service 2

out and h had been completed. No

ropair work had been undertaken without

1 It made mare sen

Yy asiinancia

MPLAINt was Not
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New Car Code cases

Consumer's claim

Vehicle age 3 years old

Vehicle mileage 29,000

Mr E bought a brand new car that was a convertible.
Following the purchase, Mr E discovered the material on
the sunroof had started to deteriorate. Given that the
vehicle was less than a year old, Mr E was adamant that it
had failed due to a manufacturing defect. Having arranged
an inspection of the vehicle at a business, the wehicle
manufacturer advised that there was no evidence of a
production cefect. The fault was therefore put down to

Mr E stowing the sunroof whilst wet.

However, Mr E abtained an mdependent assessment of
the wehide by 3 leather specialist who confirmed that the
sunroof was suffering from the ‘sandpaper effect’

a phenomenon attribated to material coming into
contact with one ancther and rubbing against each other.
This theredore caused the waterproof layer to wear away,
and in turn, resutted in premature wear. Mr E also provided
an independent assessment carried out by DEXRAwho
confirmed the previcus mdependent assessment, but
Instead of stating the sandpaper effect, the evaluation
referred to the fadure as 'chafing’. Therefore, Mr E
wanted the manufacturer to put the sunccof right
under the warranty.

Response of accredited business

The vehicie manufacturer reviewed the case and found that
as LEXRA had not confirmed there to be a manufacturing
defect with the sunvoof, they would not extend the warranty
to correct the faudlt,

The manudacturer interpreted from the DEXRA report that
rubbing during wet stowage was causing the isue. They

believed it was clear that during the ownership of the vehicle,

the roof care instructions in the owner’s manual were not
followed, and as such, they determined that there was no
endence of 2 defect. As a result, they stood by their initial
decision 1o reject the custamer’s warranty claim.

Adjudication outcome

Having assessed the case under the New Car Code, the
adjudicator accepted the DEXRA report confirming the
chafing ssue with the sunroof. The vehide manufacturer
had not been able to provide any evidence to the contrary.
The adjudicator did not accept the wehicle manufacturer’s
diagnosss of the cause being that Mr £ was storing the
sunroof wet, therefore resulting in the detenioration of the
material. DEXRA made no mention of this poirt and nor did
the previous independent report. Therefore, based an the
independent assessment received, the adpadicator awarded

a repair or replacement of Mr £'s surroof under the warranty.

The business rejected the adjudicator’s decision and
escalated the case to the Ombudsman for a final
decision who duly upheld the adjudicator’s outcome in
favour of the canmusmer.
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Consumer’s claim

Vehide sge

1 yearold

Vehide mieage

M3 F's brand new vehich

bat

pursue the complams 2g

Yy
inst the selier, but

2gainst the manutfacturer, on the bass that

ence

to The Motor
de, namely dause

pered your new car, It

siness's responsibility

od to the retaller s

wdaed whech wa

o the fault with the vehicle,

D unhiapey with the leves of

customer service from the

ecenve C
nanufacturer and the manner in which her

ant was handled. Ms F was therefore

compla

fara o

orao

DOKING e-month fing c payment

to be refunded, 3z well 2

for her time, stress ar

by the issues

Response of accredited business

I be vehicke manutacturer confirmed that

fe

weing on from their invest 0, the
breakdown provider’s repo
the battery had fatled due to an external

influence. This roport

fiMmedat

ed for and

Nooetheless, when the vehicle was booked

into 2 business for diagnostics and a repair,

the business offered a free of charge bs

tery
fx‘:’i.](t'f'b: ntasa E‘."Z[ ureoQ

intermzof the p

i STV

the Dusiness, there was 3 mmuncabo

breakdown. Ms £ assumed the case man

would refund a month's finance payment, but

there was no cad or e-mall log 1o confirm thes
H
the lew
prescnbx

vover, the manufacturer ac

er Servke
d standards and they there

ofiered a £100 voucher to sper

dealership a5 : sture af goodwi

Ms F dedined this«

Adjudication outcome

Ihe acudica

case n line

with the New Car Cod

to ascertain if there

Was 3 manufactunng

customer’s camplaint i redation to the
fault weh the battery 25 no evidence had

boon submitted 1o condirm that £ had faled

nflu

ces. Even § the adjudicatar was
to uphoid the complaint in favoar of the
consumer, Ms F was advised that she would

have only been enttled

D the remedy she
had aveagy boen ofered which she accopted

w
a
3"
8

ar or a roplacement battery.

n terms of th

customer service, the

ator accepted that it had fallen short
ted of the vehicke
urer. Ms Fwas advised that this

complant was logged against the business

and was sometheng that TNO w

conbowue

tor. Ms F was oqually ir
1 the adjuchcat

a financial award against

ormeda that

service as this goes beyond The 8
Ombudsman's remit, the goc

s reazonable n tht
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Consumer's claim
Vehicle age 1 yearold
Vehicle mileage 730

Mr G purchased a new vehicie in Decemmber
5. Shortly after the sale, Mr G's froot

suspension falled without warning,
resulting in 2 loss of control and ansmpact
with some parked cars. He also experienced
a minor Injury and sufficent damage to
render the car a total loss. Asubseguent
DEKRA inspection described a heavy impact

anc acverse anw syles as bew

gto

blame. Mr G did not see anything in the
road or any debris which could have caused
the problem. He bebeved that the falure
was due to a manufacturing defect, and
was angry that his driving had been
criticised. and had lost cver £1,500 worth
of depasit. Me G was therefore seckong a
refund of the depesit, an apologyancé a
compensatory g

Response of accredited business
The wohicle manufacturer responded to
explain that they were unable to sttnbute
the incxdent to a manufacturing issue as no
evidence of a defoct had boen provided

Fhe conclusion of the DEXKRA report was that
there were no indications of any component
fadlure. As the insurer had not reported any
concerns of a marefacturing nature, they
were unable to accept responsibility and
consadered it to be a matter for Mr G's insurer

Adjudication outcome

The adudicator didn’t uphoid the complaint
In favour of the consumer. He referred to the
technkal evidence which he felt was unclear
on the cause of fallure, and due 1o the car

no longer being avaiable, there was no way
to acquire aryy further technical data, The
adwdicator nated that Mr G accepted it was
an external influence and therofore couddn't
uphold the complaint. Mr Gwas unhappy
with this, a5 he believed there had been a
producton issue with the part and that the
DEKRA engnoer s version of events was

not credible. He therefare requested a final
decision from the Ombadsman.

Ombudsman’s final decision

Like the adjudcator, the Cmbudsman did not
support the customer's complaint. To her, the
strongest evidence was the DEKRA report,

as 2t s independent and expert evidonce

This firmly concluded that the cause of the
fallure was a severe impact, and, akhough

it didn't provide an explanation for how the
impact ocourred, there was no indication
that any other cause was Skely. The irsurance
assessor also ayeed that £ looked like
Impact da ‘.agr:

I'he Ombudsman could understand MrG's
frustration, as his driving was being called
into guestian and he had provided evidence
to show he had a lot of experience with
vehicles and driving, However, a5 all the
technical ev dcntohxggc',:cc that the vehicle
had not fadled because of the manufacturing
defect, the warranty wouid not apply and an
award could nat be made to the consumer.
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Vehicle Sales Code cases

Consumer's claim

Vehicle age Joyearsold

Vehicle mileage 37,000

M3 H purchased a used vehicle, bat had to returm the car to the
trader within two months due to faults relating to central locking
and water ingress. Although the water ingress issue was resolved,
the central locking peablem remained cutstanding, and a further
problem was found with the ABS. The business advised Ms H that
it would cast £1,370 to replace the ABS, Having lost faith in the
vehide, and with the business falling to complete the repairs, Ms H
sold the car and suffered a fmandal boss as 2 result. Ms H therefore
wanted the business to reimburse her for the financial loss she
suffered as a result of them selling her a fauity vehicle,

Response of accredited business

The business stated that Ms H went against thesr advice and refused
to take out an extended warranty to protect hersedf in this kind of
situation. Upon further investigation of the sswes reported by Ms H,
the business learnt that the wehicle had faled not only because of the
ABS, but the brake control modulator was equally at fauk.

Despite not taking out the warranty a5 advised to the customer, the
business still offered Ms H a gesture of goodwal in the farm of 2 25%
contribution towards the cost of the repay. However, upon leaming
that Ms H had disposed of the wehicle, they offered her an oquivalont
cash refund

Adjudication outcome

Having assessed the case in full, The Motor Ombadsman adpadicator
did not feel the business had compled with the Vehicle Sates Code,
whereby they are obliged to ensure goods are of satisfactory quality
and that they do not diminish ther legal responsibiity

The fact that the business kept referring to the lack of warranty in
thiz case was concerning as Ms H was clearly retying on her consumer
rights. Therefore, upan receiving confirmation that the ABS module

and brake control modutator caused an smhorent failure of the vehicle,

the adjudicatoc rded that this was in broach of both the Code and the
Consumer Raghts Act 2015,

As such, Ms H was entitied to a free and full repair. Although Ms R was
na longer in possession of her wohicle, the adjudicator felt it would

be fair to put her in the posttion she wouldd have boen in had she
received the repair. Therefore, the adudicator ruled that the business
converted the full cost of the repar into a cash refund. Both parties
acceptod the remedy and the case was closed
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Consumer’s claim

Vehicle sge

Vehicle mileage

o replace the

clerer

he vehicke marafactu

15 to the fault, the business advised t
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nowil
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Adjudication outcome

e agamnst The Motor O

the adjuccator was no

evidence confirming Mr J had ordered gemane parking

ensors. Without this smlorma

d that thes

ot recened any c i 1 redatzon to them, the
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Consumer’s claim
Vehicle age 2 years old

Vehich

unt the nature

e vohicle cuning her c

provisionaily propased three options for 2 rem

with value they felt was tar

er

tax

the la 2 price reguc 10 0o ue
quaity, and was therefore looking for a replacement to the Incorvenience thes stuation had caused her, and the dealership

sald they would offer £5,000 to buy back the vehick

Response of accredited business

say that whilst they accepte

¢ pro or warranty

with the ex

Adjudication outcome

'he Motor Ombudsman adjudicator upheld the consumer’s
complaint. She thought that customers woulkd not expect a brand new
car to expenence so many problems, and therefore recommended a

refund for the carmi
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Vehicle Warranty Products Code cases

Consumer's claim

Vehicle age & years old

Vehicle millesgs 121,000

Response of accredited business

he warranty acgministrator condirmed that
" had a policy or mecha N
anly. The business provided the terms and

ondtions of the pol
suppied he Motor On

commurcabon [og

with the clagnosir

Adjudication outcome
Ne 20K

st The Motor Omix

the adpudicator wousd revew t

case turther.

48



The Motor Ombudsman Annual Report 2017

Consumer's claim

Vehicle age A years old

Vehicle mileage 56,000

Mr N tock his vehicle into a dealership due to a problem with the
sunroof. They inspected it and assured NMr M that the repaic would
be covered under the wasranty. However, upon contacting the
warranty adminestrator, he was advised this favlt was not covered,
23 the component in question was the sunroof trim, which is
excluded under the policy.

Mr M dizagreod wath this as the issue in question was the sunroof
mechanism, and its fallure would therefore be part of the warranty
which covers mechanical breakdown

Response of accredited business

he warranty administrator reiterated that Mr M's policy only
relates to mechanical breakdowns. However, the diagnosing garage
confirmed the fault ta be wieth the trim, which had no relatson to an
electrical or mechanical fadure

In response to Mr M's desatsiaction, the warranty prowvder instructed
an independent assessor who confirmed that the faults related to the
side trimes, and pointed cut the exclusion dauwse in the warranty policy
document stating that trims are indeed not covered

Adjudication outcome

F'he Motar Ombudsman adjudic ator was not presented wath any
supparting evidence to the contrary of that which was made available
to the business and the independent assessor, As warranties are a
legally binding contract, the adjudicator reiterated that the terms
ard condtions of the wamranty would apply. Without any evidence to
corroborate Mr M's contentians or which was contrary to that of the
business and the independent assessor, the adjudicator could not
wphold the compiaint in favour of the consumer

However, if Mr M was able to supply any evidence confirrmng the
sunroof mechanism had falled, the case could be reviewed once
again by 'he Motor Ombudsman.
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Consumer's claim

Vehicle age 9 years old

Vehicle mileage 51,000

Mr N's suspension o

53, Mr N was unable to get through
amranty admnistrator to report the

probiem, and did not recedve a response to

The business confurmed that the sensor
anty, bat MrN
reque sted that the warranty administrato

paia for the repair under Mis poacy.

Response of accredited business

onfirmed

The wama administrator

that the sensorwas not listed s erec

component in the warranty and referred The

to the terms

ever, the business 2lso accepted t

ort of the usual standards of
ervice, and subsequently offered

to repar the sensor

Adjudication outcome

Ombudsman adjudicator was

consader two aspects n this ca
the warranty contract

n terms of the sensor which had faded, and

secondly, the poor custamer service

n redation to the warranty claim stse¥, and
based on the terms and condtions presented
which coofirmed that the sensorwas not
covered, the adjudicator was not able to
uphold this aspect of the complaint in favour

of the consumer

However, the adjudicator did recognise

he warranty admunstrator had not

demonstrated 2 high level of customer
nd advised Mr N that this will be

against the busness

financial awarnds, a recammendatiorn

FO0aWEI was made which was accopted

try Mr M in full and final settiement of
the complaint
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Consumer’s claim

Vehicle age _Tyears old

Vehiclemileage 111,985

Mr O purchased a used vehicle in 2015 with 75,000 miles on the
clock. At the point of sale, he also took out an extended warranty
which woedd cover the cost of any major mechanical faults fora
period of three years. The car had a full service history, whichMrO
continued to maintain during his ownership. In Aped 2017, there was
2 sudden noise from the engine, and it subsequently shut down.

The car was recovered to a local garage who contacted the warranty
compasy for the authonsation of diagnostics. The diagnosis was
authorised and they discovered that the catastrophic and sudden
engine failure had been caused by a faulty big end beanng, which
led to the connecting rod ‘banging' against the crankshaft. Mr O
was told that this wasn't normal wear for a well maintained engine,
but the warranty company's assessor contluded it was wear and
tear, and the claim therefore wasn't covered by the policy. MrO
instructed his own engineer who said the bearing had failed due

to a localised lubrication failure, meaning that it was sudden. Mr O
therefore wanted the warranty company to pay for the cost of his
claim.

Response of accredited business

The warranty company said that due to the extont of the damage,
they instructed an independent azsessor to look at the vehicle. They
concluded that the failure was caused by wear and deteroration, and
therefore wasn't covered under the terms of Mr O's agroement. As the
fadure was not 3 sudden mechanical breakdown, the chaim could not
be authorised by the warranty adminstrator.

Adjudication outcome

The adpdicator upheld the complaint in favour of the consumer. The
warranty company's assessor had conduded that the wear to the
bearing was mast likely caused by poor all quality or a fow ofl level,
but the wehicle also had a full service history in-kne wath the vehicle
manufacturer’s specifications, so this seemed unikely. Additionally,
no explanation had been provided for why one bearing had worn to
=uch a large extent, but the cther five bearings had not. As such, the
adyudicator saki the claim showld be paid. The wammanty company
disagreed as the bearing was still worn, regardiess of the cause

of this, and £ it was prematurely wom, this would mast likely bea
manufacturing defoct which was also not covered.

Ombudsman's final decision

Fhe Ombudsman's final decision supported the adjudication
outcome. Whilst the bearng was worn, Mr0's assessor belioved this
to be due to the ol supply being interrupted - meaning it hadn't been
subject to normal wear and tear and its condition would be the result
of a sudden fault. As such, it was mportant to look at the cause of the
wear. In doing so, Mr O assessor's opinion was more credible because
the wehicke had a full service history,

This however cast doubt on the warranty company's assessor and
their conchusion that the bearing had failed due to poor maintenance.
Additionally, 2 sisdden failure seemed logical in explaining why only
one bearing had fallod and the other five were in excellent candition
The warranty company was instructed to assess the consumer's claim
and to pay Mr O up to the limits of the policy for the repair. 8cth parties
accopted the Ombudsman's decesion and the case was closed.

51



Contact

Write to us:

The Motor Ombudsman
71 Great Peter St
London SW1P 2BN

Call us:

Information Line: 0345 241 3008

E-mail us:

business@tmo-uk.org
Find us:
Web: www.TheMotorOmbudsman.org

Follow us:

@Motor_Ombudsman

n www.facebook.com/TheMotorOmbudsman

Linked m https://uk.linkedin.com/company/the-motor-ombudsman

52


http://www.themotoromb/

