
Digital 
Directions

P A R T  T W O

Realizing Your Digital Journey

alfasystems.com/dd2
Asset finance industry research conducted 
in partnership with Asset Finance International and Clarity



FOREWORD

INTRODUCTION

Key Findings

TACKLING THE SKILLS GAP

EXPLOITING DATA

GDPR

Data Analysis

Third Party Suppliers

 BUILDING INFRASTRUCTURE

Equipment

Fleet

Retail

THE WAY AHEAD

Five Actions 

CONCLUSION

Contents

3

4

6

7

10

12

13

14

16

18

19

20

22

25

26



3

Foreword

The asset finance sector, in common with the industries it 
serves, is experiencing a period of rapid and transformative 
change, driven by advancements in technology which have 
led to the emergence of the sharing economy and a new 
focus on usage rather than ownership. 

Our first Digital Directions report, published in 2017, 
explored leading industry opinion on how digitalization was 
changing asset finance.

In this follow-up, produced in association with Clarity and As-
set Finance International, we’ve looked more closely at where 
companies have reached in their digital journey, and at some 
of the roadblocks they are encountering along the way. Some 
have rethought and reset their goals and operations, while 
others remain committed to the traditional approach. 

Our aim is to pinpoint the optimal strategy for those com-
panies reluctant to embrace new ways of working, and to 
analyze how organizations are overcoming the challenges of 
building an infrastructure, getting the right skills in place, and 
exploiting data. 

Digital Directions 2 draws on a significant body of research 
and insights from across the retail, fleet and equipment 
finance industry. You’ll see how each segment is responding 
to digitalization, how they differ and where they’re the same; 
ultimately understanding where we are collectively on the 
digital journey - and what we need to do to stick to the path.

We hope you find the report enjoyable – and food for 
thought. 
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In August 2017 Alfa 
conducted its first 
Digital Directions 
survey, which 
investigated the 
extent to which asset 
finance organizations 
are embracing and 
adapting to the rapid 
digitalization of the 
industry.

The research identified five steps that 
finance organizations needed to take in 
order to ramp up their digital strategy. 

Introduction
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One year on, we conducted a follow-up survey that examines the state of play across the 
retail, fleet and equipment finance sectors, concentrating on the three most critical and 
intricate areas of tackling the skills gap, exploiting data and building an infrastructure.

We also interviewed a series of industry leaders for their expert opinions, and included 
insights from the 400-plus delegates and presenters at the 2018 International Asset Finance 
Network conference.

This report identifies how far organizations have travelled along the path to digitalization, and 
assesses how their approach to technology is aligning with corporate objectives and affecting 
their business roadmap. 



The first question we asked was whether respondents felt their organization was progressive 
and digital, or a more traditional company.  There was a substantial discrepancy between 
the fleet sector, which described itself as largely progressive, and the retail and equipment 
sectors, both of which bore a significant majority who view themselves as traditional.

Key Findings – Progressive or Traditional?

42% 58%
PROGRESSIVE TRADITIONAL

Retail

Fleet

Equipment

75% 25%
PROGRESSIVE TRADITIONAL

30% 70%
PROGRESSIVE TRADITIONAL

My organization has a clearly defined, 
coherent digital strategy that is aligned 
with the overall corporate objectives.

92% 50%
PROGRESSIVE TRADITIONAL

My organization has identified the 
types of third party data that are likely 
to provide the most valuable insights.

59% 32%
PROGRESSIVE TRADITIONAL

Our leadership team includes an individual 
who can combine business/marketing 
understanding with tech expertise.

89% 56%
PROGRESSIVE TRADITIONAL

This split has gone on to inform the report 
fundamentally.  Perhaps unsurprisingly, 
progressive companies answered more positively 
on all subsequent questions. They were far more 
likely to have a clearly defined digital strategy 
that mirrored their overall objectives, and to be 
using the technology at their disposal effectively.  
However, there are signs that traditional 
organizations in the other sectors have recognized 
their technological limitations, and are taking steps 
to address them - whether through recruitment or 
establishing third party partnerships.

6

Are you progressive or traditional?
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Tackling the Skills Gap

In the first Digital Directions report, 60% of 
respondents considered the digital skills gap a 
significant organizational challenge.

So, we asked if the growing adoption of digital solutions meant there had been a need to 
recruit staff with different skills. Both progressive and traditional companies indicated that 
they had done this; in equipment (64%) and retail (87%), while the figure for fleet companies 
was 100% – demonstrating its strong commitment to adopting digital solutions wherever 
possible.  

Andy Follows, MD of Aquilae and 
former CEO of Tesla Financial Services

“We need to focus on 
the fundamentals of 
purpose, culture, strategy 
and capability if we are 
to close the skills gap. 
However, the culture of 
many organizations is 
preventing them from 
achieving this goal.”

However, none of the respondents have 
found it an easy process, with 44% finding it 
‘hard’ and 30% ‘very hard’ to recruit staff with 
the new skills needed. 

For example, at the 2018 International Auto 
Finance Network conference, Sean Carney 
of rewards specialist McLagan offered some 
insight into this challenge, explaining that, in 
general, financial services pays better than 
technology companies but still struggles to 
recruit.  “It transpires that, for workers with 
a technical skillset, salary – providing it is 
fair – is less important than recognition.” This 
suggests that being valued is the key driver for 
this group of employees.
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Acknowledging that there is 
a gap in the skills required, 
what are the new digital 
skills that respondents are 
looking for in prospective 
employees?

General digital awareness

Data science

Machine learning/AI

Other emerging technologies

Traditional IT skills

Other

78%

70%

62%

47%

28%

5%

However, this still leaves 
approximately a quarter 
of respondents who 
reported that they didn’t 
believe this was the case 
for their companies – and 
a considerable portion of 
the market who lack digital 
understanding at both high  
and middle levels.

“The change of pace today is cruel.  There 
are a large number of people in the workforce 
who are finding themselves displaced - too 
old to be digital natives and too young for 
retirement.  Closing the subsequent skills gap 
is the big issue facing our industry and must 
be addressed holistically.” 

Andy Follows, MD, Aquilae

Middle management’s ability to deliver new digital initiatives:

86% 75%
PROGRESSIVE TRADITIONAL

Retail

89% 67%
PROGRESSIVE TRADITIONAL

Fleet

82% 53%
PROGRESSIVE TRADITIONAL

Equipment

Looking at middle management’s ability to deliver new digital initiatives, the results are 
reversed, with retail leading the way - 86% of progressive and 75% of traditional companies 
replying in the affirmative.  For equipment the result was 82% and 53% respectively, and for 
fleet 89% and 67%.  

Although recruitment remains a challenge, 71% of respondents said they have a digital leader 
on the management team who can combine business/marketing with technical expertise. Fleet 
is ahead of the game in this respect, with 100% of both progressive and traditional companies 
filling this role.  This is an area where OEM and retail, in particular, could take action.
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Recruiting staff with the desired skills is difficult, and 
retraining existing staff takes time. We asked if finding 
technology partners in the sector can help bridge 
the skills gap instead, but only 34% of respondents 
reported that they had adopted this approach.

Perhaps the advent of artificial intelligence and 
machine learning could bridge the technology gap?

One global OEM we spoke to 
is addressing its skills gap by 
actively seeking out new talent 
on college campuses, even going 
as far as establishing offices in a 
number of US universities.

Interestingly, very few traditional fleet companies envisage a time when AI or robotic process 
automation will replace staff, whereas traditional equipment and retail see things differently.  
Indeed, no traditional fleet company said it is already pursuing the use of these technologies, in 
contrast with traditional equipment and retail. However, on the progressive side, 100% of fleet 
companies are actively considering more automation. 

Of the 65% of all respondents who said they could foresee a time when technology such as AI 
and automation could replace staff, 54% felt this would happen in the next five years (perhaps 
with just cause, as 69% had confirmed that their organization was actively pursuing these 
technologies).

As organizations search for the best personnel and technology to solve their digital 
requirements, the skills gap remains a challenge - particularly at high and middle levels.

The more traditional companies will need to achieve a cultural shift if they are to keep 
pace with their competition. There needs to be an appreciation in senior management of 
what digitalization really is and of the opportunities it presents, in order to foster a more 
innovative mentality.   

In the future, companies will need to be ready to accept fundamental changes, brought 
about through greater automation and the use of AI tools which have the potential to 
replace some of the current roles in the workplace.

Tackling the Skills Gap: Summary
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Exploiting Data

Data is often described as ‘the 
‘lifeblood of digital’. In the 
first Digital Directions report, 
exploiting data was identified 
as a critical step in ramping up 
digital strategies, so we asked how 
organizations in the asset finance 
world were collecting and using it.

58% of respondents felt that they were able to collect data 
comprehensively across the customer journey, yet only 10% of 
respondents felt there were no gaps in their data collection.
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Chris Ballinger, Chairman, MOBI (Mobility Open Blockchain Initiative)

“It is not the volume of data which is important 
– it is the relevance.”

What are the gaps 
in your collection 
of data during the 
customer journey?

Asset usage data

Customer activity at end of contract

Data collected at point of sale

Details of online customer research

Asset disposal and remarketing data

57%

54%

53%

51%

29%

Data volumes are growing exponentially, and we are 
also seeing a marked rise in non-traditional customer 
data sources, such as data from social media profiles, 
online search activity, and point of sale.  

Of our respondents, 55% said they hadn’t started using 
non-traditional data yet, but 26% reported using social 
media data and 24% are using data sourced through 
fintech solutions that ease its capture.

90% of the data in the 
world has been generated 
over the last two years.  
Forbes, May 2018
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General Data Protection Regulation (GDPR)

The GDPR may not be attracting the same number of headlines it was at the beginning of 
2018, but we were curious to know if it was still uppermost in organizations’ minds and if it 
was informing what they were doing with data collection and permissions.

43% were worried about the implications of the GDPR when collecting personally 
identifiable information, but 73% said they still collected the same data as they were doing 
before the legislation. This was quite consistent across the sectors, although the numbers 
were higher among the progressives. 

Anonymized responses on GDPR:

“We are being very cautious in what is collected and have a 
lot of attention on getting this right within the GDPR rules.”

“There is confusion on continued opt-in for repeat 
customers, plus issues around older systems.”

“GDPR has little impact if managed correctly. The work was 
in preparing properly for the legislation and in monitoring for 
compliance.”

“GDPR has closed off historic customers from remarketing 
opportunities.”

Percentage of companies that collect the same amount of data post-GDPR, as they did before 
the new regulation:

72% 87%
PROGRESSIVE TRADITIONAL

Retail

75% 66%
PROGRESSIVE TRADITIONAL

Fleet

86% 63%
PROGRESSIVE TRADITIONAL

Equipment
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Collecting the right data is one side of the equation, but being able to turn what’s been 
collected into insights that inform your decisions is where data adds genuine value.

When asked about how comprehensively companies are able to collect data across 
the customer journey, there is no strong message from any sector - although, on the 
whole, progressive companies are faring better. What is clear is that none of them 
feel they are completely successful at this, as even the most progressive organizations 
recognize they could probably collect another 20% of data from the customer journey.                                                                

When asked if data was readily available or easily sharable in their company, only 28% agreed 
it was, but when asked if they had the tools required to analyze the data they had access to, 
31% of respondents agreed and 14% strongly agreed that they did. However, 58% felt they 
lacked tools to utilize the data they collected.

40% felt that there were data scientists and business experts within their company who 
were skilled at delivering insights.

Asked whether their organization had a strong culture of using data to learn more about 
customers and optimize processes, 34% strongly disagreed.

Of those able to analyze data and gain insight, 64% either strongly disagreed, disagreed 
or were neutral that their organization acted upon this data. That means that only 36% of 
companies are currently actioning the insights gained through data collection and analysis.
Data is often referred to as the ‘new gold’ but, as with anything precious, the key is to  
convert it into profits. Companies need to change their approach to data and see it as  
their greatest asset.

Crucially, it appears that the most progressive organizations are those who claimed to have 
proficient data collection and analysis systems in place before adopting technology to 
upgrade their data sources and manipulation.

One survey respondent cited the example of an equipment manufacturing 
company that began fitting telematics devices to products 10 years ago. Customers 
were suspicious initially, but now those same customers complain if they have 
a breakdown, saying telematics data should have prevented it by scheduling 
maintenance or effecting a repair.

Data Analysis

The top tool for data analysis was still Excel, with 83% reporting they used it to 
analyze customer data. Of the other tools in use, these are the three most popular:

Data visualization tools (e.g. Tableau, QlikView)

SAS or equivalent

Crystal Reports or equivalent

1

2

3
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What about data and insights that can be gleaned from third party suppliers and partners, such 
as asset manufacturers?

Firstly, are these third party suppliers and partners willing to collaborate and share the data 
produced by the asset?

A third of respondents strongly agreed that asset manufacturers were willing to collaborate. 

So which sectors are addressing digital strategy by partnering with technology companies?  For 
equipment, a majority of both progressive and traditional are working this way, while for fleet 100% 
of progressive companies and only a third of traditional companies responded positively.  Perhaps 
most striking is that 88% of traditional retail companies have partnered up – maybe demonstrating 
their awareness that this is an issue they need to address speedily, and/or that they lack the ability 
to undertake it independently.

Retail has embraced partnerships more eagerly than the other sectors, so it is not surprising that 
they also feel they have identified the types of third party data likely to provide valuable insights. 
71% of progressive retail companies said as much, compared to 55% for equipment and 56% for 
fleet - although this wasn’t the case with traditional companies, where the figures were 38%, 33% 
and 0% respectively.  This is an area in which fleet appears to be dragging its feet a little.

Third Party Suppliers

What types of third party data provide the most valuable insights?

Having access to accurate product pricing calculators

Use of OEM data to build/configure asset, joined to the financing process

Use of proof document scanning for data capture

Use of mobile device camera/video capture for ID/verification

Use of address verification/bank verification/company verification services 

76%

68%

64%

60%

56%

But securing continued access to this data is a key concern industry-wide. We wanted to know if 
respondents felt that industry lobbying initiatives were being effective in addressing this. Generally 
speaking they were not viewed positively, with 81% of equipment, 77% of fleet and 86% of retail 
companies feeling more could be done, and no real difference between progressive and traditional. 

Andy Follows, MD, Aquilae

“Blockchain and related trust-enhancing technologies 
are poised to redefine the automotive industry and how 
consumers purchase, insure and use vehicles.”
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“We are now using telematics extensively to add value 
and enable personalization of our messages to promote 
loyalty and retention. We are investigating how we can 
exploit the monetary opportunities from outsourced 
services and data collected from cars.” 

Miguel Cabaça, MD, Arval

Exploiting Data: Summary

The majority of respondents are beginning to collect data comprehensively, or at least seeing 
the need to do so.  However, none of them felt that they had succeeded in collecting all the 
data available to them, and many identified more than one area where they felt they had gaps 
in their data collection.

What’s more, many of them felt they were not using the data effectively and needed better 
tools to analyze what is collected. In addition, many admitted that they didn’t always act on the 
insights gathered.

There is still plenty of room for improvement across all sectors, although progress is being 
made. Companies need to recognize the competitive edge of collecting and analyzing data and 
then making sure that those insights are acted upon.  

With the market for advanced data analysis flooded with options, it is paramount that 
businesses conquer longstanding data inefficiencies before attempting to upgrade.   Needless 
to say, those who are slow to take advantage of these new technologies will soon start to feel 
the effects as they fall behind.
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Building Infrastructure 

We asked, “What is limiting the adoption of 
digital tools in your business?” 

Although cost is a barrier, the two clear areas that outscored all other options were 
organization culture (64%) and people (55%).
If the culture of an organization and its staff were blocking the adoption of new technology, we 
wanted to know how businesses acquired the relevant technical capabilities.  This was fairly 
evenly split between in-house (32%), outsourced (30%), and a combination of the two (38%).

With only 22% saying they had never outsourced any part of their digital requirement, it is clear 
that the large majority have used third parties to some extent.

We then investigated whether that outsourced skill set included digital and fintech partners. 
For the most part the response was positive, with 27% in agreement and 48% partially so. 

What about partnerships and systems that can optimize the customer journey? 
We selected two areas of focus:  

Accessing auto finance customer activity prior to visiting the dealership, 
collecting data about online search activity and seeking approval for 
finance 

In-life communications, where data about how customers are using the 
asset is relayed to the supplier or finance provider, who in turn are able to 
make customers  aware of additional products and services.

1

2
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For many of our contributors, the ideal infrastructure would 
offer a seamless journey from the initial online consumer 
research to final purchase from a dealer, ideally having been 
up-sold by the sales representative. There seems to be a 
culture of dealers obliging the customer to retread some 
of the steps they have already taken online - perhaps in the 
mistaken belief that they are protecting their own position.

Miguel Cabaça, MD, Arval

“Arval sees partnerships with fintechs 
as a way of continuing to deliver 
customer satisfaction in the future.” 

Anonymized responses about where they see opportunities for developing 
in-life services:

“Vehicle servicing, insurance, asset protection”

“Automated scheduling of vehicle maintenance, vehicle collection and delivery”

“End-of-contract and renewal processes, as well as customer self-serve”

“Predictive service intervals, pay-as-you-use, consumables”

“End-of-life management of asset finance agreements”

We review customer activity 
online ahead of dealer visits.

24%

We review in-life 
customer activity.

14%



18

Which areas 
are equipment 
organizations 
digitalizing?

Apply for finance online

On-boarding (risk assessment, eContracting)

Dealer systems

Contract maintenance (customer self-serve)

Pre-approved online

Prospect online

Payments online

Point of sale (buy online)

360-degree view of the customer

Contract variation (customer self-serve)

End-of-contract and renewal processes

Joined up with end of contract and renewal

Online part-exchange valuations

60%

60%

40%

35%

35%

30%

25%

25%

20%

15%

5%

5%

5%

Equipment

Which areas, if digitalized, offer the greatest value?

4

APPLY FOR FINANCE 

ONLINE

44% 43%
CONTRACT MAINTENANCE 

(CUSTOMER SELF-SERVE) 

5

2

END OF CONTRACT AND 

RENEWAL PROCESSES

48% 47%
ON-BOARDING  

(RISK ASSESSMENT ETC.) 

3

49%
360-DEGREE VIEW OF 

CUSTOMER

1
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Which areas 
are fleet 
organizations 
digitalizing?

Authorization by client

Invoicing

Quotation system

Car selection

Ordering

Mobility services

Broker systems

VED renewal

Driver monitoring/telematics

Motor Insurance Database (MID)

Updating on delivery

Dealing with SMR suppliers

Delivery/key-for-key exchange

SMR events

Workflow around all

360-degree view of customer

Accident reporting

Monitoring the car

66%

66%

66%

58%

58%

50%

41%

41%

33%

33%

33%

25%

25%

25%

25%

16%

16%

16%

Fleet

Which areas, if digitalized, offer the greatest value?

4

360-DEGREE VIEW OF 

CUSTOMER

8% 8%
INVOICING 

5

2

QUOTATION SYSTEM

25% 17%
AUTHORIZATION

3

33%
WORKFLOW AROUND 

ALL OF THE ABOVE

1
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Which areas, if digitalized, offer the greatest value?

4

ON-BOARDING  

(RISK ASSESSMENT ETC.)

10% 9%
POINT OF SALE  

(BUY ONLINE) 

5

2

PROSPECT RESEARCH

23% 19%
PRE-APPROVED ONLINE

3

24%
APPLY FOR FINANCE 

ONLINE

1

Which areas 
are retail 
organizations 
digitalizing?

Apply for finance online

On-boarding (risk assessment, eContracting)

Payments online

Dealer systems

Point of sale (buy online)

Pre-approved online

Contract maintenance (customer self-serve)

End-of-contract and renewal processes

360-degree view of the customer

Contract variation (customer self-serve)

Joined up with end of contract and renewal

Online part-exchange valuations

Prospect research

52%

52%

47%

42%

42%

42%

21%

21%

15%

15%

15%

15%

15%

Retail
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Although the results point strongly towards progress being made since our 
original survey, 64% of respondents worryingly felt that the culture of the 
organization itself was limiting the adoption of digital tools.
Companies who  foster a culture of innovation and adaptability
are likely to have advantages going forward.

Perhaps that’s why a high number of respondents reported that they were
collaborating with digital partners - particularly with fintechs.

Fintechs have the solutions which allow companies to join up the offline
part of a customer’s journey with their online experience. They also
have the innovative mindset needed to spot new opportunities. One
example in the auto finance world comes from US start-up Fair, founded
by George Bauer, former BMW Group Chief Executive of Global Financial
Services, which is rolling out a used car finance app that connects
customers with dealers’ approved used car stock online.

Building Infrastructure: Summary
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The Way Ahead  

The results of the survey demonstrate a clear 
divide between the progressive companies who 
have developed a digital strategy and the 
traditional companies holding on to old ways of 
working, which may have served them well in 
the past, but now present a risk of missing out 
on new opportunities. They understand the 
tools and skill sets that this change will require, 
but there is still some way to go before they 
succeed in moving digital solutions to the center 
of everything they do. 

Corporations who stand still will lose out as more customers move online to research, pay 
for and manage the assets they use.   There needs to be a move towards viewing technology 
companies as friendly, and embracing the innovations they bring to the market. These players 
are providing the kind of on-demand services consumers expect, as evidenced by the keen 
uptake of trends like ridesharing. 
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Mike Randall, Simply Asset Finance

“For your workforce to keep 
the faith, you might well find 
yourself making very difficult 
decisions, perhaps even 
having to let go some of your 
best performers.”

Chris Ballinger, Chairman, MOBI

“Today half the staff are 
stepping up to the digital 
challenge, the other half are 
content to look out of the 
window and watch the traffic 
going by. This is a normal 
self-selection process. 
Therefore, by default some 
staff are making themselves 
more expendable.”

For organizations seeking to become more 
adaptive and innovative, cultural change 
is often the most challenging part of the 
transformation. Innovation demands new 
behaviors from leaders and employees and 
these are often antithetical to corporate 
culture, which is historically focused on 
operational excellence and efficiency.

Moreover, the analysis, and particularly 
the one-to-one interviews that we used to 
supplement the survey, confirms that change 
cannot be achieved by a top-down mandate. 
Companies today must find a way of making 
sure change lives in the hearts and minds of 
their employees.
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Internal Innovation at BNP Paribas

In 2017 BNP Paribas launched its Innovation Booster 
program, a strategy devised to support young 
‘intrapreneurs’ in pursuing internal projects of their own 
invention.  The idea is for entrants to experience a project in 
start-up mode, hoping to be chosen for development by the 
management team:

BNP says the goal of the Innovation Booster is to 
facilitate the process of generating ideas, drive 
reflection on innovative concepts and then develop 
the most promising ones. Junior employees are the 
originators of innovative propositions, resulting in 
business change that may not have been conceptualized 
via a standard top-down model.

Idea generation: Three days of collaborative ideation 
within teams

Incubation: Five ideas selected, and worked on by 
voluntary employees

Prototyping: Three projects presented to top 
management and worked on for an extra two months

1

2

3
Our survey also shows asset finance 
companies are adopting different 
attitudes towards the data they 
collect. Those who class themselves 
as progressive are more likely to 
be using the customer data they 
receive at the beginning and end 
of a contract to manage loyalty 
and reduce the duration between 
purchases.   Increasingly, they are 
also looking to collect information 
about how customers are using 
the asset, which is critical for the 
transition into providing mobility 
services in the future. 

One area that the survey highlighted early on was that organizations across the sectors 
have not embraced broader digital networks such as the MOBI blockchain initiative, 
with only 13% reporting that they are members. Wider collaboration is a good way of 
keeping abreast of the latest developments affecting the industry, raising the company 
profile and informing the organization’s strategy.

Opening up to new ideas and 
accepting that they may come 
from unexpected sources is a 
crucial concept for the more 
traditional companies to accept.  
Progressive organizations realize 
that innovation could just as easily 
come from the more tech-savvy 
younger employees and, rather 
than insisting on a top-down model, 
they are actively encouraging 
lateral thinking and challenges to 
the status quo. This can be seen 
in initiatives such as BNP Paribas’s 
incubator, where reverse mentoring 

However, both traditional and progressive companies are finding that building a digital infrastructure is 
challenging. Culture plays a large part in this, with companies looking to third party partnership as a way of 
developing the necessary skills and solutions.

Whilst some companies across the three sectors are embracing digital and the transformative opportunities 
it represents, there are also many who are not adapting as quickly. For example, a large majority of 
companies which view themselves as progressive - including all of those in the equipment sector - 
responded positively when asked if they felt they had a clearly defined, coherent digital strategy that is 
aligned with overall corporate objectives. However, among those that deem themselves traditional, retail is 
lagging behind with just 44% agreeing they had such a strategy.
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1. Get ready.

While now might not be the time for change in your organisation, the right 
time will come. Sooner or later your competitors will be using valuable, 
targeted data with AI and other emerging tech to tune the proposition and 
reach different markets. Don’t be left behind.

2. Be considered.

The opportunity is significant but time and resources are limited, so a 
strategic approach is vital. When assessing your operations and processes, 
avoid trying to overachieve. Identify what changes are right for your business, 
then execute them with precision. Don’t fall into the trap of doing many 
things poorly.

3. Quantify your data.

Historically, our industry hasn’t collected or used data well. Before you look 
to step up the use of data in your organisation, consider whether the data 
sources you use are the right ones, that they have integrity, and whether they 
are a comprehensive set. Fill the gaps and standardise the quality before 
moving forward.

4. Work with the specialists.

Not every fintech, key influencer or industry group will revolutionise your 
operation, but the right ones for you will unlock rich opportunities. Identify 
who has the expertise to take you forward in the areas most important to 
you, and collaborate with them on a joined strategy.

It’s straightforward to find young technical talent, but expertise is lacking 
at the upper levels. Top-level appreciation of digitalisation and its potential 
will help sharpen your strategy and shift your culture. Put people with vision 
and the appropriate skills in your leadership roles, then allow them to foster 
innovation from the ground up.

5. Recruit digital leaders.

How can your organization ensure it stays 
ahead of the curve?

Five actions to progress your digital journey:
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A dangerous pitfall to be wary of is letting the technology lead the strategy.  It’s easy to be 
sold on state-of-the-art solutions and go hunting for business problems they can solve, but 
progress is always more lasting if it’s informed first by corporate objectives. Identifying the 
right solution for your business must come later if you’re seeking optimum ROI.

Conclusion

Andy Follows, MD, Aquilae

“You don’t need a digital strategy. You 
need a strategy for a digital world.”

“The only constant in the 
technology industry is 
change.”

Marc Benioff, CEO and Founder, 
Salesforce 

Our first Digital Directions report identified the key challenges that were stopping 
organisations from achieving their digital ambitions. Digging deeper in Digital Directions 
2, we’ve seen that many businesses don’t have the basic internal building blocks in place to 
make this leap. 

But doing nothing in the face of rapidly changing technology and customer behaviour is not 
an option. With new markets for mobility services opening up, and the individual’s increasing 
requirement to engage online, organisations must respond.

This calls for a new culture of innovation, adopted throughout the company and reinforced 
by the necessary digital skills. It also means looking hard at the data the company is currently 
collecting and, crucially, what it is doing with that data.

If your organisation is in the majority who aren’t making this happen, Alfa’s advice is to go 
back to basics. Before you look to effect change through digitalisation, ensure the right 
foundations are in place, the gaps closed and weaknesses resolved. This applies in all the 
areas of data, skills and infrastructure - but especially corporate strategy.

Only when organisations can 
address this, in the process defining 
exactly what they’re looking to 
achieve, will the opportunities for 
integrating digital strategies into the 
business become clearer. Then the 
company can build on its strengths, 
understand its customers’ needs, 
and develop targeted services based 
on insights provided by its systems.
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This research was conducted in partnership 
with Asset Finance International and Clarity.

Asset Finance International (AFI) provides news, 
analysis and insight for fleet, equipment and retail auto 
finance professionals. AFI also runs the International 
Asset Finance Network which meets twice a year in 
London to explore how technology, regulation and 
changing customer expectations are transforming the 
asset finance industry. IAFN will extend the network to 
Asia Pacific in 2019.

For more information see  
www.assetfinanceinternational.com or  
www.internationalassetfinance.net or get in touch with: 

Edward Peck
CEO
edwardpeck@assetfinanceinternational.com
+44 (0) 208 318 3512

Clarity is a full service marketing and communications 
agency with expertise in the automotive sector.

If you would like to find out more about how we could 
work with you during this time of change for the 
industry, please contact:

Henrietta Cheung
Business Development Director
henrietta@wecreateclarity.co.uk
+44 (0) 1525 307345



alfasystems.com/dd2
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