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clients. The service is straight-
forward. Potential customers brief
Palmdale on the car they want, or get
advice on what is suitable. Mr
Winston’s team does a countrywide
search, negotiates the price with the
seller and checks the car thoroughly
before delive: it to the customer.
Business was brisk to begin with,
then levelled out. “I realised that we
needed to do more marketing, and
by 2008 it was obvious that Palmdale
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this has made the
biggest difference to the
company.”

Business networf!ng
is a good source of contacts and he
finds his most effective advertising is
in The Week. “It’s our target market -
people don’t have time to read the
newspaper every day but are
interested in what's going on, are -
well educated and of reasonable
means. The trade car papers are for

car fanatics, we want people who
aren’t familiar with buying cars.
From each monthly advertisement
we’ll get three or four clients.”

He also sends out a monthly
e-newsletter to all the company’s
contacts.

The recession is good for

Palmdale, said Mr Winston. “Any
company that guarantees to save you
money will do well, though the price
of second-hand cars is going up
because people aren’t trading in their
old ones for new models.”

His business plan looks just a year

'| ahead, aiming to double their
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i correct them that people will
i remember most ;

monthly sales and then having
satellite offices around the country to
attract and manage clients, with
sourcing done in a central hub.
“Eventually the business should run
itself and I can go back to doing
what I enjoy most - driving the cars.”
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