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Context 
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Digital technology has transformed the 
interaction way between consumers and 
business  

The shifting mobility preferences of 
customers requires more flexibility 

Tech-rich storefronts like Audi city engage 
customers and boost sales has made a 
success 

Car industry is far behind in digitalization 
than other retailing industry 

Digitalization is an opportunity for dealers 
to streamline operations, while taking on a 
wider service portfolio that contributes to 
better margins. 

Contradiction between slack sales 
performance, capital shortage and business 
model upgrade  

Emergence of car- sharing and third-party 
e-commerce platform pose great 
competitions 

 

 
 
 

 

Transformation 
of consumption 
pattern 

Shifting mobility 
preferences 

Some premium car 
brands using tech-
rich storefronts 
made a success 

Car industry is far 
behind in 
digitalization  

Slack sales 
performance of 
dealers 

Tension of capital 
shortage  for  dealers 

Age of 
“Internet of 
Things” 

Emergence of car- 
sharing and third-
party e-commerce 
platform  
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Objectives of the Project  

Identification of main trends 

The automotive industry has to face two major trends, which will be analysed and 

described in the report: 

 

• Digitalization:  

This trend will impact the choice of the channels which will be used to sell cars in 

the future and the supporting tools. It also has an impact on the customer 

approach, the service provided and information asymmetry as consumers have 

more access to information. 

 

• Change in consumer demand:  

Consumers shift from high brand loyalty to a rational view of a car as a means of 

transportation. Therefore business models such as BlaBlaCar and Uber can take 

advantage of this change of car usage, which will have an impact on the car 

dealerships. 
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Objectives of the Project  

Change in customer experience 

The future premium-cars customers are the millennials, which have different 

expectations on a car dealership than previous generations. They expect a digital, 

transparent and adventurous experience when buying a car. Especially the transfer 

from online to offline (digitalization) will be one of the biggest challenges a car 

dealer has to approach. Not only the customer approach / service is affected but also 

the location of the car dealerships, which already started to shift from large 

dealerships in the suburbs to small, modern flagship stores in the city centres.  

The report will examine and characterize the different key aspects of the changing 

customer experience. 
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Objectives of the Project  

Impact on business model of car dealership 

The trends and the change in the customer experience will have an on the business 

model of car dealers. This report will explain this impact and how they could be 

addressed by the car dealers. It will only cover the impact on the sales channels, tools 

and customer approach / service.  
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Project Scope 

Future Car Dealership 

Time horizon for this project is 10 Years 

The geography of the project was limited to Western Europe 
region with first findings from India and China.  

The focus of analysis was based on two product segments: New 
vehicle sales and After Sales 

8 

The project focused on premium segment of the car market 
having the entry price in the range of 20 – 40k €. 
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Methodology Overview 

Data Collection 

 
 Focus  

Group 

• Qualitative analysis 
• Customers opinion, ideas 

and perception of trends, car 
dealership, customer 
experience 

 
 Online 

Survey 

• Qualitative + qualitative 
analysis 

• Customers´ needs, link 
offline-online, digitalization, 
customer journey 

 
 Bench- 

marking 

• Differences to other 
industries especially 
regarding digitalization 

 
 Desk 

Research 

• Trend Identification 
• Current consumer Journey 
• Factors 
• Case Study 

 
 Mystery 

Visits 

• Qualitative + qualitative 
analysis 

• Getting own insights of 
customer experience with 
different scenarios 

 
 

Experts Interviews 

1 2 

3 4 

5 



• Before the digitalization, consumer’s consideration 
for a new car was based on a limited number of 
sources: previous brand experience (e.g. 
recommended by family and friends), traditional 
media (TV, newspaper and radio) and local 
dealership experiences. Dealerships were mostly 
the only source for car information. The final 
purchase was usually among those initial 
consideration, due in part to the inconvenience of 
switching from one dealer to another.  

• Car buyers nowadays are able to quickly interact 
and easily access information across media and 
devices anywhere, anytime, fond of seamless 
integration of online and offline . They can 
experience journey individually from a multitude 
of different touch points starting from first contact 
about car information, to cost of ownership and 
financing, to ownership and aftersales experience.  

• Also the emergence of car- sharing like UBER and 
third-party e-commerce platform pose great 
competitions to car dealership. Shifting preference 
for flexible mobility requires car dealers to offer a 
customer-centric approach. Third-party websites 
initially provide consumers easy and efficient ways 
to access to cross-shop brands and segments from 
the comforts of home, consumers gather 
information and compare offers, helping 
consumers reach a broader range of dealers, thus 
the purchasing decision has been gradually moved 
towards the online world. 

 
 
 
 

 
 
24%-44% consumer in 

Germany, the UK and Russia 
consider car sharing an 
alternative to car ownership.  
 
 
 

           25% survey respondents 

consider car ownership “not 
important” and are willing to shift 
to use alternative mobility 
services 
 

Consumer purchasing journey: 
- In the past(linear): 

Awarenessfamilarityconsiderratio
npurchaseloyalty 

- At present(cycle): 
     A multitude of different touch points 

Digitalization 
trends : 
-  Seamless integration 
of online and offline 
-  The emergence of car- 
sharings and e-
commerce platform 

90%  
  Customers use dealer 
Web sites or OEM Web sites in 
the early steps of their 
decision making journey 

    The average 
number of customer visits 
to dealers before buying a 
car has dropped from up to 

5 to frequently just 1  for 

some brands in some 
geographies 

Source:  
Innovating Automotive Retail , McKinsey & Company, 2014  
Future of Automotive Retail, EY, 2015 
Data, Technology and Insight: Digital Trends in Auto Retailing, 
NADA Used Car Guide , 2014 
 

 

Awareness  Familiarity Consideration    Purchase     Loyalty 

Desk Research 1 



Insight about China: 
Expectation for a personalized and satisfying customer 
experience. 
 
Web-based searches combined with test-drives at local 
dealerships. 
 
Alternatives of car ownership are increasingly emerging. 
 
Major OEMs and dealers are engaging in Digitalization. 

 

 

 

• Today’s Chinese customers are characterized by increased 
use of social media, high demand for customization and 
information. Continued success of an OEM and its dealer 
network is heavily dependent on its ability to successfully 
integrating a digital experience throughout the customer 
journey . 

• When insights and digital marketing converge, consumers 
can take advantage of a car-buying experience that is 
faster, simpler and more enjoyable. Compared to other 
foreign consumers, Chinese consumers rely more on 

digital channel when making car purchase decision. 98% 
Chinese buyers would do pre-purchase vehicle research , 

most of them use digital method. 37% buyers would 

browse OEM’ website , 18% would learn about remarks 

on social media, which is 5% higher than global result 

• Experience is the king. 83% respondents think digital 

upgrade of dealers and OEMs  would  obviously reduce 

customer’s purchasing time. 82% think interactive 

digital marketing is necessary for car market. 

• However , 60% Chinese buyers think in future 3-5 years, 

there will still be a mixture of online and offline purchase. 

Though digitalization is beneficial for car sales, 35% 
customers still value face-to face communication with 
personnel ,test drive at car dealership. The attribution of 
experience for cars means online channel will not 
completely substitute traditional dealership. 

Source:  
The Digital Vehicle ,Ownership Experience – Automotive in China’s Digital Age, 
PwC, 2014 
China’s Automotive Market: Consumer and digital marketing insights 
Accenture consulting , 2015 

Desk Research – China  1 
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• Multiple dealer visits 
• Dealing with the sales 

person 
• Purchase price 

negotiation to get the 
best value for money 

• Time taken at 
dealerships 

• Inconsistent 
information across the 
buying cycle 

• Buying process begins 
with online research on 
third party websites 

• Offline sources include 
tips from current car 
owners, expert opinions 

• Test drive to narrow down 
options 

• Select the vehicle and 
visit multiple dealers to 
get the best price 

 

• Internet boom and 
mobile commerce 

• Shoppers spending more 
time online to search 
information about their 
purchase 

• Social media as an 
influencer in vehicle 
purchase 

Desk Research – India  1 
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Future process of buying a car 

Desk Research – India  1 
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Mercedes Benz World UK: 
 
• Combining dealership with brand experience 
• Location: 40 km outside of London 
• Driving experience (under 17), conference 
  rooms, events, museum, race track, 3D 
  simulation, dining, café   

 
 

 

Audi City London – Digital Car Showroom 
  
• Bringing the brand closer to urban customers 
• Location: Near London's Piccadilly Circus 
• Digital car showroom, experience the brand and 
  cars via screens, art and design exhibitions, 
  readings or round-table discussions  
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London: Dealership Environment 
 

London with its 8,5 million inhabitants is one of the biggest European cities. 
 

Furthermore it is one of the cities with the highest population to space density. But 
 

London is also one of the most influential urban areas and therefore an important 
 

market. Car manufactures do not want to miss the opportunity to be present in the 
 

British Capital. However car manufactures who want to target the citizens of London 
 

need to pay extraordinary rents for retail spaces within the city. Rental prices per 
 

square meter per year can be over 6000€. With these figures London is the single most 
 

expensive city in Europe when it comes to retail space. Paris in France is in comparison 
 

much cheaper – a square meter per year costs around 2.500€. 1 
 

Car dealers who choose to offer their products and services within city grounds are 
 

therefore under high cost pressure. As margins from selling cars are shrinking the 
 

challenges for car dealerships will increase. Hence London is the perfect example to 
 

provide an insight into a future scenario of urban car dealerships. Following I will 
 

present two specific examples of the London car dealership market – Audi City London 
 

and Mercedes-Benz World at Brooklands in order to explain future trends of car retail. 
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Desk Research – Case Study 1 



 

London: Audi City 
 

Audi City London is one of the first digital showrooms. This allows Audi to present 
their 

 
whole range of cars to customers without physically having all of them in one 

 
showroom. Especially in cities Audi is able to safe space with this concept and thus 

 
rents. Customers will have a totally digital brand and product experience. They are able 

 
to configurate their individual dream car in the shop via a 360 degree monitor. The 

 
digital Audi has the same size as the real car and can be have every available spec. As a 

 
second step customers are able to book a test-drive or order the car directly.  

 
By testing this technology in three Audi City showrooms worldwide (London, Beijing 

 
and Berlin) Audi is now able to implement selected features of their digital 

showrooms 
 

into conventional showrooms. This allows Audi to adapt to urban digital culture and 
 

strengthen their brand image as a highly technological brand with technical complex 
 

products. 
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Desk Research – Case Study 1 



 

London Dealerships: Mercedes Benz World Brooklands 
 

Mercedes-Benz World Brooklands is more than just a ordinary car dealership. The area 
 

is 155 acres big and it is possible for customers and potential customers to engage in 
 

many activities. The MB World gives the opportunity for driving experience (under 17) 
 

has conference rooms, hosts events (2450 events a year), has a museum, the race 
  

track as well as 3D simulation, dining and a café. 
  

In 2007 the MB World Brooklands hosted 
600.000 visitors alone. By now this figure is likely to be even higher.  

 
Another important service  

to the MB World Brooklands is the aftersales centre, where cars from the whole 
 

London area are maintained. To us this concept is able to give a insight into the future 
 

development of car dealerships, especially if they are rather brand centres than just 
 

ordinary car dealerships and are located slightly outside of a major city in Europe. 
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Desk Research – Case Study 1 
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Mystery Visits - Digitalization 2 

The digital economy is becoming bigger and bigger in nearly every business field. 

During our mystery visits we thus kept an eye on the digital process car manufactures and car 

dealers are offering to their clients. One important tool concerning the current car sales process is the 

online configuration of cars. 

Customers are able to specify their dream car online, which connects them further to the 

product and the brand. This tool also enables customers to obtain a detailed knowledge of the 

product they are looking for. It will actually help sales persons to convert an interest into a sale. 

However during our visits the pre-selected configurations were hardly used. Most dealers have no 

direct way in involving the pre-selected configuration in their sales process. An exception is 

Audi, here it is already possible to excess the pre-selected configuration at any time with a code, even 

if the customer didn’t explicitly saved to configuration before. For other manufactures the process is 

not included at all in the sales process as configuration had to be totally redone by the sales person. 

During our mystery visits there were no further indications of digital processes during the 

car sales whatsoever. 
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Mystery Visits - Flexibility 2 

For our mystery visits we created a scenario, which then was followed for different 

mystery visits, with different car manufactures and dealerships. One important 

assumption was that the imaginary customers graduated from ESCP Europe 

and is due to start a consultancy job in or near Paris. However as many working 

contracts are limited and students of ESCP often are international we wanted to 

most flexible leasing possibility is available. 

Finding a suited leasing contract for such a scenario is quite hard. Most leasing 

contracts are offered for a minimum of two years and will already have higher costs 

than longer contracts for the same kind of car. With the trend clearly showing that 

especially young customers seek flexible solutions the offered products by car 

manufactures should reflect such desires. The increase usage of car sharing 

models can to some extend also be traced back to this flexible desire of usage. To 

adapt to these young, flexible and international consumers car manufactures 

need to offer customized contracts and leasing products. 
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Online Survey - Key Findings 3 

• About two third of the respondents haven’t bought a car 
yet but majority of them (69%) are planning to buy or 
lease a car in next 1 to 5 years. People want to buy or 
lease a car in the future, so it is not going to be easy to 
replace the ownership of a car with other means of 
transportation.  

 

 

 

• The option of buying a car 
online and getting info 
offline is not a viable 
option. But the future is 
more likely to be online-
offline. The offline-offline 
(traditional users) would 
be the majority moving to 
the online channel. So, 
the biggest challenge for 
car dealers will be to 
create a marketable 
option to make this shift 
possible and to attract the 
online people to the 
dealer.  

0%

20%

40%

60%

80%

Yes No

Are you planning to buy a car in 1-

5 Years? 

How do you describe your decision 
making process when buying a car? 

 

 
 

• People are less likely to go the dealer, 
because dealership has become less attractive 
nowadays. Anyway, potential customers are 
willing to go more than once to the dealer, 
because the purchase of a car is still an 
offline process. In order to attract a large 
customer base it's better for car brands to 
invest in the online platforms improving the 
service and making easier the interaction 
between customers and the brand.  

 

11% 

54% 

21% 

6% 
8% 

How many times do you visit the dealer 
before buying a car? 

One time

Twice

3 times

4 times

> 4 times

• 150 people 
surveyed from 
10 European 
countries and 
India and 
China 

• Age: 22 – 45 
years 

21 
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Benchmarking 4 

Retail industries are nowadays facing a momentum of fast and irreversible 
innovation.  Disruptive entrepreneurship is changing its face, triggering a 
digital revolution.  This revolution can be seen as a necessary first step for 
retailers towards a migration from front-end activity to digital channels. 
What we have seen so far is that most of the retailing activities which have a 
classic offline configuration, have been moved to the online universe. 
  
Digital is becoming a starting point for a typical purchase journey and some 
industries are being reshaped into online providers. The purchasing experience 
for industries such as the clothing retailing is already an almost complete 
digital experience. In other words, customers could complete the entire 
purchasing process without visiting the retailer physically. 
 
This change is happening at a macro-level , involving the entire industry, 
however not every single sector is moving towards this digital innovation at the 
same pace. Retail banking and car dealership, for instance, are two sectors 
which have been more resistant to this revolution. The main reason is that 
both share the feature of being seen as crucial parts of customers’ daily life. 
Indeed, they need a human relation filter to be perceived as valuable from 
customers.  
 
Retail banking, however, has already started this journey and it is sharply 
changing its shape thanks to the development of the online banking. As a 
result, according to a Mckinsey’s study on the future of retail banking,  
traditional retail banks are moving to the digitization of their sector, 
performing 20 to 40% of their transactions online. Leveraging on this digital 
shift will benefit the banks, reducing from 20 to 25% the costs related to 
single transactions and increasing by respectively 30% and 40% their 
revenues and EBITDA through the digitization of high turnover products. 
Hence, this digital revolution can create value both for customers and banks. 

ADVANTAGES OF DIGITIZATION 

-20 to 25% costs of single transactions 

 

20 to 40% online transactions 

 
 

+ 30% and 40% their revenues and EBITDA   
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Benchmarking 4 

 How could it be possible to see such a change in a industry which is 
traditionally offline configured? And will car dealership follow the same 
path? 
 
 Capital intensity slows the innovation 
 
Car dealership is an capital intensive investment: it requires a large 
investment at the source to build the physical retail space and the cash 
conversion cycle (the time range that goes from the payment of the 
inventories to suppliers to the selling of assets to clients) is extremely slow. 
summing up all the operational costs related to the dealership activity we 
could see that the margin (Net income) of a car dealer is extremely low. 
This feature is important to understand why dealers are usually resistant to 
innovation. Indeed, moving to the online channel, rethinking the retail 
spaces and reshaping them into a digital way will be too costly for dealers 
which are not considered flagship stores by the premium brands.  
 
 Retain existent customers,  attract new young customers 
 
Customers of different retail industries are changing their behaviors and 
some retailers are performing  better segmentations in order to suit their 
will.  
Focus on today customers: 
Probably, the customer base will be smaller in the near future and some 
customers will move to different means of transportation (such as Uber, car 
sharing). Therefore, the challenge for dealers will be to retain the actual 
customers (traditional users and new digital users) through aftersales 
efforts   
Focus on trend setters:  
The main categories are the new digital users and the traditional users, but 
in 10 years time it is likely to see an increase in the digital trendsetters 
segment. Hence, in order to approach new young customers, dealers should 
enrich the dealership experience focusing on the brand image and 
awareness. The challenge in this case is related to the sustainability of the 
increase of marketing efforts.   

 

Focus on the 
services(not on the 
products) 
Retail banking is an industry 
that involves different 
products which are easily 
manageable in a digital 
environment, while car 
dealership is still involved in 
an offline environment. there 
is something in the banking 
experience that can be seen 
as a driver for the digital 
revolution of car dealer and 
it is the rate of growth of 
services. 

 

Fig. 1: Franchised dealers’ new vehicle 
 gross and pretax margin trends 

Fig. 2: Segmentation 

23 
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Benchmarking 4 

To forecast the demand for a digital process, we calculated a digitization 
index. It is a weighted index based on the values coming from the answers 
of more than 150 people on the digitization of the purchasing process. 
People were asked how valuable they would have perceived a shift  of 
some offline features (such as negotiation with the dealer, configuration 
of the car etc.) to an online configuration. The digitization index will take 
a value that goes from 0 to 1  (with 0 meaning no digital maturity of the 
purchasing process and 1 complete digital maturity). 

Car dealership cannot became a 100% digital provider because of its nature.  At the same time, customers are changing their will and some are becoming more 
aware of this new digital patterns. According to this, the assumption behind the segmentation of car dealership should be that customers in the first two 
segments are spending more and more time online  to get the necessary information about car specifications and features before buying it.   
Surprisingly, the 43% of the people who bought a car spent less than 1 hour to look for info online and just 4% of the surveyed has bought a car entirely online. 
Anyway, most of the interviewed answered in a positive way when asked if they would have accepted  a switch from offline to online resources in their 
purchasing process.  

 

The Index is equal to 0,81 (which is really close to 1) showing that 
customers are ideally ready to shift to a complete digital experience. 
However, comparing this result with the previous data we can see that 
customers hypothetic demand is still far from their actual behaviors. 
Perhaps, the biggest challenge for car dealers will be to create a matching 
offer for this demand that will eliminate the gap between offline and online 
and will free digital resources and additional operative advantages. 

24 



By conducting a focus group we aimed to get a better understanding of future consumer 
 

trends within the car retail industry. Our focus group contained of 8 international 
 

students – 4 women and 3 men. Participants came from Italy, Spain, Switzerland, 
 

Germany, Belgium, China and India. Given the international backgrounds of the students, 
 

there was no emphasis on one market. The outcome should express the different 
 

attitudes and perceptions of young people (young customers) towards the car industry 
 

and current retail models. 
 

Firstly we started the session by questions about car ownership today and in future as 
 

well as future car dealership scenarios. Secondly we discussed the use of car sharing and 
 

sharing economy in general (such as Uber). As a third topic we benchmarked e- 
 

commerce of clothing or technical devises to a possible e-commerce consumer journey 
 

of car retail. The closing question to the focus group was asked about the different 
 

offline and online consumer journeys and information gathering before a car is bought. 
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Focus Group – Outline  5 



Out of the 8 participants 4 (50%) already owed a car. Again out of the 8 people 3 
(37.5%) were sure about planning to buy a car in the future. However the use of a future 

company car could interfere with this scenario. Another important information was that for at least 
two people from the focus group a family would prompt them to buy a car. 

Most of the 8 students saw their future life in a city and would therefore prefer public 
transportation to an individual car ownership. However long distance commutes are a reason 
to switch from public transportation to owning and driving a car. Living outside of the city 

would prompt everybody from the group to own a car. 
The discussion then moved to the future of car dealerships and the added value. For our focus group 
the core values of car dealership would be exploring different opportunities of the car. Test 

different individualization and customization of models and to touch and feel the products. 
Following we introduced a future dealership model which contained of a virtual test drive at home. 
Generally the group responded positively to this experience. However the doubt was quickly raised 

that a virtual test-drive couldn’t not replace a real life experience. The group then came up 
with an idea of a combination of both worlds. A sort of test-drive to see the cars exterior and interior 

by which a model is chosen and a following home delivery of the desired car to do a real-life test-
drive. 

Car sharing was the next topic. 8 out of the 8 participants used car sharing in some sort of 
way (Uber, blablacar, Drivenow, Car2go). The strongest argument towards these use models was 
that it is cheaper than to own a car, especially as one only uses car sharing if needed. But it was 
pointed out that car sharing is good if going from A to B but somehow limited in use. Definitely 
there are more motivations behind using a car (freedom, discover, spontaneity), which are 

not easily covered by car sharing.  
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Focus Group – Discussion 5 



Next different e-commerce scenarios were pointed out. 1: Clothing, 2: Technical device, 

3: Cars. 

Most participants (6 – 75%) would have no problem to buy technical devices online. 

Even though customization (different colours and specs) is available as well. For clothing less 

participants were willing to order online (4 – 50%). Those who would not order cloths online 

explained that they like to see and feel the product first before ordering. For cars just one person 

(12.5%) was willing to order online. Different reasons for not ordering cars online were 

given. Most obvious would be the missing touch and feel experience of the product beforehand. 

But even in a scenario where the car could have been tested before arguments against online 

purchase were raised. One of them was the return policy in case anything is wrong with the car or it 

is not what the person looked for. A second argument was that e-commerce for such a complex 

product like cars could actually mean extra effort in comparison to ordering via a 

dealership. It was also suggested that buying a car due to the high amount of money is an act of 

trust towards the salesperson. This process could not be replaced online. 

In a last step different purchasing models were discussed. Offline-Offline, gathering information, 

contact to dealership and actual car purchase are offline. 

Offline-Online, gathering information and test-drive offline, but car purchase online. 

Online-Offline, gathering information online, test-drive and a later purchase offline. 

Online-Online, online process from information gathering until the final purchase. 
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Focus Group – Discussion 5 



The outcome of the focus group session is double-edged. On the one hand 

there are possible scenarios where an actual dealership in the 

neighbourhood is not necessary. 

On the other hand however an actual test-drive, a real life 

encounter with the product a trustworthy and competent 

salesperson and an easy and direct contact to the salesperson are 

desired. Therefore from the different purchasing models – Offline- 

Offline, Offline-Online, Online-Offline or Online-Online most people of our 

focus group chose the Online-Offline process. The arguments were that 

the first search and comparison could be conducted without aggressive 

salespersons and that information is more objective in the Internet. Final 

purchase however should be conducted together with a salesperson 

as trust and an human relationship come into play. 
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Focus Group – Outcome 5 
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Main Conclusions 

Data Collection 

Customer 

One of the main customer trend is the digitalization in almost every part 

of the customer´s life. Especially young customers  

The increased digitalization results in a digitization index of 0.8, which 

reflects that there is theoretically a high potential to digitalize the car 

industry, but the reality shows that the industry is not there yet and 

adjusts slowly. Therefore it will probably take years to close the gap 

between theoretical and actual digitization of the car industry.  

 

The second customer trend is the changing customer demand, where 

the need for flexibility regarding contract length, termination and 

financing is in the focus. 
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Main Conclusions 

Data Collection 

Purchase Experience 

• Circular purchase journey: Car buyers nowadays with digitalization can 

access diverse information and design purchase journey individually from 

different touch points starting from pre-purchase research, to test-drive, 

to  financing, to ownership and aftersales experience to maintain loyalty.  

• Customers are willing to go more than once to the dealer: with 

digitalization ,it is more convenient for customers to switch from one 

dealer to another with cross-brand experience, especially the tech-rich 

showroom  make customer engage more into purchase process 

• Test Drive-Most important factor of offline experience. Although there is a 

trend for online, car purchase is a high-involved activity, some features of 

traditional on-site dealer are not to be substituted by digitalization 

• Human relationships is difficult to replace digitally: many customers still 

value the traditional purchase journey, especially face-to face 

communication with salesmen by providing information consulting or price 

discount services 



Sept 16 31 

Main Conclusions 

Data Collection 

Car Dealer 
• The car dealer remains one of the most important part of the car buying 

process for the customers. Visit to the car dealer increases the confidence 

of the customer in the product and clears any doubt about it. 

• The key challenge for the car dealer is to acquire new customers in this 

fast changing digital world where a plenty of options are available to the 

customers and also to retain the existing ones because with more variety 

of products available today customers have less tendency to be loyal 

towards a particular brand or car dealership. 

• Another challenge faced by the car dealers is to satisfy all the demands of 

customers who have done an extensive online research and are much 

clear and adamant on a particular products. A complete sync between 

online and offline experience is hard to achieve. 

• All the digitization initiatives of car dealers require high capital 

investments and dealers face problems in arranging for these funds. 

• After sales service remains the key to success for the car brands and 

dealers. 



 
 

3 Recommendations 
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A two tier system of city and suburban locations 

The 2020 car dealership world 

• Space in the city will become too 
expensive 

• Especially as car sales only 
generates little profit 

• [Rents in Paris (€/SQM/Year) – 
895]* 

• Car manufacturer are more flexible 
in creating their dealership 

• Rents lower outside of the city  
• Growth (GDP) in Greater Paris Area 

2015 – 1.6% 

AFTERSALES IN SUBURBAN BUSINESS LOCATIONS 

*Source: Cushman&Wakefield: OSATW 2014 *Source: JONES LANG LASALLE; The offi ce market in the Greater Paris Region 2015 



One of our recommendations states that in the future car dealerships 
will be differentiated 

into dealerships inside and outside of the city. 
 

As costs for the dealership network are constantly high a 
consolidation and reduction of dealerships within a city will take 

place. In fact a single digital brand shop within the city might be 
sufficient. 

 
Aftersales, trainings and delivery of sales will then be handled by a 

bigger dealership outside of the city in the suburbs.  
 

This measure will reduce overhead costs to the dealership network while 
strengthening the brand position (i.e. Case Study London Dealerships) 

 
Furthermore the areas around the city grow themselves (see figure for 

Paris). The suburbs thus are a potential market itself to target 
customers.   
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A two tier system of city and suburban locations 

The 2020 car dealership world 
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Customer Journey 
Online - Offline 

    

  Access car 
brand website   

Research best 
suitable car 

models 

Use car virtual 
configuration  

for model 
selected 

Save reference 
number of the 
customised car 

Go to car 
dealership  

Test drive the 
car 

Give reference 
number to car 

dealer  

Get to know 
the dealer, 
negotiate 

contract and 
pay 

Wait for your 
car delivery 
and enjoy! 1 

2 

3 

4 

5 

6 

7 

8 

The Customer Journey described is focused on the Online-Offline approach where the consumer 

carries out an online research and continues the purchase in the offline car dealer. The 

consumer has access to a large variety of models in the online channel where price 

competitiveness is key for the car brand. Virtual configuration for the car model allows 

customers to view the desired car model and customize it freely. Once the customer is satisfied 

with the personal configuration of the car, the reference number is saved and provided to be 

given to the car dealer.  

 

The car dealer uses the reference number to track the customized car and make the order. 

Furthermore, the customer can choose to test drive the model and have a precise experience. If 

the customer is satisfied, the car model customized can be ordered and the contract and other 

financial options can be discussed with the car dealer. In this purchase process, the human 

factor and the test drive facilities of the offline approach are combined with a virtual online 

research. Once the payment is processed, the customer is ready to take the road.  
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Go to car 
dealer 

showroom   Talk about 
what you like 
to car dealer 

Get inspiration 
from 

suggestions of 
car model 

Choose car 
model, test 
drive and 
reserve 

Go home and 
access car 

website for 
payment 

Use reference 
number from 
car dealer and 

pay 

Return to car 
dealer to sign 
contract and 
pick up car 

Take car and 
enjoy! 

1 
2 

3 

4 

5 

6 

7 

8 

The Customer Journey described above is based on the opposite approach having the offline 

experience previous to the online channel. In this journey, the customer is less decided or needs 

to be inspired and advised to make a car model selection. For that reason, the customer is willing 

to see a showroom to discover the different offers and car models that may be attractive and 

considered. The car dealer plays a key role in this journey to get to know the consumer and gain 

confidence, provide with good advising and target the right model to satisfy the need of 

consumers. Consumer may be attracted and decide to test drive and reserve a car model.  

 

Once the consumer makes a reservation, the payment can be easily done through the online 

website of the brand. In this journey, the negotiation of the contract is complex, however, the 

consumer is provided with a fast and efficient payment procedure that can be arranged from 

anywhere. After the payment, the consumer should return to the car dealer to pick up the car and 

sign the contract in paper. Once the contract is signed, the consumer can hit the road.  

Customer Journey 
Offline - Online 
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What is wrong 
with my car?  

Check through 
aftersales App 
the car status 

Review the 
costs of the 

repair  

Review days 
estimation on 
repair service  

Accept and 
choose car 

pick-up point 
option  

Deliver car to 
aftersales and 

wait  

Receive 
notification 
when ready 
for delivery  

Payment 
through App 
and enjoy! 

1 

2 

3 

4 

5 

6 

7 

8 

The aftersales service is mainly digitalized and accessed through the App of the particular car 

brand or external maintenance service. The continous monitoring will provided the consumer 

with a live status notification of the car and potential failures in the car system. The consumer 

can review the cost information and level of urgency of the potential repairs and the time 

estimation for the aftersales to fix them and delivery. Once the consumer decides and selects the 

most suitable options for pick up location, the car is taken to the aftersales location by a 

maintenance service member. Notifications and live updates are given to the consumer when car 

is ready to be delivered back or other relevant issues of concern about the repair. Once the 

consumer receives the car and reviews the quality of the service, proceeds to arrange the 

payment through the App. After payment is confirmed, the car is ready to be used 

Customer Journey 
After Sales Service 

Sept 16 
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Value Proposition 

Product 

Engagement  

Young and friendly  
car dealer  

Targeted marketing 

Easy online-offline  
conversion 

Experience 

Less compulsive  
purchasing process 

Car is the representation  
of customers 

Data integration 

Benefits 

Separation of service location: 
• Showroom (city centre) 
• Aftersales (city outskirts) 

Pick up and delivery  
(Tesla example) 

App to track  
maintenance service/costs 

Features 

Customer 

Fears 

Wants 

Needs 

Car ownership 

Financial issues 

Sunk costs 
(Time-Consuming) 

Lack of alternatives 

Unsufficient  
information 

Flexibility 

Reliable and efficient  
aftersales service 

Easy purchasing process 

Digital options: 
• Online purchase 
• Variety of models 
• Time saving 

Smooth customer  
experience 

Price competitiveness 



In order to test the value creation for the customers of this new business 

model we created a value proposition Canvas. First of all, we analyzed the 

needs of the customers in terms of  expectations. The key requirements of 

the customers are flexibility in the all purchasing process, reliability and 

efficiency of the services. Then, we addressed the fears of the purchasing 

process with the main wants of the future customers. Finally we addressed 

the wants and the fears through the various features of our product and 

business model. The key features to experience are represented by new 

services (for instance, digital showrooms, aftersales and mobile apps to 

track maintenance services and costs).  

This analysis leads to the definition of three main benefits which are:  

1. Car as an extended-self of the customer  

2. Smoother purchasing experience (no pressure of the sales force) 

3. Collection of data that can be used in the future to perform a better 

segmentation. 
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Value Proposition 
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SWOT Analysis 

• Personal Touch: Test Drive, 
Human factor 

• Cost Savings: Less space 
needed for showrooms 

• Flexibility: more choices/better 
prices 

       Strengths 

• Capital Intensive Model 
• Requires high technical know 

how about digital technology 
• Specialized training for staff for 

smooth customer experience 

      Weaknesses 

• Growth of digital technologies 
• New customer base 
• Improvement in 

technology/Innovation 
• Set pace with increased usage 

of smart devices 
 

       Opportunities 

• Ecommerce (Amazon becoming 
a marketplace for cars) 

• Increase usage of substitutes 
like UBER 

• Environmental regulations  
 

       Threats 
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TESLA Example 

Too visionary? 



Our recommendations are mainly derived from the different data collection 
methods used throughout this study. These are desk research, mystery visits, an 

online survey, interviews and an focus group interview.  
 

Many of the concluded recommendations from this research can already 
be found in the service concept of Tesla Motors.  

 
Especially in the focus group interview it became obvious that potential 

customers expect the best service when it comes to aftersales. 
 

Tesla provides their customers with a strong warranty as well as the 
possibility to pick up their car at home or the office by a valet service.  

 
Further for quick maintenance a Tesla Ranger – a mobile repair person – 

might help customers quick and easy at any given location.  
 

Tesla also aims to provide a loaner car to every customers who’s car is currently 
been in service. 
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TESLA Example 

Too visionary? 



 
 

4 Conclusion 
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Conclusion 

Promote digitalization of showrooms Digital engagement with customer 

• Consolidation of city showrooms 
• Seperation of Sales and Aftersales  

Means Goals 

Cost reduction for dealer network 

Consistent purchase experience Integrate online and offline resources 

Bridge the gap between offline and 
online experience 

Create seamless offline/online 
customer journey  

Excellent aftersales services 
Real time monitoring, valet service, 

repair service  

Flexible financing plans Provide new lease plan options 



• http://www.frost.com/prod/servlet/press-release.pag?docid=288841360 
• http://ww2.frost.com/news/press-releases/digital-retailing-lead-future-

automotive-sales-strategies-oems/ 
• EY report “Future of Automotive retail- shifting from transactional to customer-

centric 
• McKinsey & Company Innovating automotive retail –Journey towards a 

customer-centric, multiformat sales and service network 
• NADA Used Car Guide “Data, Technology and Insight: Digital Trends in Auto 

Retailing” 
• PwC report “The Digital Vehicle Ownership Experience – Automotive in China’s 

Digital Age” 
• McKinsey& Company “Finding the fast lane: Emerging trends in China auto 

market” http://www.mckinsey.com/industries/automotive-and-assembly/our-
insights/finding-the-fast-lane-emerging-trends-in-chinas-auto-market 

• Accenture consulting “China’s Automotive Market: Consumer and digital 
marketing insights” https://www.accenture.com/us-en/insight-china-
automotive-market 

• http://www.carnewschina.com/2013/01/20/mercedes-benz-sells-cars-on-
weibo-chinas-twitter/ 
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