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By attending this meeting and accepting this presentation, you will be deemed to have agreed that: (i) you will not disclose information contained herein to anyone within your firm (other than subject to these restrictions) or outside your firm (ii) and these restrictions will apply to your entire firm. By attending the meeting

where this presentation is made, or by reading the following presentation slides, you further agree to be bound by the following limitations, qualifications and restrictions.The information contained in this documentation has been prepared by MotorK Ltd. (the “Company”) and its consolidated subsidiaries (together, the

“Group”) for the sole purpose of the presentation made to you concerning the Company. This presentation and the information contained herein are strictly confidential. Disclosure of the information contained herein to anyone outside of your firm is prohibited. This presentation may not be copied, distributed, reproduced

or passed on, directly or indirectly, in whole or in part, or disclosed by any recipient, to any other person (other than as required to those within your organization who agree to be bound by these restrictions) or published in whole or in part, for any purpose or under any circumstances.This document does not constitute or

form part of any offer to sell or issue or invitation to purchase or subscribe for, or any solicitation of any offer to purchase or subscribe for, any securities of the Company, nor shall it or any part of it nor the fact of its distribution form the basis of, or be relied on in connection with, any contract or investment decision. The

information and opinions contained in this document are provided as at the date of the presentation and are subject to change. Neither the Company nor the Group nor any other person is under any obligation to update or keep current the information contained in this presentation.To the extent available, the industry,

market and competitive position data contained in this presentation come from official or third-party sources. Third-party industry publications, studies and surveys generally state that the data contained therein have been obtained from sources believed to be reliable, but that there is no guarantee of the accuracy or

completeness of such data. While the Company reasonably believes that each of these publications, studies and surveys has been prepared by a reputable source, none of the Company, or Joh. Berenberg, Gossler & Co. KG (the “Bank”) has independently verified the data contained therein. In addition, certain of the industry,

market and competitive position data contained in this presentation come from the Company’s own internal research and estimates based on the knowledge and experience of the Company’s management in the markets in which the Company operates. While the Company reasonably believes that such research and

estimates are reasonable and reliable, they, and their underlying methodology and assumptions, have not been verified by any independent source for accuracy or completeness and are subject to change. Accordingly, undue reliance should not be placed on any of the industry, market or competitive position data contained

in this presentation.The information contained in this presentation is indicative, preliminary in nature, subject to change, updating, correction and amendment, does not purport to be comprehensive and is qualified in its entirety by the information contained in any offering documents to be prepared by the Company in the

future in connection with the proposed transaction. Your investment decision should be made solely on the basis of such offering documentation. None of the Company, the Bank, any of their respective subsidiary undertakings or affiliates, or their respective directors, officers, employees, advisers or agents accepts any

responsibility or liability whatsoever for/or makes any representation or warranty, express or implied, as to the truthfulness, accuracy or completeness of the information in this presentation (or whether any information has been omitted from the presentation) or any other information relating to the Group, whether written,

oral or in a visual or electronic form, and howsoever transmitted or made available or for any loss howsoever arising from any use of this presentation or its contents or otherwise arising in connection therewith.Neither this document nor any part or copy of it may be taken or transmitted into the United States or distributed,

directly or indirectly, in the United Sates, as that term is defined in Regulation S under the US Securities Act of 1933, as amended (the “US Securities Act”), except to a limited number of qualified institutional buyers (“QIBs”), as defined in Rule 144A under the US Securities Act. Neither this document nor any part or copy of it

may be taken or transmitted into Australia, Canada or Japan or to any resident of Japan, or distributed directly or indirectly in Australia, Canada or Japan or to any resident of Japan. Any failure to comply with this restriction may constitute a violation of United States, Australian, Canadian or Japanese securities laws. This

document does not constitute an offer of securities to the public in the United Kingdom or in any other jurisdiction. Persons into whose possession this document comes should observe all relevant restrictions. This presentation and the information contained herein are not a solicitation of an offer to buy securities or an

offer for the sale of securities in the US (within the meaning of Regulation S under the US Securities Act). The ordinary shares of the Company have not been, and will not be, registered under the US Securities Act and may not be offered or sold in the United States except pursuant to an exemption from, or a transaction not

subject to, the registration requirements of the US Securities Act or unless registered under the US Securities Act and in compliance with the relevant state securities laws. There will be no public offering of any securities in the United States. This presentation is an advertisement and is not a prospectus for the purposes of

applicable laws and regulations and it has not been approved by any authority. In the event of any eventual offering by the Company, an investment decision should be made solely on the basis of information contained in any offering documents to be prepared by the Company in the future in connection such offer. If made

available, any such offering document would include a description of risk factors in relation to an investment in the Company and would supersede this presentation in its entirety.The Bank is acting for the Company in connection hereof and no one else and will not be responsible to anyone other than the Company for

providing the protections afforded to their respective clients or for providing advice in relation to the proposed transaction or any transaction or arrangement referred to in this presentation.Forward-Looking Statements: This document may include projections and other “forward-looking” statements within the meaning of

applicable securities laws. In particular, all statements that address expectations or projections about the future, including statements about operating performance, market position, industry trends, general economic conditions, expected expenditures, cost-savings, synergies and financial results, are forward-looking

statements. Consequently, any statements contained herein that are not statements of historical fact are forward-looking statements.Forward-looking statements are based on assumptions and current expectations and involve a number of known and unknown risks, uncertainties and other factors that could cause actual

results, levels of activity, performance or achievements to be materially different from any future results, levels of activity, performance or achievements expressed or implied by such forward-looking statements. Accordingly, actual events or results or actual performance of the Company or the Group may differ significantly,

positively or negatively, from those reflected or contemplated in such forward-looking statements made herein. Factors that might cause such differences include, but are not limited to, the risks that business strategy and plans may not receive the level of market acceptance anticipated; disruptions in general economic and

business conditions, particularly in geographic areas where business may be concentrated; higher interest rates, higher loan costs or less desirable loan terms, all of which could increase our costs of funding; continued high levels of, or increases in, unemployment and a general slowdown in commercial activity; leverage and

ability to refinance existing indebtedness or incur additional indebtedness; an increase in debt service obligations; the ability to generate a sufficient amount of cash from operations to satisfy working capital requirements and to service existing and future indebtedness; the ability to achieve improvements in operating

efficiency; foreign currency fluctuations; the ability to retain senior management and attract and retain qualified and experienced employees; the ability to retain existing bank partnership or develop new ones. The Group and all other persons expressly disclaim any duty, undertaking or obligation to update publicly or

release any revisions to any of the information, opinions or forward-looking statements contained in this document to reflect any events or circumstances occurring after the date of the presentation of this document. No representation or warranty is made as to the achievement or reasonableness of and no reliance should

be placed on such forward-looking statements. Projections: Any projection or forecast in this document is based on estimates and assumptions, described in this document, about future events and, as a consequence, is subject to significant economic and competitive uncertainty and other contingencies, none of which can

be predicted with any certainty and some of which are beyond the Group’s control. Each recipient of this document should be aware that these projections do not constitute a forecast or prediction of actual results and there can be no assurance that the projected results will be realized or achieved, and actual results may be

higher or lower than those indicated. None of the Company, the Group, the Bank, nor any of their respective security-holders, directors, officers, employees, advisors or affiliates, or any representatives or affiliates, assumes responsibility for the accuracy of the projections presented herein.This presentation contains

alternative performance indicators that are not recognized by IFRS. Different companies and analysts may calculate these non-IFRS measures differently, so making comparisons among companies on this basis should be done very carefully. These non-IFRS measures have limitations as analytical tools, are not measures of

performance or financial condition under IFRS and should not be considered in isolation or construed as substitutes for operating profit or net profit as an indicator of our operations in accordance with IFRS. By reviewing this presentation and attending the meeting where this presentation is made, you warrant, represent,

acknowledge and agree to and with the Company and the Bank that (i) you and any persons you represent are either (a) a QIB or (b) are located outside the United States and (1) if located in member states of the European Economic Area (“Member States”), are “qualified investors” within the meaning of Article 2(e) of the

Regulation (EU) 2017/1129 of the European Parliament and of the Council of June 14, 2017 (the so called “Prospectus Regulation”), or (2) if located in the United Kingdom, are persons who are “qualified investors” within the meaning of Article 2(e) of the Prospectus Regulation as it forms part of domestic law by virtue of the

European Union (Withdrawal) Act 2018 or who have professional experience in matters relating to investments and who fall within the definition of “investment professionals” in Article 19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (as amended) or are high net worth companies,

unincorporated associations or partnerships or trustees of high value trusts as described in Article 49(2) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (as amended) and investment personnel of any of the foregoing (each within the meaning of the Financial Services and Markets Act 2000

(Financial Promotion) Order 2005) and are “qualified investors” as defined in section 86 of the Financial Services and Markets Act 2000, as amended, or other persons to whom it may otherwise be lawfully communicated; (ii) you have read, agree to and will comply with the contents of this disclaimer including, without

limitation, the obligation to keep this presentation and its contents confidential, (iii) you will not at any time have any discussion, correspondence or contact concerning the information in this presentation with any of the directors or employees of the Company or its subsidiaries nor with any of their suppliers in respect of

the Group without the prior written consent of the Company and, (iv) you are able to receive this presentation without contravention of any applicable legal or regulatory restrictions. Persons into whose possession this document comes are required to inform themselves about and to observe any such restrictions. No

liability to any person is accepted by the Company, the Group or the Bank, including in relation to the distribution of this presentation in any jurisdiction.

Disclaimer

2
Note(s):This communication does not constitute a prospectus within the meaning of the Prospectus Regulation and does not constitute an offer to acquire any securities. Any offer to acquire the securities referred to herein will be made, and any investor should make its investment, solely 
on the basis of information that is contained in the prospectus that is generally made available in the Netherlands in connection with such offering. The Prospectus has been approved by the Dutch Authority for the Financial Markets (Stichting Autoriteit Financiële Markten) (the “AFM“) and is 

published and made available at no cost through the corporate website of the Company (https://www.motork.io/), subject to securities law restrictions in certain jurisdictions. 

https://www.motork.io/


Our mission: empowering OEMs and dealers 
with an innovative SaaS platform to 

optimize sales and marketing processes
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Enhancing customer experience Improving dealer efficiency
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We offer automotive retailers an integrated SaaS platform,

enhancing their digital footprint, performance, and efficiency 

UK, ITALY, SPAIN, 
FRANCE, GERMANY, 
ISRAEL, PORTUGAL

€34M
FUNDING

250+
EMPLOYEES

€25-27M
REVENUE

2021F(1)

46%
REVENUE CAGR

2016-2020(2)

24%
OF REVENUE 

SPENT ON R&D

2018-2020(3)

7 LOCATIONS

5
Note(s): 2016 and 2017 are based on unaudited management accounts and not based on IFRS 15 accounting principles; (1) Management targets; (2); IFRS 15 adopted in 2018; (3) Research and development expenses as a percentage of revenue; (4) 
Defined as the percentage of recurring revenue (revenue from SaaS platform subscriptions excluding the portion of revenue related to contract set-up and ancillary revenues) retained from existing customers, excluding customers with a monthly 
revenue below €250 and clients of MotorK’s target customer base (such as some clients acquired through M&A, based on management input) over 12 months (from December to December), including upsell, downsell and churn. Computed as the 

average of the Net Retention Rate in 2018 and 2019

114%
NET REVENUE 
RETENTION(4)

PRE-COVID(4)
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MotorK’s growth history

Retail - SaaS 
Customers(2)

Enterprise -
SaaS 
Customers(1)

2010

ESTABLISHED
In Italy

€9M
FUNDING

1ST. M&A
LAUNCH
Spain

2nd. M&A

€15M
FUNDING

LAUNCH
UK
Germany

REBRANDING

LAUNCH
France

3rd. M&A

2013 2014 2016 2017 2018 2019 2020 June ‘21

WEB
MODULE
Released

STOCK
MODULE
Released

CRM
MODULE
Released

301

406

584
599

627

LAUNCH
Portugal
Israel

€10M
FUNDING

9

10

11

11
13

6
Note(s): (1) OEMs customers subscribed to SaaS products as of period end; (2) Retail clients subscribed to SaaS products as of period end – Calculated on parent companies’ level, excluding companies with a monthly fee below €250 and clients of 

MotorK’s target customer base (such as some clients acquired through M&A, based on management input); (3) Initiail public offering during November 2021
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€82M
IPO (3)



Note(s): Logos represent previous work experiences

Bringing significant R&D 

experience in hyper-growth 

companies

MARTIN HUGHES
CTO

Management team

MARCO MARLIA
CEO

Serial Entrepreneur experienced in 

running digital companies. Co-

founded MotorK in 2010

NIR ERLICH
CPO

Over 20 years’ experience in tech, 

vast experience as head of SaaS 

product. Led companies as 

founder and CEO

ASAF POLTURAK
Chief of Staff

Promoting operational and financial 

excellence, and best practices across 

the organization. Holds a Harvard MBA

TOMMASO CARBONI
Head of Global Sales

Brings multi-country sales and 

marketing experience into MotorK

JEAN-PIERRE DIERNAZ
Head of Operations

Senior automotive executive who 

brings the enterprise perspective 

into the company

LUISA CORVINO
CHRO

Improving structures, processes and 

people performances through 

innovation and digitalization

AMIR ROSENTULER
Chairman

Vast executive management and 
entrepreneurial experience. Ex senior 
executive in major global tech 
enterprises. Chairman and board 
member of several successful tech 
companies

7

ANDREA SERVO 
CFO

Highly regarded finance leader 

with deep public company 

experience and a proven track 

record of growing companies
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8

The Omnichannel Revolution in Automotive Retail

8
Source: (1) Capgemini Invent: Automotive Agency Sales Model, 2020 (arithmetic average of ES, FR, UK, DE); (2) Accenture - The Future of Automotive Sales, 2021

Supply transformationDemand transformation

...yet dealers are not ready to 
match client’s expectations.

of consumers prefer 
buying from an OEM / 
dealer website, if a 
seamless online 
process is provided

Consumers are increasingly 
eager to buy cars online...

of consumers expect 
to be able to 
purchase their next 
vehicle online

of consumers 
consider a personal 
touchpoint with the 
dealer to be essential

...yet they still expect an 
omnichannel experience.

Consumers prefer to buy cars 
from OEMs and dealers...

of dealers say that 
their sales model 
needs to change and 
does not fit for the 
digital age 

72%(1)
92%(1) 89%(1) 85%(2)
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The broken customer-journey of automotive retailers

!

PURCHASE

EXPERIENCE
Experience
Customers from online 
platforms “only come to see” 
(ROPO) at the dealership

RESEARCH

Research
Leads leak to other 
dealers or OEMs

!

!
Loyalty
Lack of support leads to loyalty 
fading out and churn increasing

Purchase
Financing and buying 
elsewhere, chasing a better 
deal

!

LOYALTY

Note(s): ROPO (“Research online, purchase offline”) designs the buying behaviour where customers find all the information about a product online, but make the final purchase offline

9
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STOCK MANAGEMENT

● Import stock from multiple sources
● Enrich stock with legal and promotional data
● Multi publish stock to portals, social media 

and websites

Offering a wide range of automotive-specific features

LEAD MANAGEMENT

● Lead collection
● Lead dispatching 
● Data enrichment (& GDPR / privacy mgmt)

INTEGRATED CRM

● 360-degree view of the customer
● Opportunity life cycle management 
● Sync ERPs data and exports to BI

MARKETING SUITE

● Ad campaigns auto generation
● Landing page creation
● Multi channel marketing performance reports

10

ONLINE EXPERIENCE

● Out-of-the-box inventory and configurator
● Integrations available with third parties 
● Configurable experience

SERVICE & MAINTENANCE

● After-sales booking
● Automatic reminders
● IOT integration
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Avanti Motors, a privately owned 
dealership from Spain

"The fact that MotorK operates at a European level 
and has deep knowledge of the automotive sector 
is clearly and positively noticeable."

Customer success stories

Ford Iberia: SparK as an integrated 
online, sales and CRM tool

Implemented in 95 Ford Iberia dealerships and 24 
Service dealers

Real-time integration to stock management

Integration to Ford central CRM Silvia Martín
Head of Digital Avanti Motors 

11

Toyota Motor Italy: WebSpark 
empowers +100 websites

Implemented in 80 Toyota and 30 Lexus dealers 
websites, including 2 national portals

Importing and multi-publishing of dealers’ stock 
inventory on main classified portals

Note(s): Logos include both OEMs and dealers
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Current omnichannel options for the end consumer in EMEA

12

CUSTOMERSCUSTOMERS

Online 
transaction

Online 
transaction

45.5m
Cars sold 

in EU(4)

12-15%
Gross 

margin(3)

0.4m
Cars sold 

in EU(5)

7.4%
Gross 

margin

99%(1)(2)

New cars Trade-in Used cars

Captive 
market

Physical Dealership

Home 
delivery

Physical Outlets

Used cars only

1%(1)

Home 
delivery

OEMS / DEALERS DIGITAL FIRST AUTOMOTIVE RETAILERS

Note: 2020 market share of European used car players is divided into 4 segments: Franchised dealers (66%), Non-franchised dealers (33%); new retailers and online retailers (<0.5% each); Digital native automotive retailers gross margin computed 
as the average of Cazoo (-1.9%), Aramis Group (14.1%) and Auto1 (10.1%) 2020A gross margins

Source:(1) Respective market shares of OEMs – dealers versus digital first automotive retailers; (2) Roland Berger – The online boom in used car sales – 2021; (3) Gross margin for used cars. CarDealer – How much profit do car dealers make on new 
and used cars? Here’s the perception versus reality – June 2021; (4) Sum of the number of new cars sold in 2020 from ACEA - 2020 - New Passenger Car Registrations European Union plus 99% of used cars sold according to Roland Berger – The online 

boom in used car sales – 2021; (5) Number of used cars sold in Europe in 2020 *Market share for used cars (cf. Roland Berger)
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Addressing a large and growing market

Source: Management estimates based on publicly available information and ACV potential; (1) ICDP European Car Distribution Handbook 2020; (2) 2020 CLIMMAR; (3) GIPA 2020 Declarations enseigne / press, 2021, ZDK Anzahl KFZ Betriebe in 
Deutschland von 1980-2020; (4) Orbis research - Europe automobile dealer software market research report, 2021-2027 - Forecast (2020); (5) As proxy for Spending in SaaS tools in the automotive sector. Source: Automotive online advertising market 

– Forecast (2020-2025); (6) Statista – Global revenue from online vehicle retail, after-sales, and services between 2018 and 2025 (Forecast) – 2020
13

+7%
CAGR(4)

Europe spending in 
automotive dealer 

CRM software 

+26%
CAGR(6)

Global revenues of 
online vehicle retail & 

after-sales 2025

+16%
CAGR(5)

Digital ad spending 
of the automotive 

industry

Current addressable market(1)

(Automotive OEM & franchised 
dealers in EU5)

€1.4bn

Automotive OEMs & all car dealers 
in Europe(1)(3)

€4.8bn

Automotive OEMs, dealers
for all vehicles in Europe(1)(2)

€5.4bn
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€30K ACV(1)

>€8M ACV(1)

Underserved addressable market

Source: (1) Management assumptions based on forecasted pricing of existing product suite; (2) Includes tractors, trucks, and motorbikes - Cars OEMs brands source: Sophus3: The Digital Car Buyers in Numbers, 2018; (3) ICDP European Car 
Distribution Handbook 2020, 1.5 showrooms per dealer group assumption; (4) Management estimates based on publicly available information for EU (CLIMMAR 2020); (5) GIPA - 2020 Declarations enseigne / presse 14

~100
Large OEM brands 

in Europe(2)

>1M(4)

~48,000
Franchise car dealer groups

in Europe(3)

MotorK’s
core market

Increasing 
ACV potential

>€5K ACV(1)

OEMs use fragmented software providers that are not centralized

Franchised dealers are digital-savvy but do not use the appropriate 
tools

Not digitalised – potential revenue for MotorK in the mid to 
long-term future

Franchise 
motorbike, truck 

and tractor(1)(4)

Independent 
dealers(1)(3)

Service
Workshops(3)(5)

Players 
outside EU(1)
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SINGLE COUNTRY MULTI COUNTRY

INNOVATORS

SAAS / CLOUD-BASED 

INTEGRATED SOLUTION

LEGACY

SINGLE FUNCTION OR 

ON-PREMISE OFFERING

Unique positioning within the Automotive Retail 
Software market in EMEA 

Indicative headcount size of R&D 
department 

LEGEND SIZE

15
Note(s): Based on Company estimates
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16

Our core SparK modules

16

200+ 
integrations

Digital showroom
- Fully customizable layout & content 

Web stock management platform
- Manage & import stock from multiple 

sources

Lead management & CRM system
- Single system which collects & 

centralizes data

Stock
Module

Web
Module

CRM
Module

Advertising
Module

Advertising campaign solution for dealers
- Dynamic ad creation, data-driven 

decisions, consulting service

Ongoing transformation of AdSpark

towards a SaaS module
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SparK is proven to shape up core-business KPIs

17

CARS SOLD
last quarter before listing(1)

Source(s): (1) Q1’2017 Retail units sold for Carvana, Q1’2020 Ecommerce units sold for Vroom, Q2’2021 units sold for Cazoo, Q2’2021 units sold through Spark for MotorK (only CRM module) before its planned listing; (2) Sophus3: The Digital Car 
Buyers in Numbers 2018 – 2016 EU5 arithmetic average; (3) All the percentages above are derived from the case studies of two MotorK clients (Kinga Meda and A&C Motors) before and after deployment of SparK

↓50% Marketing cost per car sold

↓40% Cost per qualified lead

↑50% Click to lead conversion rate

↑60% Appointment ratio 

↑120% Lead to sales conversion rate(3)

>€ 440
Advertising spent 

per car sold in Europe(2)

~9,500

>145,000

~8,300
~7,900
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GTM 
CHANNELS 

Retail / Dealer

Outreach blend of field and inside sales cycle

Enterprise / OEM

High-touch field-based with long sales cycle

CORE KPIS
Average retail 

contract length

2 years
LTV:CAC(3)

16:1
Payback 
period(2)

13 months

PRICING

Subscription by product & rooftops or number of seats

Core Advanced EnterprisePremium

~1 quarter
sales cycle

~3-4 quarters
sales cycle

~€14K ACV(1) ~€100K ACV per 
country (1)

1818
Note(s): Unaudited financials, KPIs are calculated excluding companies paying a monthly fee below €250; (1) Annual Contract Value, computed as the sum of 2020 recurring revenue, divided by the number of clients at the end of the year; (2) Refers 

to the amount of time needed to recover the cost of an investment. Q1 2020 – Q2 2021 ratio between the average cost of acquisition of a retail client and its annual contract value (ACV) multiplied by 12; (3) Q1 2020  - Q2 2021 Ratio between the 
lifetime value (average yearly profit per retail customer multiplied by the expected lifetime), and the cost of acquisition. The expected lifetime is computed as one over the average 2018-2020 ARR churn. 
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REVENUE COHORT ANALYSIS ON NET UPSELL(1)

2017 & earlier (excl. churn)

2018 (excl. churn)

2017 & earlier (incl. churn)

2018 (incl. churn)

Note(s): The calculations above exclude clients paying a monthly fee below €250; (1) Revenue cohort analysis on companies which were still clients respectively 3y and 2y after the considered date («2017 and earlier» cohort is different as November 
2017 was the last data available for older clients); (2) Annual Recurring Revenue: calculated as the monthly fee received times 12; (3) Computed as the average of 2018 to 2020 ARR churn, calculated on parent companies’ level from December to 

December, also excluding clients out of MotorK’s target customer base (such as some clients acquired through M&A, based on management input)

2.6%
Share of largest client ARR(2) in 2020

2.9x
Increase in EoY ARR(2) 2017-2020

1.4x
Increase in EoY ARR(2) / customer 2017-2020

5.2%
Average ARR churn 2018-2020(3)

Retail dealers customer analysis

1919

156%

207%

111%

179%

80%

100%

120%

140%

160%

180%

200%

220%

M1 M3 M5 M7 M9 M11 M13 M15 M17 M19 M21 M23
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COVID 
EFFECT

Note(s): KPIS are calculated excluding companies paying a monthly fee below €250 and clients out of MotorK’s target customer base (such as some clients acquired through M&A, based on management input); (1) Defined as the sum of the recurring 
revenues linked to clients that churned over 12 months (from December to December), divided by the total recurring revenue at the beginning of the period; (2) Defined as the percentage of recurring revenue retained from existing customers over 12 

months (from December to December), including upsell, downsell and churn; (3) 3-month ARR churn and 6-month Net revenue retention rate
20

Historical evolution of churn & NRR

20

ARR churn(1)(in %) Net revenue retention rate(2)
(in %)

Ongoing WebSpark 
upgrade in Q3-Q4 

2021

3.6% 
avg. 2018-2019 ARR churn

COVID 
EFFECT

114% 
avg. 2018-2019 NRR 

(3)(3)(3)

3.0%

4.2%

8.5%

2.5%

0.7%

2018 2019 2020 Q1 2021 Q2 2021

111%
117%

90%

103%

2018 2019 2020 H1 2021
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Sound portfolio of OEM clients 

2121

• Since 2018

• 90 rooftops

• Since 2018

• 96 rooftops

• Since 2020

• 49 rooftops

• Since 2017

• 65 rooftops
• Since 2016

• 110 rooftops

• Since 2019

• 92 rooftops

• Since 2021

• 232 rooftops

• Since 2018

• 26 rooftops(4)
• Since 2021(3)

• 201 rooftops(4)

€191k
Average ARR
June 2021(1)

155%
Weighted average

ARR expansion since
contract inception(2)

Note(s): (1) June-21 average ARR per displayed OEM client (Toyota Germany and SDF Italia are not clients in June-2021); (2) Weighted average ARR expansion calculated by weighting the displayed OEM’s respective ARR expansions since they 
first became MotorK’s customers by June-21 ARRs; (3) FCA Italy is the consolidation of Engineering and Starcom Italia

Source(s): (4) Internal tracking, BI

• Since 2021

• 550 dealers
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46%
2016-2020 Revenue CAGR(2)

Positive
H1 2021 Adjusted EBITDA

114%
Net Revenue Retention(4)

Pre-covid(4)

€ 25-27M
2021F Revenue(1)

16:1
LTV to CAC Ratio

Q1 2020-Q2 2021(5)

~70%
2022F Recurring revenue as 
a % of Sales(1)(3)

22

MotorK - KPIS

Note(s): 2016 and 2017 numbers are based on unaudited management accounts and not based on IFRS 15 accounting principles; (1) Management targets showcasing organic growth only; (2) Compound annual growth rate between 2016 and 
2020; (3) Recurring revenue is defined as revenue coming from monthly fees; (4) See footnote (4) page 7; (5) See footnote (3) page 30
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12.2 19.3

2016 2017 2018 2019 2020 2021F 2022F

Note(s): (1) 2018, 2019 and 2020 MotorK revenues are based on IFRS accounting principles, 2022F and 2026F numbers are management targets – organic figures only; (2) CAGR calculated using MotorK 2020A revenue and 2022 
mid-range; (3) See slide 31 for additional information 23

COVID 

EFFECT

Strong revenue growth and margin profile

27.9 25-27

45-47

2026F

EBITDA margin target >20% >40%

~160

Introduction Market & Positioning Business Model & Technology Go-to-market Financials & KPIs Growth Strategy

~€9m(3)

36-38

INCLUDING 3 

ACQUISITIONS(3)

(in €m)

Revenue from 2021 acquisitions

+M&A 
Revenue and EBITDA margin targets

~110

H1 EBITDA 
Positive



Revenue

Q3 2021 strong growth performance and main takeaways

24

MotorK’s YTD revenue reached €20.9m, up 54% year-on-year

The company expects FY21 revenue to come at the top of the €25-27m revenue guidance (implying an undemanding €6.1m in Q4 2021)

Adjusted EBITDA(1) margin

(in €m)

+86%
4.4

8.1 (in %)

Q3 2020

-5%

17.5%

Q3 2021 Q3 2020 Q3 2021

Strong Q3 revenue as MotorK continues to recover from Covid-19 impact and delivered a significant contract to a major OEM in Germany

SaaS platform revenues were the growth driver for Q3 results, accounting for over 70% of MotorK’s Q3 revenue (in line with the recurring revenue’s 
guidance) and achieving a 143% YoY growth 

Q3 2021E adjusted EBITDA margin benefited from the company’s high operating leverage and is in line with MotorK’s 2022E guidance (~20%)

MotorK’s YTD 2021 Adjusted EBITDA margin reached 8%, up from -10% in YTD 2020

Note(s): (1) Adjusted EBITDA is defined as EBITDA as adjusted for stock option costs and certain income and costs, which are expected to occur infrequently, and that management considers not reflective of ongoing operational activities. Adjusted 
EBITDA margin is defined as Adjusted EBITDA divided by Revenue
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Note(s): (1) All open SaaS opportunities in the company’s CRM - only recurring revenue and set-up costs; Opportunities are created when a meeting with the customer is scheduled –only include one year of contract value and not the full contract 
period value; (2) All signed contracts, including ones yet to be delivered – only include one year of contract value

Quick rebound already surpassing pre-pandemic level

Bookings retail(2)Pipeline(1)

• Pipeline is typically a 

leading indicator of 

bookings, which in turn is a 

leading indicator of 

revenues

• MotorK experienced a 

sharp decrease in pipeline 

during the lockdowns

• Dealers’ need for an 

accelerated digitization 

drove a ~4x pipeline 

increase between Jan-21 

and June-21

Bookings Enterprise(2)

25

COVID EFFECT(in €m)

2.1 2.2 2.1

1.6
1.4

1.1 1.2 1.2
0.9

1.3
1.1 1.1

0.9
1.2

2.7

3.3
3.1

3.5
COVID EFFECT

0.6

0.7

0.5

0.6 0.6

1.6

Q1 2020 Q2 2020 Q3 2020 Q4 2020 Q1 2021 Q2 2021
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Note(s): (1) Recurring revenue percentage defined as revenue from SaaS platform subscriptions excluding the portion of revenue related to contract set-up and ancillary revenues, divided by the total revenue; (2) Management targets

Future revenue mix

Non recurring revenue

Recurring revenue(1)

26

∼70%
Recurring 

rev.(1)(2)

2022F

Continuously increasing the share of recurring revenues

54%
Recurring 
revenue(1)

2019

Revenue mix by type 2022Revenue mix by type 2019

Further 
increase in 

% recurring
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Build on our leading 
EMEA reach

Replicate model to new markets 
and expand target markets 

Clear strategy to drive future growth

GROWING OUR LOYAL CLIENT BASEPRODUCT INNOVATION

Realize our ‘focus on R&D’ program: 
Grow tech-teams

Strengthen AI / ML

Develop new areas: eCommerce,
visit-to-order customer experience

Cross-sell and upsell opportunities

Deepen current reach

Grow revenue engines (i.e
Spark-for-stock)

Leverage effective go-to-market 
strategy

Increase S&M spend to accelerate 
growth

WINNING NEW MARKETSWINNING NEW CUSTOMERS

GROWTH STRATEGY ACCELERATED BY M&A:
Product innovation, customer acquisition, 

international expansion

27

1 2 3 4

5
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Clear plan to roll-out across EMEA

MENA

Iberia

France & 
Benelux

The Nordics

DACH Eastern 
Europe

Italy

Proven strategy to roll-out our 
platform across EMEA, leveraging 
consolidated HUBs in relevant 
automotive regions (e.g. DACH)
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Strong upside potential through proven M&A track record

MOTORK’S THREE-PHASE M&A STRATEGY

GROW

INTEGRATE

IDENTIFY

• Migrate customer base 

to SparK

• Reshape, align strategy

• Optimize organization

• Align financials, KPIs, 

reporting 

• Revenue and cost 

synergies

• Unify product roadmap

• Optimize sales 

• Transition to ∼100% 

SaaS

• Significant customer base 

and market share

• Similar product offering 

with recurring revenues

PROVEN BY RECENT ACQUISITIONS

29
Note(s): Eflow (2016: company’s account; 2020: MotorK Business Plan - Total monthly fees associated with LeadSpark); Punsset revenues (2016: Company’s account; 2020: Total revenues of MotorK’s Spanish branch after applying non-cash IFRS 15 

treatment); 3WNET revenues (2018: Company’s account plus MotorK French branch revenues; 2020: Total revenues of MotorK’s French branch after applying non-cash IFRS 15 treatment)
Source(s): (1) See previous year of acquisitions in the notes above; (2) See 2020 revenue in the notes above

Independent revenues(1)

Integrated revenues(2)

4.0

0.4

1.4

0.8 0.9

2016 2016 20182020 2020 2020

1.7

€m

1

2

3
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Strong M&A pipeline

30

Currently tracking 68 acquisition targets
In conversation with 11 companies accounting for >20M in revenues

Target Region Rationale Status

1 IBERICA Market share Binding LOI signed

2 FRANCE + BENELUX Complementary product acquisition Binding LOI signed

3 FRANCE + BENELUX Market share Binding LOI signed

4 IBERICA Market share Pre LOI due diligence

5 DACH Market share Pre LOI due diligence

6 CEE New geography Pre LOI due diligence

7 DACH Market share Pre LOI due diligence

8 BENELUX New geography Pre LOI due diligence

9 FRANCE + BENELUX Market share Preliminary discussion

10 ITALY Market share Preliminary discussion

11 DACH Market share Preliminary discussion
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Three highly strategic acquisitions to drive MotorK’s expansion

31
Note(s): The closing of these acquisitions is subject to certain conditions, including the successful closing of the IPO; all companies accounts end on 31/12 and are based on their headquarters’ country GAAP

~€13.4m
Total aggregate consideration

Introduction Market & Positioning Business Model & Technology Go-to-market Financials & KPIs Growth Strategy

Spain-based, B2B SaaS company 

whose solutions are focused on CRM, 

web design, cloud, online reviews & 

SEO, and lead generation.

The company provides 

complementary services spanning 

digital marketing, call center 

automation, and training.

French B2B SaaS provider that 

leverages customer reviews to drive 

acquisition and retention for dealers 

and OEMs.

The company gathers customer 

behaviour patterns from verified 

reviews and delivers insights to 

customers’ preferences and spending 

habits through its proprietary AI.

French digital agency specializing in 

web solutions for the automotive 

sector. 

The company consults OEMs, dealers 

and agents on web design, SEO audit 

and optimization, training, digital 

marketing, lead generation, and 

reputation management.

Country
2020A

Revenue
Rationale Country

2020A
Revenue

Rationale Country
2020A

Revenue
Rationale

€2,947k €550k €1,367k

                         
                     

                       
                     

                         
                     

                  
                     

                         
                     



Multiple levers for future growth

32

Add-on features

SaaS platform

…
…

Add-on products

Further countries 
in Europe

… … EMEA …5 Countries

Today

E
xp

a
n

d
 o

ff
e

ri
n

g

Geographical expansion

M&A

Today

Future

…
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Well positioned as a fast-growing market leader in EMEA to take advantage of the urgent need for digital 

transformation in the Automotive Retail industry 

State-of-the-art SaaS platform with excellent value proposition, providing automotive retailers with an 

integrated data-driven solution to manage the entire car-buying journey

Highly efficient go-to-market strategy leading to a rapidly expanding, loyal customer base

Solid business model with increasingly high recurring revenues and strong margin potential

Multiple drivers for future growth driven by product and platform innovation, client-base expansion and roll-

out into new markets

Key investment highlights

3333

01

02

03

04

05



APPENDIX
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Technology

35



36

The ideal web platform for digital dealers

36

Conversion-oriented UX, implementing e-commerce best 

practices with continuous monitoring and improvement

100% automotive with more than 100 vertical features 

from financing simulation to landing page builder

OEM-ready with specific feature to push OEM content 

strategies across network of dealer websites

Top-notch, high performance SEO, speed and UX to boost 

traffic and generate more leads

Fully configurable UI with dozen of widgets, color palettes 

and self-service user interface options to push dealer 

branding strategy

Note(s): UX (“User Experience”); SEO (“Search Engine Optimization”); UI (“User Interface”)

Web Module

https://www.biautogroup.com/
https://www.biautogroup.com/
https://www.biautogroup.com/
https://www.okcars.com/
https://www.autobonplan.com/
https://www.biautogroup.com/
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Turnkey solution to improve sales efficiency 

37

Streamlined customer-centric solution to provide sales 

teams with the tools to efficiently convert leads

Data normalization and enrichment to provide the most 

relevant and actionable reports

Customized workflows to easily adapt to any business 

processes (assignment rules, handling times and call 

processes)

100+ third-party tools integrated to offer a holistic view 

of the business and the customer base

Marketing tools to nurture customers and generate more 

leads based on historical data 

CRM Module
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Real-time management for optimized result

38

Enable customers to import stock automatically and

upload it immediately

Transform technical data into customer-relevant 

information and improve lead generation

Automatically publish stock with one click to multiple 

outlets 

Enrich stock with impactful information for end 

customer: add vehicle details, descriptions, 360 images, 

promotions and loan details

Quickly update stock status and display only the 

relevant vehicles in all outlets and campaigns

Stock Module



Financials
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Efficient management of costs

Note(s): (1) All numbers are based on IFRS 15 accounting principles

(in €m) H1 side-by-side comparison

R&D capitalisation

Personnel costs

Costs for marketing and call 
centre services

D&A

Other operating costs

13.8
15.9

12.5

6.3
8.3

4.5

6.6

6.0

3.0

3.6

1.0

2.3

3.2

1.7

1.9

7.3

7.3

4.8

2.3

2.8

(2.7) (3.0) (2.7) (1.3) (1.4)

24.0

29.0

23.9

12.1

15.2

2018 2019 2020 H1 2020 H1 2021



+0.8

(2.4)

+1.9

+0.1
0.3

Operating Loss D&A Share based

payment

expense

Extraordinary

items

H1 2021

Adjusted

EBITDA

(1.2)

0.3

H1 2020 H1 2021

4141

Fast scaling leading to positive adjusted EBITDA in H1 2021
H1 2021 Operating loss - Adjusted EBITDA bridgeH1 Adjusted EBITDA(in €m) (in €m)

Note(s): All numbers are based on IFRS 15 accounting principles; (1) Extraordinary items mainly include costs related to M&A transactions and legal and consultancy costs related to MotorK structuring

(13%) 3%

(% of revenue)

(1)
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Income statement
• Significant impact of the Covid-19 outbreak on 2020 revenues with a 

30.8% decrease in revenues in 2020 vs a 128.8% increase in 2019

• Revenue in H1 2021 experienced a 39.1% increase vs H1 2020 due to an 

increase in revenue from SaaS products, particularly in Italy 

• Although revenues from the SaaS Platform fell sharply as a result of the 

COVID-19 pandemic in 2020, they have grown significantly over the 

reference period in both absolute and relative terms

• The use of several governmental measures (Cassa Integrazione Guadagni 

Ordinaria Covid-19 and the Kurzarbeit social insurance program) together 

with a reduction in expenses partially offset the pandemic effect and 

mitigated the negative effect of the revenue decline on the profit before 

tax



Balance sheet
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• The Group holds goodwill in respect of the companies’ acquisitions it has 

carried out since 2016

• Contract assets are related to the application of IFRS 15 on DealerK SaaS 

revenues

• The reduction of trade receivables in 2020 compared to 2019 can be 

explained by the combined effect of the reduction in revenues, the 

standard credit collection procedure applied by the Group, and the 

DriveK reclassification

• Trade payables reduction in 2020 compared to 2019 is mainly related to 

the reduction of costs put in place by the organization to face the 

outbreak of Covid-19



Cash flow statement
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• The Covid-19 pandemic had a negative effect on net cash flow from 

operating activities in 2020 as the Group registered a decrease in 

revenues, and had to implement new measures in order to reduce the 

negative financial effects of the pandemic.

• Yet, the Group recorded a positive net cash flow from operating 

activities and exceeded 2019 results by €4.6m

• Increase of €0.4m in cash generated by operating activities in H1 2021 

versus H1 2020 mainly due the improvement in the operating 

performance of the Group, the increase in revenue, and the increase in 

sales volume leading to an €1.0m positive operating cash flow in H1 

2021

• Investing activities primarily relate to the R&D costs capitalization 

• In 2019, the Group acquired 3WNet which resulted in a net cash outflow 

from investing activities of €647k



Customer
case studies
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6.0 

6.0 

7.0 

14.0 

14.8 

3.0 

3.6 

10.1 

13.4 

6.0 

9.0 

10.6 

24.1 

28.2 

2014

2015

2017

2019

2021
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Gruppo Automaster

46
Source(s): Company input

Web module Yearly ACV (€k)

CRM module Yearly ACV (€k)

MotorK customer since 2014

The company started by diversifying its access to MotorK’s products

• 2015 – Addition of the CRM module to Automaster’s initial portfolio

It has then undergone strong product up-selling since then

• 2017 – Web module: Core offering >> Advanced offering

• 2019 – Web module: Advanced offering >> Premium offering

• 2021 – CRM module: additional licences

Cross-selling

Up-selling

This customer continues to extract value from using the company products in a way that allows it to stay at the top of dealer digitalisation

Automaster is a Citroen and Toyota dealer located 
in Ferrara, Italy
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Toyota Motor Italy

47
Note(s): (1) Internal report, over H1 2021

Source(s): Company input

MotorK is continuously maintaining and improving all 
the websites created for optimal efficiency

Toyota Motor Italy: WebSpark empowers 
+100 websites

Client since 2016

80 Toyota dealer websites and 30 Lexus websites
are supported by our SaaS WebSparK solution

Stock inventory imported dealer by dealer and
published on multiple classified portals

2 official portals used nationally: toyotausato.it
and lexus-usato.it

1.5m
Visitors on all websites 
generated by MotorK(1)

110
Websites created by MotorK

(official brand websites, dealer 
websites and various websites …)
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ESG
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ESG vision

49

Our values

FAMILY SPIRIT

GROWTH

PASSIONATE ABOUT OUR CUSTOMERS

INNOVATIVE

DO THE RIGHT THING

To ensure environmental protection and to strive to minimize impacts

Environment

To ensure transparency, ethics, lawful practices within the organization and to integrate ESG aspects 
in day-by-day operations / activities 

Governance

To ensure inclusiveness in the workplace, to promote and secure the development and wellbeing of 
employees

Social
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Diversified ESG strategy relying on four main pillars

50

• Undergoing process to ensure 1/3 of female presence in the Board of Directors 

• Regular meetings regarding business performance to ensure transparency and inclusion 
towards employees

• Undergoing process to implement a Net Promoter Score system in order to understand the 
degree of client satisfaction

• Efforts to ensure minimal environmental impacts linked to the energy consumption, water 
consumption and waste production of the offices

Decreasing employee 
turnover rate

ca. 37% in 2019

ca. 30% in 2020

ca. 23% in 2021(1)

Employee engagement 
survey 

Participation rate of 

83%
Overall satisfaction: 

3,7/5

• Training programs, covering topics beyond those strictly work-related

• Welfare plan tailored to employee needs

• Efforts to ensure flexibility during Covid-19 pandemic, to allow employees to work in a safe 
environment

• Hiring campaigns for highly skilled candidates

• Approval of a bonus option for employees linked to the completion of the IPO

Governance

Human capital

Client
satisfaction

Environment

Note(s): (1) as of July 2021, annualised
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ESG objectives
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• Appoint a Sustainability Ambassador in order to strategically promote ESG aspects

• Integrate the current policy and governance system with ESG aspects, such as inclusion and diversity, development 
and training of human resources, protection of the environment, health and safety at the workplace

• Leverage on the first results of the Net Promoter Score to define and implement an action plan and target potential 
improvements

• Formalize a smart working policy

• Implement a process of skills mapping and define a competency matrix to drive internal growth paths

• Evaluate the current remuneration practices in order to align role contribution with remunerations

• Define initiatives to improve meetings productivity

• Initiate a mapping and monitoring process of environmental impacts in order to define initiatives and solutions to 
further minimize impacts

Governance

Human capital

Client
satisfaction

Environment



Than     you
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