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DOWNLOADING DIGITAL 
OPPORTUNITIES IN AUTOMOTIVE

A MESSAGE FROM FRED MINTURN 

In this spirit, we will be looking at how digital 
transformation is changing every aspect of automotive 
retail networks – from parts and service to warranty, 
ÁHHW� VDOHV�� DQG� FXVWRPHU� HQJDJHPHQW��:H�ZLOO� DOVR�
put GEN Y and Z under the loop to see what our next 
generation customers will be looking for in a driving 
H[SHULHQFH��:H�ZLOO�H[DPLQH�WKH�UROH�RI�WKH�GHDOHU�LQ�
the digital age: it is no longer just about optimizing 
the distribution infrastructure, but about how to 
GHOLYHU� WKH�NLQG�RI� UHODWLRQVKLS�FXVWRPHUV�YDOXH��:H�
ZLOO�UHÁHFW�RQ�WKH�LPSDFW�RI�H�PRELOLW\�DQG�QHZ�W\SHV�

Charlene Li

“Transformation and disruption 
have something very interesting 
in common: they’re both human 
issues, both human problems to be 
tackled, not technology problems.” 

As previously announced, Patrick Katenkamp has joined MSXI as CEO of Retail 
1HWZRUN�6ROXWLRQV� �516���+H� LV�ZHOO�TXDOLÀHG�WR� OHDG�WKH�516�VHUYLFH�JURXS��
bringing with him a strong background in the digital aspects of automotive 
UHWDLO�QHWZRUNV��:LWK�PRUH�WKDQ�WZR�GHFDGHV�RI�H[SHULHQFH�LQ�WKH�WHFKQRORJ\��
software and automotive industries, Patrick joins MSXI with a proven record 
RI�VXFFHVVIXOO\�OHDGLQJ�LQWHUQDWLRQDO�RUJDQL]DWLRQV��6LQFH�MRLQLQJ�WKH�FRPSDQ\�
nearly three months ago, he has become well engaged in all aspects of the 
EXVLQHVV���$V�WKH�QHZ�516�&(2��KH�ZLOO�QRZ�DOVR�DXWKRU�WKLV�HGLWRULDO�VHFWLRQ�RI�
WKH�%HQFKPDUNHU��,�SURXGO\�KDQG�RYHU�DXWKRUVKLS�WR�3DWULFN�DQG�ORRN�IRUZDUG�
WR�UHDGLQJ�WKH�IXWXUH�HGLWLRQV�RI�WKLV�SXEOLFDWLRQ�

FRED MINTURN 

Group CEO and Executive Chairman, MSXI

,� FRXOGQ·W� DJUHH� PRUH�� 7KDW� LV� ZK\� WKLV� LVVXH� RI�
Benchmarker is focused as much on the people 
using digital technologies as on the technologies 
WKHPVHOYHV�� 'LJLWDOL]DWLRQ� DQG� WKH� GLJLWL]LQJ� RI�
SURFHVVHV� LV�QRW�D� WUHQG�� ,W·V� D� IDFW�RI� OLIH� LQ� WRGD\·V�
EXVLQHVV�ZRUOG��7KH�DXWRPRWLYH�LQGXVWU\�KDV�DOUHDG\�
become a digital business but to truly move forward, 
GLJLWDOL]DWLRQ�KDV�WR�EH�DW�WKH�FRUH�RI�RXU�'1$��2QO\�
then can we meet the expectations of connected 
consumers and serve the needs of automated and 
FRQQHFWHG�GULYLQJ��

'LJLWDO� WHFKQRORJLHV� DUH� QRW� RQO\� FKDQJLQJ� RXU� FDUV��
7KH\� DUH� DOVR� FKDQJLQJ�RXU� EHKDYLRUV�� 7DNH�PRELOLW\��
which is created by combining the words “mobile and 
DELOLW\�µ� ,Q� D� UHFHQW� LQWHUYLHZ� RQ� OHDGHUVKLS�� GLJLWDO�
transformation and disruption, Charlene Li, author of 
the groundbreaking, bestseller Groundswell: Winning 
LQ� D�:RUOG� 7UDQVIRUPHG�E\� 6RFLDO� 7HFKQRORJLHV, said:

Editorial

PATRICK KATENKAMP

CEO MSXI, Retail 
Network Solutions
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Developing an integrated “brick and 
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Increase brand loyalty and revenue by 
converging physical and digital retail 
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Retail performance management in a 
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Use big data and digital analytics to 
SHUVRQDOL]H�FXVWRPHU�RරHUV

)uture of Áeet

:K\�LQWHJUDWLQJ�0DD6�LQ�\RXU�RරHULQJ�
gives you a competitive advantage

Driving aftermarket parts digitally

Exploit growing opportunities in parts and 
service in a dynamic market

Connecting with the next generation

What does Gen Z expect from the driving 
experience?

PATRICK KATENKAMP

RI� FRPSHWLWRUV� RQ� KRZ� DXWRPDNHUV� GR� EXVLQHVV��
And, of course, we will examine how to use digital 
technologies to create new revenue streams and cut 
FRVWV�

$XWRPRWLYH� KDV� DOZD\V� UHÁHFWHG� DQG� EHHQ� VKDSHG�
E\� LPSRUWDQW� VRFLDO�� FXOWXUDO� DQG� HFRQRPLF� WUHQGV��
7KLV� LQFOXGHV� KRZ� WKH� LQGXVWU\� DSSURDFKHV� GHVLJQ��
production, distribution, partnerships, and customer 
LQWHUDFWLRQV�� +RZHYHU�� IRU� WKH� ODVW� ���� \HDUV�� RXU�
business has primarily been an analog one – based 
on handshakes and contracts rather than bits and 
E\WHV��:LWK�SUHGLFWLYH�DQDO\WLFV�DQG�KLJKO\�DGYDQFHG�
technology platforms, the cutting edge of cars today is 
DERXW�GHVLJQLQJ�DQ�HQG�WR�HQG�YDOXH�FKDLQ�WKDW�IXOO\�

UHÁHFWV� WKH�YDOXH�RI� WKH�FXVWRPHU�RYHU� WKH�ÀQDQFLDO�
52,�RI�FDU�SURGXFWLRQ��,Q�RXU�LVVXH�RQ�&RQQHFWHG�&DUV�
ZH�DOUHDG\�WDONHG�DERXW�WKH�YHKLFOH�DV�GLJLWDO�DSS��

In this issue we take a broader view of how the 
automotive business can use digital technology to be 
PRUH�DJLOH��ÁH[LEOH��VFDODEOH�DQG�SURÀWDEOH��7KLV�LV�RQO\�
SRVVLEOH�LI�WKHUH�LV�D�YLVLRQ�DQG�D�UREXVW�RUJDQL]DWLRQ�
ZLGH� SODQ� WR� UROO� RXW� D� GLJLWDO� VWUDWHJ\�� ,W·V� QRW� MXVW�
DERXW�PRYLQJ�IDVWHU��,W·V�DOVR�DERXW�WKLQNLQJ�VPDUWHU��
%XLOGLQJ� VPDUWHU�� 2රHULQJ� VPDUWHU� VHUYLFH�� � $QG�
GHYHORSLQJ�VPDUWHU�UHODWLRQVKLSV��7KH�TXHVWLRQ�LV�QR�
ORQJHU�´LIµ��DQG�WKH�FKDOOHQJH�LVQ·W�´ZKHQ�µ�EXW�´KRZµ�
you can set a path to embrace digital and reimagining 
ZKDW�LW�PHDQV�WR�EXLOG��VHOO�DQG�RZQ�²�RU�VKDUH�²�D�FDU���
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21 DIGITAL TRENDS
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are expected to 
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DIGITALIZING IS DRIVING 
EXPONENTIAL CHANGE IN 
THE AUTOMOTIVE INDUSTRY 

PIETER VAN ROSMALEN

Global Vice President and Chief Product 
Officer

$V�&KLHI�3URGXFW�2FHU�IRU�06;,�VLQFH�)HEUXDU\�
2018, Pieter van Rosmalen leads a team 
focused on two essential activities: Product 
DQG� 3DUWQHUVKLS� 'HYHORSPHQW�� UHVSRQGLQJ�
to the key trends of digitalization, connected 
car, and mobility that are driving change in 
RXU�LQGXVWU\���3LHWHU�ZDV�WKH�9LFH�3UHVLGHQW�RI�
Retail Network Solutions at MSXI from March 
2011 until 2018 and he previously served as 
Vice President Retail Network Solutions for 
(XURSH�DQG�$VLD�3DFLÀF���+H�FDQ�EH�UHDFKHG�DW��
pvanrosmalen@msxi-euro.com�

7KH� DXWRPRWLYH� LQGXVWU\� KDV� DOUHDG\� VHW� LWV�ZKHHOV�
in motion to provide digitally enhanced customer 
H[SHULHQFHV�� ,W� LV�DOVR�PDNLQJ�JUHDW�VWULGHV�LQ�VPDUW�
factory automation, where we have seen levels of 
DXWRPDWLRQ� ULVH� LQ� WKH� ODVW� WZR�GHFDGHV� WR� DSSUR[��
���� DXWRPDWLRQ� LQ� PDQ\� SODQWV� ZLWK� RXWSXWV�
LQFUHDVLQJ�E\�XS�WR����� WLPHV� IURP�WKH�HDUO\�����V��
+DUGHU� WR� DFFHSW� LV� WKH� PLQGVHW� VKLIW� QHFHVVDU\� DW�
all levels of a retail network to move away from a 
century old automotive retail business model, in 
RUGHU�WR�PHHW�WKH�FKDOOHQJHV�WKH�IXWXUH�ZLOO�EULQJ���

6RXUFH�%DLQ�	�&RPSDQ\���)DFHERRN���&KDQJLQJ�*HDUV�����

By 2020, almost 70% of annual 
auto sales will be digitally in�uenced.

2(0V� FDQ� QR� ORQJHU� DරRUG� WR� VROHO\� IRFXV� RQ� WKHLU�
dealerships to generate revenue and deliver on brand 
YDOXH��7KH\�KDYH�WR�H[SORUH�QHZ�RSSRUWXQLWLHV�IRU�GLUHFW�
WR�FRQVXPHU�VDOHV�DQG�H[SDQG�WKHLU�KRUL]RQV�E\�IRUJLQJ�
partnerships with traditional and disruptive external 
SOD\HUV� LQ�WKH�PDUNHW�� ,W·V�D�ELW� OLNH�VWHHULQJ�WKH�7LWDQLF��
7KHUH·V� D� ORW� RI� ZHLJKW� RQ� ERDUG� GXULQJ� D� WLPH� ZKHQ�
DJLOLW\�DQG�VSHHG�DUH�FULWLFDO�WR�JHW�WKURXJK�WKH�VWRUP�����

What role will disruptor companies play in 
the future?

1HZ�W\SHV�RI�VHUYLFH�SURYLGHUV�DUH�HQWHULQJ�WKH�VFHQH��
7KLV�LQFOXGHV�VXSSO\�FKDLQ�SDUWQHUV�OLNH�SDUWV�VXSSOLHUV��
EXW�DOVR�GLJLWDO�FRPSDQLHV�HQDEOLQJ�RPQLFKDQQHO�UHWDLO��
Strategic partners like MSXI can provide OEMs and 
GHDOHUV� ZLWK� XQLTXH� DGYDQWDJHV� VXFK� DV� TXDQWLI\LQJ�
retail performance and earmarking solutions for 
LQFUHDVLQJ� SURÀW�� GHVSLWH� D� JURZLQJ� QHHG� IRU� 2(0�
LQYHVWPHQW� LQ�GLJLWDO� WHFKQRORJ\��&RPSDQLHV� OLNH�7HVOD�
DUH� FODLPLQJ� PDUNHW� VKDUH� LQ� WKH� HOHFWULF� FDU� VSDFH��
Consumer electronics and online specialists like Apple 
and Google are rumored to be exploring ways to transfer 

WKHLU�GLJLWDO�NQRZOHGJH�LQWR�YHKLFOH�SURGXFWLRQ��0RELOLW\�
services are on the rise with companies like Car2Go 
RරHULQJ�DOWHUQDWLYHV�WR�SXUFKDVLQJ�D�YHKLFOH��,W·V�D�ORW�WR�
keep pace with particularly in a time where OEMs have 
WR� EXLOG� D� VXVWDLQDEOH� EXVLQHVV� PRGHO� GLරHUHQW� IURP�
DQ\WKLQJ� WKH\·YH� HYHU� VHHQ� EHIRUH�� $W� 06;,� ZH� YLHZ�
this as the most exciting change in car history since 
LWV�LQFHSWLRQ�
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Major trends that will effect the auto industry

Four steps to leveraging digital to improve 
your retail organization

Step One: Make the automotive industry a “great 
SODFH�WR�ZRUN�µ�)RU�\HDUV�2(0V�DQG�GHDOHUV�KDYH�EHHQ�
attracting top talent with university degrees based on 
WKHLU� EUDQG� HTXLW\� DORQH�� 0DQ\� RI� WKHVH� SHRSOH� DUH�
great salespeople with a lot of experience, but they have 
WR�EH�UHWUDLQHG�WR�HQJDJH�ZLWK�FXVWRPHUV�GLරHUHQWO\��
using digital technologies and selling mobility service 
SDFNDJHV� LQVWHDG� RI� MXVW� D� FDU�� $W� WKH� VDPH� WLPH��
young talent needs to be convinced that working in 
DXWRPRWLYH�RරHUV�WKHP�D�G\QDPLF�ZRUNSODFH�ZLWK�IXOO�
GLJLWDO�FDSDELOLWLHV�DQG�WKH�FKDQFH�WR�PDNH�D�GLරHUHQFH�
LQ�WKH�IXWXUH�RI�PRELOLW\��

Step Two:� � ,QFUHDVH� VSHHG� DQG� DJLOLW\�� 2(0V� KDYH�
ZHOO�HVWDEOLVKHG�PDQDJHPHQW�VWUXFWXUHV�QRW�GHVLJQHG�
IRU�TXLFN�FKDQJHV��%\�FRQWUDVW��PRVW�FRPSDQLHV�WRGD\�
ODXQFK�DQ�����GHYHORSHG�VROXWLRQ�ZKLFK� WKH\�DGMXVW�
DV� WKH\� PRYH� IRUZDUG�� 7R� EH� HTXDOO\� DJLOH�� 2(0V�
ZLOO� KDYH� WR� HVWDEOLVK� D� SHUIRUPDQFH�EDVHG� G\QDPLF�
environment with better, more timely and smarter 
GHFLVLRQV�DW�DOO�OHYHOV�RI�WKH�RUJDQL]DWLRQ�

Step Three:� /HYHUDJH� WKH� SRZHU� RI� GDWD�� � 'DWD� LV�
NLQJ� ²� GHHS� OHDUQLQJ�� PDFKLQH� OHDUQLQJ�� DUWLÀFLDO�
LQWHOOLJHQFH�� ,W� HQDEOHV� FXVWRPHU�FHQWULFLW\� DQG� FDQ�
EH�XVHG�SUHGLFWLYHO\�IRU�5	'�DQG�SURGXFWLRQ��,Q�PDQ\�
cases data infrastructures are already in place and 
PDQ\�2(0V�KDYH�UHFUXLWHG�LQ�KRXVH�GDWD�VFLHQWLVWV�WR�
EXLOG�DQG�PDQDJH� WKHP��2U� WKH\�DUH�SDUWQHULQJ�ZLWK�
,7�VSHFLDOLVWV�RU�H[WHUQDO� � LQWHOOLJHQFH�FRPSDQLHV��7KH�
PRUH� GLFXOW� FKDOOHQJH� LV� PDNLQJ� GDWD� WUDQVSDUHQW�
to everyone in their retail organization through 
standardization and centralization and making 
LW� DFWLRQDEOH�� 7KLV� UHTXLUHV� WKH� ULJKW� WHFKQRORJ\��
employee training, and a strategic omnichannel digital 
VWUDWHJ\�� +RZHYHU�� LQ� WKH� IXWXUH� ZKHQ� HYHU\RQH� KDV�

mastered the data revolution, technology alone will 
QR�ORQJHU�EH�D�GLරHUHQWLDWRU��3HRSOH�ZLOO�EH��7KH\�DUH�
the ones who listen to customers and understand their 
SUREOHPV�� 7KH\� DUH� WKH� IDFH� RI� \RXU� EUDQG�� %XW�ZLWK�
the right customer and vehicle data they can be your 
EUDQG�DPEDVVDGRUV�²�D�NH\�GLරHUHQWLDWLQJ�IDFWRU�

Step Four:� &UHDWH� QHZ� UHYHQXH� VWUHDPV�� 2(0V� ZLOO�
have to invest enormous amounts of money in new 
LQIUDVWUXFWXUHV� WR� JHW� WKH� ÀUVW� GROODU� RI� UHYHQXH�
EDFN�� 3DUWLFXODUO\� LQ� WKH� VKRUW� WHUP�� 2(0V� ZLOO� KDYH�
to continue to invest in the research, design and 
production of new powertrains as well as components 
and functions accompanying the rise of digital services 
DQG� FRQQHFWLYLW\� V\VWHPV�� $QDO\VWV� FODLP� 2(0V� DUH�
VSHQGLQJ� DV� PXFK� DV� ���� PRUH� IRU� SDUWV� WKDQ� IRU�
SUHYLRXV� JHQHUDWLRQV� RI� FDUV�� 5HWXUQ� RQ� FDSLWDO� LV�
WKHUHIRUH� D�ELJ� LVVXH�� � ,Q�RUGHU� WR�RරVHW� LQYHVWPHQWV�
and increase revenues in the future, OEMs will have 
to put more emphasis on alternative revenue streams 
VXFK�DV�PRELOLW\�SDFNDJHV��SRS�XS�VWRUHV��HYHQWV�XVLQJ�
virtual and augmented reality technology, and online 
GLUHFW�WR�FRQVXPHU� EX\LQJ� H[SHULHQFHV�� 7KHVH� LVVXHV�
are discussed in detail in other articles in this issue of 
%HQFKPDUNHU�

Source: MSXI research

Battle for online 
customers has 
emerged, focusing
on creation of an 
“outstanding 
overall customer 
experience”

Customer
Centric

OMNICHANNEL
RETAIL

Connected cars 
provide new means 
of interaction with 
the driver

Generated data is
key to Data Analytics
and related new 
Business Models 
(e.g. predictive 
maintenance)

Connected

CONNECTED
CARS

Changing mobility 
needs and mobility 
behaviour, especially 
in urban areas

Transformation from 
OEM to mobility 
provider

“Car as a Service”

Shared Mobility
Solution

SHARED MOBILITY
SOLUTIONS

2-5% of new 
vehicles in 2025 
with L4/5 
autonomous

25-30% L4/L5 in 
2035, 8-10 % of which 
are L5

Autonomous

AUTONOMOUS
CARS

10-15% of vehicles 
will be Battery 
Electric (BEV) in 
2025

Basis for new 
(metropolitan) 
business models

Electric

ELECTRIC
CARS
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Automotive Digital Retailing

Digitalization is the biggest technology 
transition in history

OEMs have no choice but to embrace their digital 
GHVWLQ\�RU�RWKHUV�ZLOO�GR� LW� IRU� WKHP��3DUWO\� WKLV� LV�D�
PLQG� VKLIW�� 0RYLQJ� DZD\� IURP� HVWDEOLVKHG� QRUPV�
DQG� H[FHVVLYH� FRQIRUPLW\�� 7HPSHULQJ� DQ[LHW\� DERXW�
change among employees by involving them in the 
FKDQJH�SURFHVV��

7KLQN� DERXW� LW�� -XVW� ��� \HDUV� DJR�� WKHUH� ZDV� QR�
VXFK� WKLQJ� DV� D� VPDUWSKRQH�� 7RGD\� QR� RQH� OHDYHV�
KRPH� ZLWKRXW� LW�� 7KH� VDPH� LV� JRLQJ� WR� KDSSHQ� LQ�
PRELOLW\�� 7KH� VWDNHV� DUH� KLJK� EXW� E\� HYROYLQJ� \RXU�
organization to be more digitally competent, the 
UHWXUQ�LV�HTXDOO\�KLJK��

6RXUFH��)URVW�	�6XOOLYDQ

6WHYH�-REV��&(2�$SSOH�,QF

“ Technology is nothing. What's 
important is that you have a faith in 
people, that they're basically good 
and smart, and if you give them 
tools, they'll do wonderful things 
with them.”

Creating urgency around innovation by building 
D� FXOWXUH� RI� LQWUDSUHQHXUVKLS�� $FFHSWLQJ� WKDW� \RXU�
organization no longer works in isolation but that 
GLJLWDO� UHTXLUHV� KRUL]RQWDO� SDUWQHULQJ� ERWK� ZLWKLQ�
DQG�RXWVLGH�WKH�LQGXVWU\��0DNLQJ�GLJLWDO�DQ�LQWHJUDO�
SDUW�RI�WKH�IDEULF�RI�\RXU�RUJDQL]DWLRQ��

At MSXI we are helping many OEMs with concrete 
solutions such as how to save money by digitalizing 
warranty management, how to digitalize technical 
support, or how to find new ways to do parts 
ZKROHVDOH�� ZKLFK� DUH� PRUH� H�FRPPHUFH� RULHQWHG��
We are working with them to eliminate data silos 
between dealers and OEMs so they have a clear view 
RQ� WKHLU� IOHHW�DQG�PRELOLW\�EXVLQHVVHV��:H�DUH�DOVR�
sharing our expertise and technical tools to enhance 
UHWDLO� SHUIRUPDQFH�PDQDJHPHQW� XVLQJ�TXDQWLILDEOH�
GDWD�SURJUDPV�ZKLFK�GHOLYHU�D�KLJK�UHWXUQ�RQ�DVVHWV��

Reimagine customer journey from pre-sales
through sales to aftersales.

OEMs and ecosystem participants will
develop online and offline touchpoints.
Create an enhanced omni-channel customer
experience.

Redefine showroom experience focusing on
economics and regional markets (Audi city 
concept will not suit for all regions).

Capability building at dealerships – Focus on 
front line sales and service followed by
dealership principals and digital consultants
leveraging AI, VR, gamification, etc.

OEMs will build eMarketplaces to retail cars,
parts and provide service aggregation
platforms.

VISION 2020



10 MSXI Benchmarker - Issue 1/2018

AUTOMATION AND ANALYTICS: 
KEY TECHNOLOGIES FOR THE 
DIGITALIZED DEALER 

2YHU�WKH�ODVW�IHZ�\HDUV��ZH�KDYH�VHHQ�VLJQLÀFDQW�DGYDQFHV�
LQ�WKH�GHYHORSPHQW�DQG�XVH�RI�QHZ�DXWRPDWLRQ�DQG�,7�
WHFKQRORJLHV��7KLV�KDV�KDG�DQ�LPSDFW�RQ�DOO�DXWRPRWLYH�
operations from production through to how business 
SURFHVV� VROXWLRQV� DUH� GHVLJQHG� DQG� GHOLYHUHG�� 7KH�
challenge remains being able to continually simplify 
and make that technology accessible at all levels of your 
UHWDLO� QHWZRUN�� 7KLV� UHTXLUHV� XQORFNLQJ� GDWD� WKDW� KDV�
previously been stranded inside machines and processes 
as well as better pinpointing opportunities to automate 
GHFLVLRQ�PDNLQJ� DQG�JDLQ� LQVLJKWV��0D[LPL]LQJ� GLJLWDO�
IURP� GHVLJQ�WR�GHDOHU� DOVR� UHTXLUHV� DQ� RSHQ� PLQG�
for emerging technologies, transformative business 
models, and new forms of collaboration internally and 
H[WHUQDOO\��$W� WKH�VDPH�WLPH�� LW� LV�EXVLQHVV�FULWLFDO� WKDW�
2(0V� OHYHUDJH� WKHLU� H[LVWLQJ� OHJDF\� DVVHWV�� ,W·V� QRW�
DERXW� UHSODFHPHQW�� LW·V� DERXW� HYROXWLRQ�� $� JRRG� ÀUVW�
start is understanding what’s going on, what’s available, 
DQG�GHWHUPLQLQJ�ZKHUH�EHVW�WR�IRFXV�\RXU�UHVRXUFHV��

Growing digitalization and 

advancements in technology will increase 

automotive industry investments to 

$82.01 billion by 2020. 

6RXUFH��)URVW�	�6XOOLYDQ

Digitalization has to extend to the core of 
your business

Robotics accelerate the transition to lean design 
processes by introducing as much automation as 
SRVVLEOH�LQFOXVLYH�RI�VNLOO�EDVHG�URXWLQJ�DQG�HVFDODWLRQV��
All binary processes with an established rules base can 
EHQHÀW�IURP�DXWRPDWLRQ�LQFOXGLQJ�WKH�WLPH�LW�WDNHV�WR�
open up new pricing models, KPIs and Service Level 
$JUHHPHQWV��
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BRENDAN WALSH

Global Vice President and Chief Digital 
Officer

Brendan Walsh was named Vice President 
and Chief Information Officer at MSXI in 
$SULO� ������ ,Q� WKLV� UROH�� KH� LV� UHVSRQVLEOH�
for global information technology strategy 
and operations as MSXI continues to 
identify means by which technology based 
solutions can differentiate the company 
in the marketplace, and create value for 
FXVWRPHUV� DQG� VKDUHKROGHUV�� +H� FDQ� EH�
reached at bwalsh@msxi.com�

“The goal is to turn data into 
information, and information 

into insight.”

&DUO\�)LRULQD��)RUPHU�&(2�RI�+3

Companies that add advanced analytics to the mix can 
DOVR� PRUH� TXLFNO\� LGHQWLI\� SURGXFWLRQ� LQHFLHQFLHV��
FRPSDUH� TXDOLW\� DJDLQVW� PDQXIDFWXULQJ� FRQGLWLRQV�
and better identify potential safety, production or 
HQYLURQPHQWDO�LVVXHV��$GYDQFHG�DQDO\WLFV�OLNH�PDFKLQH�
learning also allow you to identify patterns in data 
and processes that are too nuanced for a human to 
SLFN�XS��$V�\RX�PRYH�WKURXJK�\RXU�F\FOH�RI�PDFKLQH�
learning the system will progress its understanding of 
KRZ�EXVLQHVV�UXOHV�FDQ�EH�FRQVWUXFWHG��

+RZHYHU��\RX�FDQ·W� MXVW�EULQJ� LQ� URERWLFV�RU�DQDO\WLFV�
H[SHUWV�ZLWKRXW�GRPDLQ�NQRZOHGJH��7KH\�QHHG�WR�KDYH�
a deep understanding of your business processes and 
goals and your digital mandate has to connect front 
DQG�EDFN�RFH�V\VWHPV��,I�\RX�ZDQW�WR�LPSURYH�GLJLWDO�
VHUYLFH�RරHULQJV�\RX�ZRQ·W�JHW�IDU�XQOHVV�GLJLWDOL]DWLRQ�
JRHV�VWUDLJKW�WR�WKH�FRUH�RI�\RXU�UHWDLO�QHWZRUN����
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Data Analytics Trends

Source: Spring People

The building blocks of real time customer 
service

Automation and analytics are also the building 
blocks of delivering real time services to customers 
such as technical help desk services, warranty prior 
DSSURYDO� GHFLVLRQV�� RU� SDUWV� UHFRPPHQGDWLRQV�� 7KH�
resulting speed and accuracy promises a better 
service experience for the customer and a better 
ÀQDQFLDO�UHWXUQ�IRU�WKH�GHDOHU��,GHDOO\��GLJLWDO�SURFHVVHV�
VKRXOG�FORVH� WKH�JDS�EHWZHHQ�VHUYLFHV��EXLOGLQJ�QHZ�
relationships between parts and warranty, technical 
KHOSGHVN�� DQG� ÁHHW� PDQDJHPHQW�� DV� ZHOO� H[SUHVV�
VHUYLFH� DQG� FXVWRPHU� HQJDJHPHQW�� &RUUHODWLQJ� WKHVH�
data streams allows planners and analysts to see where 
data and insights converge, enabling more seamless 
SODQQLQJ�DQG�SHUVRQDOL]HG�VHUYLFH�RරHUV��:KDW�2(0V�
FDQQRW� DරRUG� LV� WR� ULS� DQG� UHSODFH� H[LVWLQJ� OHJDF\�
V\VWHPV�� 7KLV� LV� ERWK� FRVW� DQG� WLPH� SURKLELWLYH� DW�

when they have huge existential competitive threats in 
the realm of customer facing issues like mobility and 
RPQLFKDQQHO�PDUNHWLQJ��

$W�06;,� ZH� SULRULWL]H� VROXWLRQV� WKDW� GR� QRW� UHTXLUH�
OEMs to change but allow them to build the 
advantages of digital advancements into existing 
V\VWHPV�WHFKQRORJLHV��8QIRUWXQDWHO\��DOWKRXJK�2(0V�
have a lot of data, they often lack the bandwidth or 
WHFKQRORJ\� WR� LQWHUURJDWH� LW� HරHFWLYHO\��2XWVRXUFLQJ�
WR� WKRVH� ZKR� FDQ� FRPH� LQ� KDQG\� KHUH�� 06;,� KDV�
built robotics solutions in warranty that are already 
LQ� SURGXFWLRQ� WRGD\�� :H� KDYH� PLJUDWHG� PLOOLRQV� RI�
lines of parts and warranty data into our big data 
solutions – allowing our data scientists to interrogate 
WKH�GDWD�WR�WHVW�K\SRWKHVHV�DQG�ÀQG�SDWWHUQV��:H�DUH�
combining this data analytics interrogation capability 
with data visualization technology to make data 
SDWWHUQV�YLVXDOO\�DSSDUHQW�WR�RXU�FXVWRPHUV��

DATA
ANALYTICS

TRENDS

Internet of Things (IoT)

Artificial
Intelligence (AI)

Augmented
Reality

Graph
Analytics

Hyper Personalisation

Machine
Intelligence (MI)

Agile Data
Science

Behavioural
Analytics

Journey
Science

The Experience
Economy
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Breakdown of automotive OEMs' value pools along the value chain in 2025

Source: McKinsey

Unlocking the possibilities of automation 
and analytics in the future

Looking ahead, OEMs are going to receive more and 
PRUH�GDWD��SDUWLFXODUO\�IURP�FRQQHFWHG�FDUV��0DQDJLQJ�
that data can be expensive if you don’t know what you 
are looking for – and also time intensive at a time when 
VSHHG� UHDOO\� FRXQWV�� 2XWVRXUFLQJ� WR� GDWD� VSHFLDOLVWV�
with no automotive experience can accelerate negative 
LPSDFWV�� ,W·V� LPSRUWDQW� WKDW�\RXU�SDUWQHUV�XQGHUVWDQG�
your KPIs, where the pain points are in your retail 
QHWZRUN��DQG�KRZ�DXWRPRWLYH�FXVWRPHUV�WLFN��6ROXWLRQV�
VKRXOG�SURYH�WR�UHGXFH�À[HG�FRVWV�DQG�VDOHV�H[SHQVHV�
ZKLOH� XQFRYHULQJ� QHZ� SURÀW� QLFKHV� DQG� GHOLYHULQJ�
D� PHDVXUDEOH� DQG� TXLFN� 52,�� ,PSOHPHQWDWLRQ� WLPH�
VKRXOG�EH�PHDVXUHG�LQ�ZHHNV�²�QRW�PRQWKV��,W�VKRXOG�
EH�SRVVLEOH� WR�PLQH�DQG�PDQDJH�H[LVWLQJ�GDWD�²�H�J��
from parts and services or technical support – as well 
DV�PDNH�LW�SRVVLEOH�WR�HරHFWLYHO\�JDWKHU�QHZ�GDWD��7KH�
winners in the market will be those who take advantage 
RI�EHVW�LQGXVWU\�H[SHUWLVH�DQG�GLJLWDO�NQRZ�KRZ��,I�\RX�
are weak in any one of those areas you can’t unlock 
DOO� WKH� SRVVLELOLWLHV�� <RX� QHHG� D� SDUWQHU� ZKR� VSHDNV�
your language to stay on course in a rapidly changing 
PDUNHW�²�ÁXHQW�LQ�GLJLWDO�DQG�DXWRPRWLYH�UHWDLO��

� Includes direct and indirect spend

∑ ~ $US 215 bn

=9 EBIT percentage points
or an average annual

productivity increase of
approximately

1.3%

+

Use of vehicle usage data for R&D optimization
Research and development

Advanced spend intelligence
Procurement¹

Autonomous guided vehicles
Supply chain management

In-line quality measurement by vision or sound
Manufacturing

Reduction of discounts on vehicle
Next-product-to-buy prediction

Sales and marketing

Automated processing of invoices with natural
language processing

Support functions

Autonomous obstacle avoidance and next-generation navigation
Driver/vehicle features

Pulling customers to licensed garage for service and spare parts
Assortment and storage level optimization for spare parts

Aftersales and services

8
(7%)

22
(15%)

61 (15%)

8
(0,3%)

12
(0,5%)

17
(19%)

5
(5%)

51 (4%)

22
(0,9%)

9
(12%)

Value potential 
from top-line 
effects
$US billions (as share
of total revenue)

Part of the value chain
Example for optimization 
$US billions (as share of 
through AI

Value potential 
from bottom-line 
effects
$US billions (as share 
of through AI costs in 
corresponding part of 
the value chain)
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FINETUNING THE 
WARRANTY PROCESS 
DIGITALLY 

MIKAEL WEPSALAINEN

Global Director Warranty & Technical 
Products

Mikael leads the MSXI Warranty and 
7HFKQLFDO� 3URGXFW� IXQFWLRQ� UHVSRQVLEOH� IRU�
developing and positioning the full range of 
06;,�SURGXFWV��+H�KDV�D�GHHS�SDVVLRQ�IRU�WKH�
current automotive development towards 
WKH� IXWXUH� DQG� WKH� LQQRYDWLRQV� UHTXLUHG� WR�
VXSSRUW� WKLV� GHYHORSPHQW�� 0LNDHO� ZRUNV�
alongside the organization’s sales and 
operational teams helping them add value 
WR�D�JURZLQJ�JOREDO�FOLHQW�EDVH��+H�LV�EDVHG�
in Gothenburg, Sweden and can be reached 
at mwepsalainen@msxi-euro.com�

Fully digitalized warranty process 

generate up to 60% savings 

on operational costs.

'LJLWDOL]DWLRQ� LV� RSHQLQJ� XS� QHZ� RSSRUWXQLWLHV� LQ�
ZDUUDQW\� PDQDJHPHQW�� 7UDGLWLRQDOO\�� 2(0V� KDYH�
UHDFWHG� WR� ZDUUDQW\� FODLPV�� $� FXVWRPHU� QRWLFHG�
VRPHWKLQJ� ZURQJ�� $� FODLPV� SURFHVV� ZDV� PDQXDOO\�
initiated which included established strategies for 
DSSURYLQJ�FODLPV�DQG�FRQWUROOLQJ�FRVWV��7RGD\·V�GLJLWDO�
WHFKQRORJLHV�RරHU�PXFK�JUHDWHU�SRWHQWLDO�IRU�SUHGLFWLYH�
VWUDWHJLHV�WKDW�UHVXOW�LQ�FDVH�DQG�FRVW�DYRLGDQFH��

Predictive analytics allow us to mine vehicle and 
driver data for information about early warnings and 
TXDOLW\� FRQWURO� LVVXHV�� DV� ZHOO� DV� SURYLGLQJ� YDOXDEOH�
information for analyzing failures and contributing 
IDFWRUV�WR�ZDUUDQW\�FRVWV��1HZ�GLJLWDO�WHFKQRORJLHV�VXFK�
DV�DXWRPDWHG�URERWLF�V\VWHPV�RරHU�D�XQLTXH�PRGHO�IRU�
DFFHOHUDWLQJ�LPSOHPHQWDWLRQ�ZLWK�VLJQLÀFDQW�UHGXFWLRQV�
LQ�WLPH�DQG�HරRUW��:DUUDQW\�PDQDJHPHQW�LV�DW�D�WLSSLQJ�
SRLQW�� :KDW� KDV� ORQJ� EHHQ� D� SHRSOH� GULYHQ� SURFHVV�
LV� EHFRPLQJ� D� GLJLWDOO\� GULYHQ� RQH�� +RZHYHU�� WR� JHW�
digitized warranty processes up and running, OEMs have 
to embrace business processes that create collaboration 
DFURVV� DOO� GHSDUWPHQWV�� 06;,� DUH� ZDUUDQW\� VSHFLDOLVWV�
DQG� ZH� KDYH� LGHQWLÀHG� VHYHUDO� ZD\V� 2(0V� FDQ� VWHS�
up their organization’s warranty claims processes and 
PDQDJHPHQW�

Six steps from chaos to competitive 
advantage

Warranty claims have impacted OEM revenue between 
�����DQG������E\�DV�PXFK�DV�������4XDOLW\�DORQH�ZLOO�
QRW�GULYH�GRZQ�FRVWV��1RU�ZLOO�WHFKQRORJ\�DORQH��2(0V�
QHHG�DQ�LQWHJUDWHG�GLJLWDO�DSSURDFK�

1. Use Robotic Process Automation (RPA) processes 
to manage warranty claim assessment as soon as 
FODLPV� DUH� HQWHUHG� LQWR� WKH� V\VWHP�� 7KLV� PDFKLQH�
learning technology automatically tells you which 
claims can be processed immediately and which claims 
UHTXLUH�DGGLWLRQDO� LQIRUPDWLRQ��'LJLWDOO\� WUDFNLQJ�DQG�
PDQDJLQJ� UHFDOOV� DQG� IDVW� WUDFN� SUH�DSSURYDO� DOVR�

Source: MSXI research
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Technology Model

Source: MSX International

Enhance backlog selection using a dynamically evolving scoring system.

SMART
Backlog

Sc
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s

OEM Claim
System

MSXI Data
Warehouse

Vehicle 
Failure

Predictor

Claim 
Anomaly 
Detector

Flawed 
Claim 

Warning

Machine 
Learning & 
Monitoring 

Platform

MSXI can supplement
existing data with
additional feeds to

deliver an even
smarter experience to 

customers.
Claim Services

(Each service supplies weighted scores)

External data sources 
to improve selections

Constantly evolves
scoring models

Monitors Accuracy

Source: MSXI research

Warranty bill reduction of 0.5% 
respresent 247M euros.

helps you standardize warranty coverage for any 
SURGXFW�IDLOXUH�DV�ZHOO�DV�PLQLPL]LQJ�WKH�DFFUXDOV��

2. Act like an insurance company to get warranty 
costs out of the P&L and balance sheet by using 
predictive analysis to make a more informed decision 
about potential repair issues and adjust warranty 
FRVWV�DFFRUGLQJO\�

3. Manage warranty as part of a total customer 
experience strategy by mining vehicle and driver data 

to help you predict what warranties you can avoid 
with  integrating diagnostic data and proactively 
use available information, as well as integrate to 
FXVWRPHU�FDUH�FHQWHU�WR�DYRLG�ZDUUDQW\�H�J��6\VWHP�
5HPRWH�6:�GRZQORDG��'LDJQRVWLF�WURXEOH�FRGHV�JLYH�
you advanced warning of imminent repair issues 
HYHQ�EHIRUH�D�FXVWRPHU�QRWLFHV�WKHP��$�SURIHVVLRQDO�
courtesy call from a dedicated customer care center 
JRHV�D�ORQJ�ZD\�WR�LPSURYH�WKH�FXVWRPHU�H[SHULHQFH�

4. Reduce repair and servicing times by ensuring 
XS�WR�GDWH� LQIRUPDWLRQ� LV� DOZD\V� DW� PHFKDQLFV·�
ÀQJHUWLSV� YLD� D� FXVWRPL]HG� GDWDEDVH� RI� YHKLFOH�
LQIRUPDWLRQ�� � $W�06;,�� ZH� DUH�ZRUNLQJ� RQ� VROXWLRQV�
that utilize car history and real time data from the car 
WR�JXLGH�PHFKDQLFV�WKURXJK�WKH�GLDJQRVLV�DQG�UHSDLU��
7KLV�ZLOO�KDYH�D�GLUHFW�LPSDFW�RQ�ZDUUDQW\�FRVWV����

5. Predict the impact of warranty/risk decisions by 
integrating data across your organization including 
the vehicles or components you sell, warranty 
terms and condition, spare parts, sales transactions, 
purchasing prices, diagnostic guidance, and supplier 
LQIRUPDWLRQ��

6. Involve your dealers in a proactive way by 
involving them in the planning process, synergizing 
payment processes and automating the decision 
process, so they are freed up to handle other 
FKDOOHQJHV�
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Warranty cost % of global revenue

Source: MSXI research

Warranty should be a cornerstone of your 
business strategy

Sweeping improvements in technology call for a 
well thought out and implemented digital warranty 
PDQDJHPHQW�V\VWHP��+RZHYHU��WKH�VDPH�WHFKQRORJ\�
that makes the market so complex can also be turned to 
\RXU�DGYDQWDJH��%\�GHYHORSLQJ�VWUDWHJLF�SDUWQHUVKLSV�
with new types of partners such as phone, internet 
DQG� %32� SURYLGHUV�� %\� EXLOGLQJ� D� FHQWUDOL]HG� DQG�

standardized digital infrastructure based on predictive 
analytics and capable of managing multiple channels 
DQG� D� YDULHW\� RI� WHFKQRORJLHV� DQG� SODWIRUPV�� %\�
considering the needs of customers and stakeholders 
LQ�WKH�ZDUUDQW\�SURFHVV��%\�XQGHUVWDQGLQJ�WKDW�WKLV�LV�D�
EXVLQHVV�DQG�QRW�DQ�,7�GHFLVLRQ��$QG�ÀQDOO\��E\�WDNLQJ�
WKH�SUHVVXUH�Rර�\RXU�GHDOHUV�E\�DOORZLQJ�WHFKQRORJ\�
in the door – the future of warranty management will 
EH�D�FROODERUDWLRQ�RI�PDQ�DQG�PDFKLQH��$�ELW�OLNH�WKH�
GULYLQJ�H[SHULHQFH�LWVHOI�

2010

2,5%

3,0%

2,0%

1,5%
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Premium Volume USA Volume EU Volume Asia
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DEVELOPING AN INTEGRATED 
“BRICK AND CLICK” 
CUSTOMER EXPERIENCE

7KH� FRQYHUJHQFH� RI� SK\VLFDO� DQG� GLJLWDO� UHWDLO�
environments is positive for both OEMs including 
WKHLU� GHDOHU� QHWZRUN� DQG� WKHLU� FXVWRPHUV�� 7KH� IXVLRQ�
of these two spaces provides automotive brands with 
more granular information about customer behavior 
DQG� KRZ� WKH\� SUHIHU� WR� FRPPXQLFDWH�� $GRSWLQJ� D�
´EULFN� DQG� FOLFNµ� RPQLFKDQQHO� VWUDWHJ\� KDV� DOUHDG\�
been shown to deliver in terms of increased revenue 
DQG�EUDQG�OR\DOW\��

$Q�DUWLFOH�LQ�WKH�+DUYDUG�%XVLQHVV�5HYLHZ�UHSRUWHG�WKDW�
omnichannel customers spent on average four percent 
PRUH� LQ�VWRUH� DQG� ��� SHUFHQW� PRUH� RQOLQH� RYHU� WKH�

course of 14 months than customers who used only a 
VLQJOH�FKDQQHO��7KH�NH\�WR�VXFFHVV�LV�FKDQQHO�LQWHJUDWLRQ�
WR�SURYLGH�D�PRUH�FRKHVLYH�EUDQG�H[SHULHQFH��

A segment of one – building more 

personalized offers

Automotive retail has to operate at the speed of 
the customer with a high level of understanding of 
FXVWRPHU� H[SHFWDWLRQV�� 7KH�PRUH� GDWD� \RX� KDYH� WKH�
EHWWHU� \RX� FDQ� SHUVRQDOL]H� \RXU� FRPPXQLFDWLRQV��
Where is the customer in their purchasing journey? 
:KDW�FKDQQHO�IRUPDWV�GR�WKH\�SUHIHU"��+RZ�FDQ�,�EHVW�
deliver the right message at the right time, in the right 
format with speed and convenience? Given the high 
level of competition for customer attention in today’s 
digitalized world, relevance has become even more 
LPSRUWDQW�� ,QVWHDG�RI�EURDG�FXVWRPHU�VHJPHQWV�\RX�
QHHG�WR�WKLQN�LQ�VHJPHQWV�RI�RQH��7KLV�RI�FRXUVH�UHOLHV�
RQ� WKH� TXDOLW\� DQG� DFFXUDF\� RI� \RXU� FXVWRPHU� GDWD��

6RXUFH��$XWRQHZV���5HGHVLJQ�WKH�LQGXVWU\�²�'RQ�)ORZ�&(2�
)ORZ�$XWRPRWLYH

Dealers must become as 
“efficient as Amazon,” as 
“enjoyable as Apple.”
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DIRK BOTT

Vice President and Global Account 
Executive

'LUN� MRLQHG�06;� ,QWHUQDWLRQDO� LQ�0D\�������
In his current role he oversees global sales 
and contributes to the growth of large 
OEM key accounts such as BMW, Mercedes, 
9:� *URXS�� *HHO\� *URXS� DQG� RWKHUV�� ,Q�
his over 20 years’ experience, prior to his 
HQJDJHPHQW� DW� 06;,�� KH� KDG� GLරHUHQW� 93�
roles at European OEMs in Sales, Product, 
0,��7UDLQLQJ�DQG�6WUDWHJ\�LQ�YDULRXV�UHJLRQV�
OLNH�&KLQD��86$�� (XURSH�RU�*OREDO��'LUN� FDQ�
be reached at dbott@msxi-euro.com.

“The biggest part of our 

digital transformation is 

changing the way we think.”

DQG� \RXU� DELOLW\� WR� XQGHUVWDQG� DQG� DFW� RQ� WKDW� GDWD��
Securing buyers’�LQWHUHVW��WUXVW�DQG�OR\DOW\�DOVR�UHTXLUHV�
D�PRUH�FRKHVLYH�EUDQG�H[SHULHQFH�DW�HYHU\�WRXFKSRLQW��
It is crucial to analyze and improve retail network 
omnichannel feasability, but  because the automotive 
landscape today is so complex, it can be hard to actually 
GHÀQH�WKH�VFRSH�RI�\RXU�RPQLFKDQQHO�VWUDWHJ\��

7KLV� UHTXLUHV� HOLPLQDWLQJ� VLORV� EHWZHHQ� VDOHV� DQG�
aftersales, between dealer and OEM data pools and 
between print and digital communications in order to 
GHOLYHU�KROLVWLF�PRELOLW\�RරHUV��,Q�WKDW�ZD\�\RX�FUHDWH�D�
symbiotic rather than a cannibalistic business approach 
WKDW�EHQHÀWV�HYHU\RQH�

The OEM dilemma: digital is only one piece 

in the puzzle

:LWK�VR�PDQ\�FKDQQHOV�DW�RXU�ÀQJHUWLSV��WKH�GDQJHU�LV�WR�
become myopic – treating customers’ digital experience 
DV�VHSDUDWH�IURP�WKHLU�SK\VLFDO�RQH��,QVWHDG�GLJLWDO�KDV�
WR�EH�LQIXVHG�DFURVV�HYHU\WKLQJ�LQ�WKH�RUJDQL]DWLRQ��2QH�
strategy that MSXI has been working on with OEMs 
revolves around the development of Business and 
%UDQG�'HYHORSPHQW�&HQWHUV��%%'&V���

Group CIO at Chubb Group of Insurance Companies
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Omnichannel experience

6RXUFH��&HQWULF�'LJLWDO�²�//&�����

Although about 90 percent of 
retail purchases still take place 
in a physical store, digital now 
influences 64 cents of every 
dollar of those in-store purchases.

7KHVH�DUH�FXVWRPHU�FDUH�FHQWHUV�WKDW�KRXVH�WHFKQLFDO�
and warranty support, mobility services, express 
service, delivery services, online parts ordering 
VHUYLFHV�� ZRUNVKRS� ERRNLQJ�� HWF�� DOO� LQ� RQH� SODFH��
Consolidating every aspect of your omnichannel 
customer experience in one dedicated location 
maximizes the value of vehicle and customer data 

and provides OEMs with a better overview of their 
RPQLFKDQQHO� DFWLYLWLHV�� 3XOOLQJ� WKLV� RII� UHTXLUHV�
QHZ� WUDLQLQJ�HIIRUWV� DFURVV� \RXU� UHWDLO� QHWZRUN�� )RU�
example, we train national sales companies to better 
understand social media and new roles in order to 
cascade the OEMs digital strategy to national and 
local levels – through a single point of contact at the 
%%'&�� &RQVROLGDWLRQ� DOVR� DOORZV� IRU�PRUH� WDUJHWHG�
WHVWLQJ�RI�QHZ�VWUDWHJLHV�DQG�UHWXUQ�RQ�LQYHVWPHQW��
And it ensures that your customers are not being 
VHUYLFHG�LQ�D�SXUHO\�DXWRPDWHG�ZD\��6XUH��HYHU\RQH�
is digital savvy, but at the end of the day, when 
customers need real help, they want to be served by 
UHDO�SHRSOH��$VVLVWLQJ�DQG�HGXFDWLQJ�KDV�EHFRPH�DV�
LPSRUWDQW�DV�VDOHV�

Step out of your comfort zone and 

embrace change

7KH�WKUHDW�RI�QHZ�GLVUXSWRUV�FDXVLQJ�DQ�XSKHDYDO�LQ�
WKH� DXWRPRWLYH�PDUNHW� VSDFH� LV� UHDO�� 7KH� UHVSRQVH�
WR� WKDW� WKUHDW� UHTXLUHV� LQYHVWPHQW� LQ� ERWK� GLJLWDO�
and physical assets, since all research shows 
that customers want both channels to operate 
VHDPOHVVO\�� 7KH� ILUVW� VWHS� WR� PRYLQJ� IRUZDUG� LV� WR�
GR� DQ� DQDO\VLV� RI� \RXU� QHWZRUN�� +RZ� SUHSDUHG� DUH�
\RX� WR� VDWLVI\� FXVWRPHUV"� 'R� \RX� KDYH� GHGLFDWHG�
resources for the development of an omnichannel 
strategy? Are you using social media? Is your online 
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What Digitizing the Retail Environment Enables

Source: MSX International

presence integrated with your dealership presence? 
Are you training your people to make use of the 
opportunities offered by digitalization? What digital 
trends are most popular with your customers? Once 
\RX�KDYH�DQVZHUHG� WKHVH�TXHVWLRQV�� \RX�DOVR�QHHG�
WR� FRQVLGHU� KRZ� WR�PHDVXUH� FRQYHUVLRQV� ZLWK� 52,��
)RU�GHDOHUV��SURILWDELOLW\�LV�D�UHDO� LVVXH��7KHUH�QHHGV�
to be a clear breakdown of the customer buying 
experience, from online to actually selling the car or 
WKH�PRELOLW\�VHUYLFH���

Think beyond digital: replace silos with a 

vibrant ecosystem

7KH�XOWLPDWH�JRDO�LV�LQWHJUDWLRQ��2(0�UHWDLO�QHWZRUNV�
RI�FRXUVH�QHHG�WR�DFTXLUH�GLJLWDO�VNLOOV�WKDW�ULYDO�WKRVH�
of disruptor companies coming from the digital 
VSDFH��7KH\�DOVR�QHHG�WR�DGMXVW�WKHLU�EXVLQHVV�PRGHOV�
WR�LQFRUSRUDWH�2(0�GLUHFW�VDOHV�FKDQQHOV��8OWLPDWHO\��
ORQJ�WHUP� VXFFHVV� UHTXLUHV� WDSSLQJ� LQWR� WKH�EHVW� RI�
ERWK� ZRUOGV� ²� EULFN� DQG� FOLFN�� 7KLV� LV� FRPSOH[� DQG�
UHTXLUHV�D�OHDGHUVKLS�WHDP�WR�KHOS�JXLGH�LQWHJUDWLRQ��
,W·V�QRW�HQRXJK�WR�KLUH�D�FKLHI�GLJLWDO�RFHU��(YHU\RQH�
KDV�WR�JHW�LQYROYHG���2UHQ�+DUDUL�IURP�WKH�8QLYHUVLW\�
RI�6DQ�)UDQFLVFR�RQFH�VDLG��´7KH�HOHFWULF�OLJKW�GLG�QRW�
FRPH�IURP�WKH�FRQWLQXRXV�LPSURYHPHQW�RI�FDQGOHV�µ�
Likewise, digital integration will not come out of the 
FRQWLQXRXV� LPSURYHPHQW� RI� \RXU� ZHEVLWH�� 'LJLWDO�
WHFKQRORJ\�WUDQVFHQGV�DOO��)LQDOO\��ZKHQ�SODQQLQJ�\RXU�

CONVERSION PLACES

CONVERSION POINTS

ROI

CONVERSION TARGETS

�Visit website, social media
     accounts

�Visit showroom, venue, etc.

�Email 

�Telephone 

�Live chat

�Social media conversations

�Join communities

Sale
Request service
Submit contact form
Email subscription
Chat
Views

Showroom visit Sales enquiry
Service/repair inquiry
Warranty inquiry
Technical information
Comment, complaint

Audience engagement
Post reach
Audience research
Sales (eg. Facebook
    commerce)

OBJECTIVES

Core objectives

Create brand awareness
Build brand credibility
Brand visibility
Sales

Strategic 
objectives

Customer service
Prospects
Leads
Event support
Advocacy
HR/recruitment

CONTENT REQUIREMENT

Short text (Twitter,...)

Long text (Blog,...)

Images

Video

Audio

End destination social 
media platformPhysical locationsWebsite Contact center

CHANNELS

integration strategy, think about your next customer, 
QRW� MXVW�\RXU�FXUUHQW�RQH�� ,Q�0DU\�0HHNHU·V� Internet 
7UHQGV����� report, she showed that the popularity of 
EXVLQHVV�FKDQQHOV�ÁLSV�FRPSOHWHO\�IURP�JHQHUDWLRQ�WR�
JHQHUDWLRQ��7KDW�PHDQV�WKDW�DQ\�VWUDWHJ\�\RX�ODXQFK�
WRGD\�KDV�WR�EH�GHVLJQHG�ZLWK�DQ�H\H�WR�WKH�IXWXUH��
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Source: Bain Global Automotive Consumer Survey, 2017

Customers typically switch 4 
times between online and of�ine 

channels and want to move 
seamlessly among them.

Everywhere you turn things are being digitized – how 
ZH�WUDYHO��WKH�SURGXFWV�ZH�EX\��KRZ�ZH�SD\�IRU�WKHP��
7KH� WUHQG� LV� VZHHSLQJ� WKH� ZRUOG� DQG� DXWRPRWLYH� LV�
at the forefront with connected cars and connected 
UHWDLO�� 0DQ\� 2(0V� KDYH� DOUHDG\� PDGH� JUHDW� OHDSV�
LQ� KDUQHVVLQJ� WKH� EHQHÀWV� RI� GLJLWDO� WHFKQRORJ\� WR�
create more engaging and personalized customer 
H[SHULHQFHV���

+RZHYHU��ZKLOH� LW� DSSHDUV� VHDPOHVV� WR� WKH� FXVWRPHU��
there exists a complex mix of digital data exchanges, 
QHZ�OHDUQLQJ�DQG�GHYHORSPHQW�UHTXLUHPHQWV��DQG�QHZ�
UHWDLO�EXVLQHVV�PRGHOV��'LරHUHQW�YHQGRUV�KDYH�HQWHUHG�
the scene, and both OEMs and dealerships struggle 
to balance demands of both the physical world of the 
GHDOHUVKLS� DQG� WKH� GLJLWDO� ZRUOG� RI� RQOLQH� VKRSSLQJ��
7DSSLQJ�LQWR�WKLV�QHZ�UHWDLO�PDUNHW�UHTXLUHV�XVLQJ�ELJ�
data and advanced digital analytics to inform and 
SHUVRQDOL]H�FXVWRPHU�RරHUV��

7RGD\�WKH�FXVWRPHU�LV�GULYLQJ�WKH�VKRSSLQJ�H[SHULHQFH��
7KH\� FDQ� FKRRVH� EHWZHHQ� PXOWLSOH� WRXFKSRLQWV� LQ�
an omnichannel environment spanning multiple 
JHRJUDSKLHV�DQG�GHYLFHV��0DQ\�RI�WKHP�ZLOO�QHYHU�HYHQ�
YLVLW�D�GHDOHUVKLS�WR�SXUFKDVH�WKHLU�FDU��1RZ&DU�DOUHDG\�
RරHUV�VXFK�D�VHUYLFH�LQ�WKH�86�²�FRQÀJXUH��ÀQDQFH�DQG�
insure your car online and have it delivered directly 
WR�\RXU�GRRU���7KRVH�WKDW�GR�VKRZ�XS�WR�D�GHDOHUVKLS�
want less sales and more consultancy services and 
LQIRWDLQPHQW�� )LYH� \HDUV� DJR�� ZH� ZHUH� WDONLQJ� DERXW�
WKLV�DV�WKH�IXWXUH��7RGD\�WKLV�KDV�EHFRPH�´FDU�VKRSSLQJ�
DV�XVXDOµ�

RETAIL PERFORMANCE 
MANAGEMENT IN A DIGITAL 
WORLD

TOM RING

Global Director Retail Performance 
Management Products

7RP� 5LQJ� MRLQHG� 06;� ,QWHUQDWLRQDO� RQ� �VW�
-DQXDU\� ����� LQ� D� QHZO\� FUHDWHG� JOREDO�
function responsible for Product Strategy 
DQG� 'HYHORSPHQW� LQ� $XWRPRWLYH� 5HWDLO�
3HUIRUPDQFH�0DQDJHPHQW��,Q�WKLV�UROH��7RP�LV�
responsible for providing strategic leadership, 
development and execution as well as driving 
the implementation of strategic Retail Network 
3HUIRUPDQFH�LQLWLDWLYHV��7RP�LV�D�PXOWLQDWLRQDO�
automotive professional with 28 years of 
automotive retail experience, including 18 
years at senior management and Board level 
in national, regional and OEM organizations 
LQ� VHYHQ�GLරHUHQW� FRXQWULHV�� 7RP� LV� D� )LQQLVK�
citizen living in Cologne, Germany – holding an 
MBA in business administration and speaking 
�� ODQJXDJHV� ÁXHQWO\�� +H� FDQ� EH� UHDFKHG� DW�
tring@msxi-euro.com�
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Digitalization is revolutionizing automotive 
retail 

OEMs have traditionally seen themselves as 
GHVLJQHUV�DQG�PDQXIDFWXUHUV�RI�FDUV��,W�ZDV�XS�WR�WKH�
dealership to establish customer relationships and 
WR�PRYH�WKH�FDU�IURP�WKH�ORW��,Q�WKH�GLJLWDO�DJH��2(0V�
now have a bigger role to play in ensuring a positive 
customer experience across all communication 
DQG� VDOHV� FKDQQHOV�� 7KLV� LQFOXGHV� LQWHJUDWLQJ� GDWD�
processes across their retail network responsible for 
PDQDJLQJ�FXVWRPHU�DQG�YHKLFOH�GDWD��,W�PHDQV�KLULQJ�
SHRSOH� ZLWK� WHOHFRP� DQG� GDWD� VNLOOV�� $QG� LW� PHDQV�
implementing strategies for getting closer to their 
FXVWRPHUV��2EYLRXVO\��GHDOHUV�FDQQRW�EH�RQOLQH������
WR�DQVZHU� FXVWRPHU�TXHULHV�RQ�D�6DWXUGD\�QLJKW� LQ�
an automotive chat room – this service will have to 
EH�WKH�GRPDLQ�RI�2(0V�DQG�RU�RXWVRXUFHG�YHQGRUV�

Direct sales will change the relationship 
between dealers, OEMs and their customers

In the future even more people will bypass dealers 
DOWRJHWKHU� LQ�SXUFKDVLQJ�YHKLFOHV��&DSJHPLQL·V�&DUV�
2QOLQH�5HSRUW������UHSRUWHG�WKDW�����RI�FXVWRPHUV�
DUH� ZLOOLQJ� WR� EX\� D� QHZ� FDU� RQOLQH� DQG� ���� RI�
customers indicate a preference for buying their cars 
GLUHFWO\� IURP� WKH� 2(0�� )XUWKHUPRUH�� QHZ� PDUNHW�

Source: Bain Global Automotive Consumer Survey, 2017

Almost 50% of car buyers 
begin online.

If data is the new capital, OEMs are going to have to 
ZRUN� KDUG� WR� VHFXUH� ULJKWV� RI� RZQHUVKLS�� 7KH� JRRG�
QHZV� LV� WKDW� WKH�GDWD� LV� DOUHDG\� WKHUH�� 7KH�EDG�QHZV�
is that much of it lies dormant due to data silos or 
ODFN�RI� D� FHQWUDOL]HG�GDWD� LQIUDVWUXFWXUH�� ,W·V� D�PDWWHU�
of putting it to work and transforming it into insights 
FDSDEOH�RI�LQIRUPLQJ�PDUNHWLQJ�HරRUWV��,Q�(XURSH�VRPH�
OEMs have already begun the process of ensuring that 
future customer and vehicle data stays in their hands, 
by renegotiating customer data contracts with their 
GHDOHUVKLS�QHWZRUNV��

More than 60% of 
customers decide 
on brand, model 
and price before 
visiting a dealership

For more than 40% of 
customers, friends and 
family are most trusted 
influencers in 
car purchase

With only 9 weeks from 
research to purchase,

    time is of the essence

Offering online purchasing is a
must, more than

     25% of customers
     are potential users

brand

model

price

Source: Bain Global Automotive Consumer Survey, 2017
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efficiency of dealership operations, whereby the 
business retains a higher percentage of its gross as 
compared to peers, leading to an attractive return on 
LQYHVWPHQW� IRU� LWV�RZQHUV�� �$V�$UWLILFLDO� ,QWHOOLJHQFH�
and Machine Learning becomes more accessible, the 
next logical step will be to tap into the RPM data 
ODNH�WR�IXUWKHU�FXVWRPL]H�FRPSHWHQF\�WUDLQLQJ��

Embrace the digital opportunity to boost 
retail performance

Capturing the opportunities in automotive retail 
DQG� HQKDQFLQJ� UHWDLO� SHUIRUPDQFH� UHTXLUHV� ERWK�
strategic and conceptual development, as well as 
GLJLWDO� LPSOHPHQWDWLRQ� DFURVV� \RXU� UHWDLO� QHWZRUN��
We support OEMs to create future retail models 
that include data management and analytics, retail 
competency training, and solutions for managing 
RQOLQH�DQG�RIIOLQH�UHWDLO�IRUPDWV��7KH�IXWXUH�RI�UHWDLO�
performance is a bit like a roller coaster – closing 
\RXU�H\HV�LV�QHYHU�D�JRRG�LGHD��7KH�EHVW�ZD\�WR�HQMR\�
the ride is to throw yourself into the experience and 
WUXVW�LQ�WKH�WHFKQRORJ\�

Integrated Retail Performance Management Model 

UHVHDUFK� LQGLFDWHV� WKDW� ���� RI� GULYHUV� XVH� VRPH�
form of digital process to research their buying 
SUHIHUHQFHV� ZLWK� WZR�WKLUGV� RI� WKHP� LQLWLDWLQJ� WKH�
SURFHVV�RQOLQH��LQFOXGLQJ�FRQVXOWLQJ�VRFLDO�PHGLD��

7R� UHPDLQ� OXFUDWLYH�� GHDOHUVKLSV� ZLOO� KDYH� WR�
reposition themselves as experts in Mobile as a 
6HUYLFH� �0DD6�� SDFNDJHV� DQG� FXVWRPHU�IRFXVHG�
DIWHUVDOHV� VHUYLFHV�� 7KLV� LQFOXGHV� QHZ� EXVLQHVV�
models for moving vehicles such as offering vehicle 
subscriptions (Cadillac and Porsche are already 
GRLQJ� WKLV� LQ� 1RUWK� $PHULFD�� DQG� LQQRYDWLYH� LQ�
KRXVH� ILQDQFLQJ� DQG� LQVXUDQFH� VHUYLFHV�� $QG� WKH\�
ZLOO� KDYH� WR� LQYHVW� LQ� EHFRPLQJ� WKH� JR�WR�SDUWQHU�
IRU�FRQQHFWHG�FDU�FRQVXPHU�HGXFDWLRQ��)LQDOO\��VPDUW�
fleet strategies can open up new revenue streams 
LQ� WKH� DJH� RI� FRPPHUFLDO� DQG� SULYDWH� FDU�VKDULQJ�
initiatives, the topic of another article in this issue 
RI�%HQFKPDUNHU��

Three pillars for successful retail performance

At MSXI we have identified three pillars necessary 
for successful retail performance: profit, process and 
SHRSOH�� %\� UHGXFLQJ� IUDJPHQWDWLRQ� DQG� SURYLGLQJ�
consistency in all three of these areas, you can 
GULYH� WKH� RYHUDOO� KHDOWK� RI� \RXU� UHWDLO� EXVLQHVV��
Improved profitability for dealers is measured by 
calculating when the financial return earned from 
the dealership business is substantially higher than 
WKH�ULVN�IUHH�UDWH��WKHUHE\�HQKDQFLQJ�IUDQFKLVH�YDOXH��
and making the business attractive for the business 
RZQHU�� ,PSURYHG� SURFHVVHV� DUH� PHDVXUHG� E\� WKH�

Source: MSX International

With an average of 2.4 dealer 
visits throughout the buying 

experience, dealers remain pivotal, 
but their role is changing. 

Source: Bain Global Automotive Consumer Survey, 2017
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Dealer Profitability
Business Intelligence 

DRIVING AN INVESTMENT 
MINDSET

HIGH QUALITY SUSTAINABLE 
PROCESSES

FOCUS ON COMPETENCE AND 
CULTURE
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FUTURE OF FLEET: OEMS WILL 
HAVE TO LIMBER UP TO MEET 
NEW CUSTOMER DEMANDS 

Automotive fleet sales are intersecting with new 
LQQRYDWLRQV� LQ� PRELOLW\� VHUYLFHV� OLNH� QHYHU� EHIRUH��
We are seeing structural changes in the way vehicles 
are procured and used that will dramatically affect 
KRZ�YHKLFOHV� DUH� VROG��0RELOLW\� DV� D� 6HUYLFH� �0DDV��
will change every aspect of transportation over the 
ORQJ� KDXO� LQFOXGLQJ� WKH� IOHHW� DQG� OHDVLQJ� PDUNHWV��
OEMs building a fleet management strategy that 
includes MaaS in their offering will therefore have 
the best chance to succeed in a fractured market 
ZLWK� D� ODUJH� QXPEHU� RI� LQGHSHQGHQW� SOD\HUV��
7KH� JRRG� QHZV� LV� WKDW� 2(0V� KDYH� D� FRPSHWLWLYH�
DGYDQWDJH� ZLWK� UHJDUGV� WR� YHKLFOH� DFTXLVLWLRQ��
VHUYLFH� DQG� PDLQWHQDQFH�� 7KH\� DOVR� KDYH� YROXPHV�
of vehicle and customer data at their fingertips as 

well as mature national and/or international retail 
QHWZRUNV�� +RZHYHU�� DV� FRPSHWLWLRQ� LQFUHDVHV� IURP�
independent fleet leasing companies, cutting costs, 
LPSURYLQJ�GD\�WR�GD\�RSHUDWLRQV�DQG�HQKDQFLQJ�DOO�
FXVWRPHU�WRXFKSRLQWV�ZLOO�EH�WKH�NH\�WR�VXFFHVV���

Today’s fleet customer – diverse and 
demanding

7RGD\·V� PRELOLW\� IRFXVHG� FXVWRPHUV� DUH� RSWLQJ� IRU�
OHDVLQJ� VROXWLRQV� WKDW� SURYLGH� VRSKLVWLFDWHG� DIWHU�
VDOHV�VHUYLFHV�VXFK�DV�URDG�VLGH�DVVLVWDQFH��TXLFN�FDU�
KHDOWK�FKHFNV�DQG�SLFN�XSV�GURSV��DPRQJ�RWKHUV��7R�
ensure continued access to today’s fleet customers, 
OEMs need to develop digitally enabled platforms 
to both manage their business and to connect with 
customers interested in mobility services, rather than 
MXVW� OHDVLQJ�D�FDU��7KH�ROG�PRGHO�RI�2(0�SURGXFHV�
car, sells to dealer, dealer leases to customer no 
ORQJHU� ZRUNV�� 2(0V� QHHG� WR� PDQDJH� WKH� HQWLUH�
ownership experience instead of handing the reins 
RYHU�WR�DQ�LQGHSHQGHQW�OHDVLQJ�FRPSDQ\��

Source: MSXI research

In Europe, 52% of new 
vehicles registrations are 
leasing.
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6RXUFH��)URVW�	�6XOOLYDQ

“Growing Importance of 
usage over ownership.”

7KH�LQGHSHQGHQWV� LQ�(XURSH�DUH�D�IRUFH�WR�FRQWHQG�
ZLWK�� +RZHYHU�� WKH� SOD\LQJ� ILHOG� LV� GRPLQDWHG� E\�
WKUHH�PDLQ�FRPSDQLHV�DFFRXQWLQJ�IRU�EHWZHHQ�����
���� RI� RSHUDWLRQDO� DQG� ILQDQFLDO� OHDVHV� LQ� PDMRU�
(XURSHDQ�FRXQWULHV��

MSXI market research has additionally shown that in 
(XURSH� WKH� UHOHYDQW� ÁHHW�PDUNHW� LV� �����PLOOLRQ� XQLWV�
LQ� RSHUDWLRQ� ZLWK� PDMRU� SOD\HUV� RරHULQJ� WKHLU� RZQ�
ÀQDQFLDO� RUJDQL]DWLRQ� DQG� RWKHU� EUDQGV� UHO\LQJ� RQ�
LQGHSHQGHQW� FRPSDQLHV� WR� SURYLGH� OHDVLQJ�� ÀQDQFLQJ�
DQG�0DD6�VHUYLFHV��7KH�ELJJHVW�SUREOHP�UHPDLQV� ODFN�
of transparency in terms of managing ownership and 
FRVW�RI�RZQHUVKLS�

Cutting costs and improving operations 

7KH� ÁHHW� PDUNHW� LV� PRYLQJ� WRZDUGV� WHFKQRORJ\�
sophistication and an ecosystem of complete mobility 
VHUYLFH�� ,QYHVWPHQWV� LQ� ÁHHW� PDQDJHPHQW� V\VWHPV�
are transforming commercial vehicle operations 
DQG� LPSURYLQJ� RYHUDOO� ÁHHW� HFLHQF\�� )RU� H[DPSOH��
06;,� RරHUV� D� )OHHW� &HQWUDO� %LOOLQJ� 6ROXWLRQ� ²� D� SDUWV�
DQG� VHUYLFH� ELOOLQJ� SURJUDP� IRU� ÁHHW� FXVWRPHUV� WKDW�
consolidates multiple dealer repair/parts purchases 
LQWR�D�FRQVROLGDWHG�LQYRLFH��,W�DOVR�SURYLGHV�DGGLWLRQDO�

ROB VAN RIJSWIJK

Vice President Product Management

Rob leads the MSXI Global Product 
0DQDJHPHQW� 7HDP�� +H� LV� UHVSRQVLEOH� IRU�
developing and positioning the full range 
RI� 06;,� SURGXFWV� DQG� VHUYLFHV�� 5RE� KDV� D�
deep passion for strategic innovation and he 
works alongside the organization’s global 
account executives, helping them add value 
WR�D�JURZLQJ�JOREDO�FOLHQW�EDVH��5RE�LV�EDVHG�
in Cologne, Germany and can be reached at 
rvanrijswijk@msxi-euro.com�
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Operating cost per mile (US)

Source: MSX International Research

convenience and security for company drivers by 
eliminating the need for company credit cards or cash 
DV�ZHOO�DV�RරHULQJ�2(0V�EHWWHU�FRVW�FRQWURO�ZLWK�SUH�VHW�
limits to control repair or service before authorization 
LV�UHTXLUHG��7KH�GHWDLOHG�UHSRUWLQJ�IXQFWLRQ�DQG�(XURSH�
based support also improves transparency overall – 
DQG�KHOSV�SURDFWLYHO\�FXW�FRVWV�

MaaS-ive opportunities to improve customer 
loyalty in fleet   

In the MaaS model, the car is only one piece of a 
ODUJHU� PRELOLW\� VHUYLFH� SDFNDJH�� /LNH� ZLWK� PRELOH�

phones, the customer purchases a licensing fee 
rather than a product, and fleet offers can and must 
be highly personalized to the needs of the driver or 
WKH� FRPSDQ\�� 2(0V� KDYH� D� PDMRU� DGYDQWDJH� KHUH�
since the connected car provides them with a lot of 
GDWD� DERXW� WKH� YHKLFOH� DQG� WKH� GULYHU�� ,Q� DGGLWLRQ��
they can tap into data from partners in order to 
SURYLGH� D� VXSHULRU� VHUYLFH�� +HUH� DUH� D� IHZ� RI� WKH�
innovations we are seeing around the world in terms 
of MaaS in fleet:

  Mobility cards allow customer to book, pay and 
PRQLWRU� DOO� WKHLU� WUDYHO� H[SHQVHV� �H�J��� WKH� ;;/�
mobility card)

ICE    Internal combustion engine
EV    Electric Vehicle (100% electric battery)

MaaS   With Autonomous E and V (family usage in each ride)
MaaS (pool)  With Autonomous E and V (pool models like Uber pool)

40%
 U

sage
4%

 U
sage

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

New ICE

New EV

Existing ICE

MaaS

$ 0.34 per mile

MaaS (pool)

MaaS
(ICE Vehicle)
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Trends in UIO distribution (US)

Source: MSXI research

��7KH�&DU�j�OD�&DUWH�EXVLQHVV�LV�JDLQLQJ�VLJQLILFDQFH��
RIIHULQJ�IOH[LEOH�IXOO�VHUYLFH�OHDVLQJ�FRQWUDFWV�RYHU�
the short term

  Smart Mobility offers employees mobility budgets 
to use as they see fit rather than leasing them a 
vehicle

  Usage based insurance such as Renault’s partnership 
ZLWK�6FRSH�7HFKQRORJLHV�DUH�VWLOO�LQ�HDUO\�VWDJHV�GXH�
to data privacy but expected to grow

��,Q�)UDQFH��ZH�DUH�VHHLQJ�DQ�LQFUHDVH�LQ�EDWWHU\�OHDVLQJ�
ZLWK�����RI�5HQDXOW·V�FXVWRPHUV�OHDVLQJ�WKHLU�EDWWHU\�
packs

  New leasing avenues include private leasing plans 
for corporates that do not generate any additional 
costs to the company

���)OHHW� RZQHUV� DUH� LQYHVWLQJ� LQ� FRQQHFWLYLW\�
WHOHPDWLFV� VROXWLRQV� WR� PDQDJH� WKHLU� YHKLFOHV��
7KLV� LQFOXGHV� FRQQHFWHG� VHUYLFHV� VXFK�DV� YHKLFOH�
monitoring and maintenance, driver digital logs, 
and intelligent reporting and analysis for fleets 
�VXFK� DV� &RQQHFW� %XVLQHVV� E\� 'DLPOHU� )LQDQFLDO�
Services)

Key drivers in the fleet and leasing market

)LUVWO\�� ZH� ZLOO� FRQWLQXH� WR� VHH� D� JURZLQJ� GHPDQG�
IURP� ODUJH� DQG� PHGLXP�VL]H� FRUSRUDWH� FRPSDQLHV�
IRU� QHZ� IOHHW� YHKLFOHV�� 6HFRQGO\�� ZLWK� JRYHUQPHQWV�
supporting the growth of eMobility, many firms are 
expected to upgrade their fleet to include more 

HOHFWULF�DQG�K\EULG�YHKLFOHV��7KLUGO\��FRQQHFWLYLW\�DQG�
telematics are allowing leasing companies to further 
customize and individualize their offers to mobility 
FXVWRPHUV�� )LQDOO\�� FDU�VKDULQJ� DQG� RWKHU� IRUPV� RI�
mobility services will also power fleet growth for 
SURYLGHUV�DEOH�WR�RIIHU�D�KROLVWLF�VHUYLFH���2(0V�ZLOO�
need to focus more on new business models that 
position them as holistic service providers and to 
UHJDLQ�WKHLU�SROH�SRVLWLRQ�DJDLQVW�WKH�LQGHSHQGHQWV�

300,0

250,0

150,0

100,0

200,0

50,0

0,0
2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

Individual owner Individual leased MaaS vehicles

True fleet (without private leasing) Other fleet Low mileage/non-used vehicle
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DRIVING AFTERMARKET 
PARTS DIGITALLY 
:LQQLQJ�WKH�DIWHUVDOHV�PDUNHW� LV�IDU�IURP�HDV\��2(0V�
have to compete against independent wholesalers 
RSHUDWLQJ� RQ� D� ODUJHU� DQG� JOREDO� VFDOH�� $W� WKH� VDPH�
time, consumers and independent repairers have 
IDU�PRUH� FKRLFH� DERXW� ZKHUH� WR� VRXUFH� SDUWV�� � 3ULFH�
is a dominant factor here, but price alone will not 
ZLQ� EXVLQHVV�� 3UHPLXP� TXDOLW\�� LQQRYDWLYH� DQG�
SHUVRQDOL]HG�VHUYLFH�RරHULQJV��DV�ZHOO�DV�DQ�RSWLPL]HG�
SDUWV�GLVWULEXWLRQ�VWUDWHJ\��DOO�SOD\�D�FULWLFDO�UROH��'LJLWDO�
technologies are essential to optimizing planning 
processes, consolidating consumer and vehicle data to 
better understand purchasing behavior, and opening 
XS� QHZ� DIWHU� VDOHV� FKDQQHOV� VXFK� DV� H�FRPPHUFH�� ,Q�
this article we will examine the changing market and 
how OEMs can best plot a strategy to exploit the 
JURZLQJ�RSSRUWXQLWLHV�LQ�WKH�DIWHUPDUNHW� ANTHONY BARTLETT

Senior Account Manager

7RQ\� MRLQHG� 06;� ,QWHUQDWLRQDO� DOPRVW� WHQ�
\HDUV� DJR� LQ� 6HSWHPEHU� ������ +LV� FXUUHQW�
role within Retail Network Solutions is 
Global Subject Matter Expert for wholesale 
parts business, with responsibility both for 
existing global OEM programs and wholesale 
EXVLQHVV� VWUDWHJ\� IRU� WKH� IXWXUH�� ,Q� KLV� RYHU�
40 years’ experience within the automotive 
industry, his previous roles included being 
2ZQHU�'LUHFWRU of Independent Repairers 
DQG� DV� 'HDOHU� 3ULQFLSDO� RI� 2(0� IUDQFKLVHG�
'HDOHUVKLSV� LQFOXGLQJ� 36$�� 7R\RWD�/H[XV��
)LDW�$OID� 5RPHR� DQG� 5HQDXOW�� 7RQ\� FDQ� EH�
reached at abartlett@msxi-euro.com.

Marketplace providers will 
dominate in delivery times and cost; 

traditional participants must 
develop capabilities to compete.

6RXUFH��)URVW�	�6XOOLYDQ

Choice is driving a dynamic after sales market

7KH�PRVW�VLJQLÀFDQW�FKDQJH�LQ�WKH�DIWHU�VDOHV�PDUNHW�
LV� FKRLFH�� 2(0V� QHHG� WR� FRPPXQLFDWH� VHUYLFH� DQG�
SDUWV� ZLWKLQ� D� KROLVWLF� RරHU� ERWK� RQOLQH� DQG� RලLQH��
(DVH� RI� FRQWDFW� LV� DEVROXWHO\� YLWDO�� ,I� WKH� FXVWRPHU�
FDQQRW� FRQWDFW� WKH� 2(0� GHDOHU� HDVLO\� DQG� TXLFNO\�
WKH\�ZRQ·W�EH�RරHUHG�WKH�EXVLQHVV��3DUWV�DYDLODELOLW\�
DQG�IDVW�GHOLYHU\�DUH�DOVR�NH\��7\SLFDOO\�2(0�GHDOHUV�
RරHU�PD\EH���WR���GHOLYHULHV�SHU�GD\��EXW� LQ�WRGD\
V�
FRPSHWLWLYH� DUHQD� WKH� DYHUDJH� UHSDLUHU� FDQ·W� DරRUG�
WR� ZDLW� HYHQ� WZR� RU� WKUHH� KRXUV� IRU� D� SDUW�� 6RPH�
independent aftermarket parts suppliers are already 
RරHULQJ� JXDUDQWHHG� GHOLYHU\� LQ� XQGHU� ��� PLQXWHV��

7KH� DIWHUPDUNHW� VXSSOLHUV� DUH� PDNLQJ� WKLV� SRVVLEOH�
by consolidating their resources in order to increase 
EX\LQJ�SRZHU�DQG�EUHDGWK�RI�RරHU��6PDOO�IDPLO\�UXQ�
repairers are rapidly being replaced by franchises and 
buying groups able to purchase in bulk and pass cost 
VDYLQJV�RQ�WR�WKHLU�FXVWRPHUV��)XUWKHUPRUH��WKHUH�DUH�
also aggregators – online search apps – that allow 



32 MSXI Benchmarker - Issue 1/2018

Integrated Mobility Management

6RXUFH��)URVW�	�6XOOLYDQ

consumers to search for the best repairer by entering 
ORFDWLRQ�DQG�FRVW��$QG�PRUH�WKDQ�����RI�UHSDLUHUV�DUH�
already buying online and this continues to grow year 
on year, as does the growing number of consumers 
purchasing their own parts to deliver to their local 
UHSDLUHU�VR�WKH\�RQO\�KDYH�WR�SD\�ODERU�FRVWV���

)LQDOO\��RQOLQH�JLDQWV�OLNH�$PD]RQ�DQG�H%D\�DUH�KDYLQJ�
an impact on the market with their highly developed 
GLVWULEXWLRQ�QHWZRUN��7KLV�LV�RQ�D�UHODWLYHO\��VPDOO�VFDOH�
now, but in the future their involvement will likely 
LQFUHDVH��'LVWULEXWLRQ�LV�NLQJ�LQ�WKLV�WXUEXOHQW�DUHQD�

OEMs have to invest in distribution and 
quality of service

7KHUH� DUH� IRXU� NH\� VWUDWHJLF� GULYHUV� WKDW� FDQ�
LQFUHDVH� 2(0� FRPSHWLWLYHQHVV�� +RZHYHU�� WKHVH�
need to be based on a comprehensive analysis of 
the marketplace across the retail network in order 
to understand both customer and competitor 

Disruptive models, mostly driven 
by technology and centered around 
making B2B trade convenient for 

the customer, will emerge as the 
winning formula in the future. 

6RXUFH��)URVW�	�6XOOLYDQ

EHKDYLRUV� DQG� QHHGV�� &XVWRPHUV� LQFOXGH� YHKLFOH�
owners, independent repairers, buying groups, 
franchises, fleet companies, private fleets, body 
shop groups and insurance companies – each of 
ZKLFK�UHTXLUH�D�GLIIHUHQW�DSSURDFK��

eCommerce IAM Parts New Service
Models

Digital
Engagement

Connected
Repair

Service
Marketplaces

Aftersales 2.0 Pillars

Convergence of Platforms

7KLV� OHDGV� WR� WKH� ILUVW� VWUDWHJLF� GULYHU�� GHYHORSLQJ�
a multichannel strategy targeting individually each 
FXVWRPHU�JURXS
V�QHHGV��06;,�LV�FXUUHQWO\�PDQDJLQJ�
SDUWV�VROXWLRQV�IRU�2(0V�VSDQQLQJ�XS�WR����GLIIHUHQW�
PDUNHWV�DQG�IOH[LELOLW\�KDV�EHHQ�NH\�WR�VXFFHVV��7KH�
other success factor relies on a fundamental shift 
from OEMs and dealers seeing independents as 
FRPSHWLWRUV��WR�YDOXLQJ�WKHP�DV�SDUWQHUV�

7KH� VHFRQG� VWUDWHJLF� GULYHU� LV� KRZ� ZHOO� 2(0V�
manage customer data to understand what is being 
VROG��WR�ZKRP�DQG�IRU�KRZ�PXFK��'LJLWDO�WRROV�ZLWK�
user friendly dashboards that make parts sales data 
available 24/7 help consolidate reporting so that 
OEMs can identify gaps in business and identify 
new areas of opportunity for both the competitive 
and highly competitive parts segments across all 
DIWHUPDUNHW�VDOHV�FKDQQHOV��

7KH�WKLUG�VWUDWHJLF�GULYHU�LV�DIWHU�VDOHV�FXVWRPHU�OR\DOW\�
strategies using CRM technology to understand 
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OEM Aftersales Transition, Global, 2000-2025

6RXUFH��)URVW�	�6XOOLYDQ

EX\LQJ� EHKDYLRUV�� (�FRPPHUFH� LV� EHFRPLQJ� HYHU�
more important and OEMs will have to increase their 
RQOLQH�SUHVHQFH�LQ�ERWK�WKH�%�%�DQG�%�&�DUHDV��7KHVH�
platforms have to be designed using an omnichannel 
DSSURDFK�²�WKHUH�LV�QR�RQH�VL]H�ÀWV�DOO�VROXWLRQ�LQ�RXU�
GLJLWDO�ZRUOG��0DUNHWLQJ�DOVR�SOD\V� DQ� LPSRUWDQW� UROH�
KHUH�LQ�WHUPV�RI�FRPPXQLFDWLQJ�QHZ�RරHUV��FDPSDLJQV�
DQG�OR\DOW\�SURJUDPV�

)LQDOO\�� WKH� IRXUWK� VWUDWHJLF� GULYHU� UHYROYHV� DURXQG�
RSWLPL]LQJ�DQG�GLJLWDOL]LQJ�WKH�GLVWULEXWLRQ�PRGHO��7KH�
independent wholesalers have logistic warehouses 
throughout the market with teams of people to 
GHOLYHU�� DQG� RQOLQH� RUGHULQJ�� 2(0V� LQ� ODUJHU� PDWXUH�
markets may have 300 dealerships or more, it is 
LPSRVVLEOH� WKDW� DOO� RI� WKHVH� FDQ� SURÀWDEO\� FRPSHWH�
LQ� WRGD\
V� FRPSHWLWLYH� ZKROHVDOH� SDUWV� HQYLURQPHQW��
7KH\� QHHG� WR� OHYHUDJH� WKHLU� H[LVWLQJ� LQIUDVWUXFWXUH�

and identify strategically located dealers and partners 
to be wholesale parts distributors in order to remain 
FRPSHWLWLYH�DQG�LQFUHDVH�SHQHWUDWLRQ��

Back to the future of parts and service

:H�NQRZ�LW·V�FRPLQJ��$�IXWXUH�ZLWK�PRUH�FRQQHFWHG�
FDUV�� DXWRQRPRXV� FDUV� DQG� HOHFWULF� FDUV�� 7KLV� ZLOO�
completely change the automotive service and 
parts industry but although these vehicles will 
QHHG� OHVV� SDUWV�� WKH\� ZLOO� VWLOO� QHHG� SDUWV�� 2(0V�
KDYH� WR� SUHSDUH� IRU� WKLV� FKDQJH�� ,W� PD\� WDNH� ���
years for new mobility solutions to take hold on 
a massive level, but the clock is ticking and OEMs 
need to be highly proactive change leaders in this 
domain  – with innovative new services, premium 
VHUYLFH� TXDOLW\� DQG� RSWLPL]HG� GLJLWDOO\� VXSSRUWHG�
GLVWULEXWLRQ�VWUDWHJLHV�

Traditional Aftersales

Business from scheduled
maintenance mostly during 
warranty period

Major customer touch point
through telephone alone

Own vehicle brand parts sales
with premium pricing

Primary revenue generation
through the authorized service
centers for parts sales and 
services

Aftersales 1.0 Aftersales 2.0

201020052000 2015 2020 2025

Expanding customer touch
points – mobile apps and 
telematics system, in-vehicle
systems

Multiple service models – 
express service options and 
remote servicing

Integrating multiple digital
platforms for parts and service
sales-in-vehicle diagnosis and 
sales 

Compete in IAM – offering 
multibrand vehicles parts and 
service

Multiple mobility options such 
as car-as-a-service

Retain customers in OEM
channel – extended warranty
periods

Multiple touch points – mobile
and email

Building long term relation-
ship-loyalty programs, 
subscription contracts

Compete with national brands
in IAM – offering value-line 
parts

Omnichannel approach – OES,
IAM and eRetail
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CONNECTING WITH 
THE NEXT GENERATION
Loosely defined as those customers currently under 
20 and the first generation to be born into the 
GLJLWDO�HUD��*HQ�=�ZLOO�PDNH�XS�D�VWDJJHULQJ�����RI�
DOO�FRQVXPHUV�E\�������

Many claimed they would be willing to give up social 
PHGLD� IRU� D� \HDU� LI� WKH\� FRXOG� KDYH� D� FDU� LQVWHDG��
7KH�VDPH�VXUYH\�DOVR�UHSRUWHG�WKDW�����RI�*HQ�=HUV�
ZDQW�IDFH�WR�IDFH�LQWHUDFWLRQ�DW�WKH�GHDOHUVKLS�ZKHQ�
WKH\�UHDFK�WKHLU�FDU�EX\LQJ�\HDUV��$QG�WKH\�DUH�PRUH�
practical than millennials – making decisions on price 
DQG� VDIHW\� UDWKHU� WKDQ� RQ� VRFLDO� VWDWXV� DQG� VW\OH��
Surprisingly, unlike millennials, they are not too keen 
RQ� WUDQVSRUWDWLRQ� VKDULQJ�VHUYLFHV��7KLV�PD\�FKDQJH�
DV�WKH\�JURZ�LQWR�DGXOWKRRG��+RZHYHU��XQGHUVWDQGLQJ�
what makes the next generation tick will translate 
LQWR� VXFFHVV� IRU� 2(0V� DQG� GHDOHUV�� � /HW·V� ORRN� DW� D�
few areas that will resonate with today’s youth and 
WRPRUURZ·V�DXWR�EX\HU�

Price, ef�ciency and product knowledge 

If OEMs and dealers get these three things right 
they’ve already made a huge leap in the right 
GLUHFWLRQ�

6RXUFH��$XWR�7UDGHU

While ownership is viewed as 
less of a necessity, 92% still 
plan to own a car.

)RU�2(0V�DQG�GHDOHUVKLSV� WKDW�PHDQV�VWDUWLQJ�QRZ�
if you want to gain the upper hand in connecting to 
what promises to be the largest group of automotive 
EX\HUV�ZRUOGZLGH�ZLWKLQ�WKH�QH[W�����\HDUV��

7KH� JRRG� QHZV� LV� WKDW� DFFRUGLQJ� WR� D� QHZ� VXUYH\�
E\�.HOOH\�%OXH�%RRN�DQG�$XWRWUDGHU�� ����RI�SROOHG�
\RXWKV� EHWZHHQ� ��� DQG� ��� SODQ� WR� RZQ� D� YHKLFOH��
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6RXUFH��)OHHW(XURSH�

Only 26% of Gen Z said they would 
want to buy a car online − just over 
52% said they would need at least 

two test drives before buying a vehicle.

3ULFH�� 7RGD\� \RX� FDQ�JR�RQOLQH� DQG� VHH� H[DFWO\�ZKDW�
SHRSOH�KDYH�SDLG� IRU� \RXU� H[DFW�PRGHO� LQ� \RXU� DUHD��
7KLV� WDNHV� WKH� JXHVVZRUN� RXW� RI� EX\LQJ� D� FDU� DQG�
dealers are forced to be highly transparent and honest 
DERXW� SULFLQJ�� � *HQ� =� LV� DOVR� KLJKO\� FRPSHWLWLYH� DQG�
has a survivalist mentality having been born during 
WKH�*UHDW�5HFHVVLRQ��7KH\�SULGH�WKHPVHOYHV�RQ�JHWWLQJ�
the upper hand, the best deal, the most value for their 
PRQH\��

(FLHQF\��0RUH�WKDQ�����RI�*HQ�=HUV�VD\�WKH\�ZRXOG�
QHHG�DW� OHDVW�WZR�WHVW�GULYHV�EHIRUH�EX\LQJ�D�YHKLFOH��
7KDW�PHDQV�YLVLWLQJ�D�GHDOHUVKLS��+RZHYHU��ZKDW�WKH\�
don’t want is to spend three hours repeatedly providing 
SHUVRQDO�GDWD�IRU�HDFK�VWHS�RI�WKH�SXUFKDVLQJ�SURFHVV��
0RVW� RIWHQ� WKH\� ZLOO� DOUHDG\� KDYH� FRQÀJXUHG� WKHLU�
car on a mobile device and, when ready to purchase, 
want a dealer to get them through the process and 
WKH� ÀQDQFLQJ� DV� TXLFNO\� DV� SRVVLEOH�� 'HDOHUV� FDQ�
VWUHDPOLQH� WKLV� SURFHVV� ZLWK� SUH�DSSURYDO� VRIWZDUH�
and appointment scheduling tools which collect and 
FROODWH� DOO� FXVWRPHU� DQG� YHKLFOH� GDWD� EHIRUH� D� YLVLW��

DAVID GRAFF

Vice President Sales and Marketing

'DYLG�ZDV�QDPHG�WKH�9LFH�3UHVLGHQW�RI�VDOHV��
Retail Network Solutions (RNS) at MSXI in 
October 2013 and is responsible for the 
company’s sales strategy and execution for 
JOREDO�DXWRPRWLYH�DFFRXQWV��+H�KDV�H[WHQVLYH�
H[SHULHQFH�WKURXJKRXW�WKH�PDQXIDFWXULQJ�ÀHOG�
LQFOXGLQJ� DXWRPRWLYH�� LQGXVWULDO� HTXLSPHQW��
aerospace and technology and can be reached 
at dgraff@msxi.com.
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Your customer of tomorrow

6RXUFH��EXQGO�FRP

7RROV� OLNH� GRFX3$'� �5�� HYHQ� DOORZ� EX\HUV� WR� VLJQ�
GRFXPHQWV�HOHFWURQLFDOO\��7KH�PDLQ�FKDOOHQJH�WRGD\�LV�
FKRLFH��WKHUH�DUH�PRUH�WKDQ�����VRIWZDUH�WRROV�RරHUHG�
to dealers and it’s critical to establish which one best 
VHUYHV�WKHLU�QHHGV��7KDW·V�ZKHUH�SURIHVVLRQDO�VXSSRUW�
FDQ�KHOS�

Leverage digital to drive up sales and 

loyalty

+DYLQJ� HPEUDFHG� WHFKQRORJ\� IURP� WKH� FULE�� *HQ� =�
DQG�PDQ\�PLOOHQQLDOV�DUH�PDVWHUV�RI�WKH�GLJLWDO�ZRUOG��
7KH\�VHH�QR�EOXU�DW�DOO�EHWZHHQ�SK\VLFDO�DQG�GLJLWDO��
7KH�HPEUDFLQJ�RI�RPQLFKDQQHO�UHWDLO�H[SHULHQFHV�ZLOO�
FRQWLQXH��EXW�VXSHUFKDUJHG��6XUH��EURZVLQJ�ZLOO�VWDUW�
ZLWK�*RRJOH�EXW�TXLFNO\�PRYH� WR�PXOWLSOH�SODWIRUPV�
were product feedback and price information will be 
V\VWHPDWLFDOO\� DQG� LQVWDQWDQHRXVO\� FR�DQDO\]HG�ZLWK�
SHHU�JURXSV�� �*HQ�=�HQMR\V� WKH�KXQW� IRU�D� UHWDLO�ZLQ�
and they will broadcast their potential purchases to 
D� PXFK� JUHDWHU� GHJUHH�� � *HQ� =� ZLOO� UHDGLO\� DFFHSW�
´%HWDµ�SURGXFW�� � ,Q�RWKHU�ZRUGV��D�SURGXFW� WKDW� WKH\�
WKHPVHOYHV�FDQ�KHOS�FR�FUHDWH�²�EX\LQJ�LQWR�D�´JRRG�
HQRXJKµ�SURGXFW�WRGD\��ZLWK�WKH�SURPLVH�RI�D�EHWWHU�
RQH�WRPRUURZ��7KH�VDYY\�*HQ�=�VKRSSHU�LV�DOVR�YHU\�
likely to know more about a product problem or 
SURPRWLRQ�EHIRUH�\RX�GR��$QG�WKH\�ZLOO�RQO\�EH�OR\DO�
WR�EUDQGV�ZKR�NHHS�WKHLU�SURPLVHV�RQOLQH�$1'�RලLQH�

72% of Gen Z teens would 
rather have a car for a year than use 
social media.

Source: Kelley Blue Book

Product knowledge: Practical Gen Z customers will 
FRPH� ZLWK� VSHFLÀF� TXHVWLRQV� DERXW� IXQFWLRQV� DQG�
features, and salespeople need to be well educated at 
delivering the right answers using the best technology 
WRROV�IRU�WKH�MRE��7KLV�JHQHUDWLRQ�GRHV�QRW�VHH�GLJLWDO�
DV� FRRO� ²� WKH\� MXVW� H[SHFW� LW� WR� ZRUN�� :KHQ� XVHG�
correctly, mobile sales tools allow salespeople to use 
digital materials to demystify complex technologies – 
QRW� MXVW� IRU� FXVWRPHUV�EXW� IRU� WKHPVHOYHV��2(0V�ZLOO�
need to support dealers here with materials that can be 
locally adapted while still communicating their brand 
SURPLVH� DQG� LGHQWLW\� DFURVV� WKH� JOREH�� $V� YHKLFOHV�
are transformed from transportation goods into 
telecommunication devices, there are also lot of new 
technologies outside the scope of today’s automotive 
GHDOHUVKLS�WUDLQLQJ��7KLV�ZLOO�GHPDQG�WZHDNV�LQ�WUDLQLQJ�
SURJUDPV�DQG�SDUWQHUVKLSV�ZLWK�WKLUG�SDUW\�YHQGRUV�

use social media as a
RESOURCE for new
consumer products

BUY
ONLINE

55%
their
clothes

ON DEMAND
They expect services to be reactive
and deliver to their location

TWICE more likely to 
make a MOBILE PAYMENT 
compared to the 
rest of the population

How to 
SELL
to me

2-4h YOUTUBE/DAY

How to 
TALK
to meare ONLINE

on a daily basis

prefer REAL PEOPLE
instead of celebs in their ads

43%
read their stories on their

SMARTPHONE

Their 8 sec.
ATTENTION SPAN 
needs a simple and 
fast message

MULTITASK
with an Internet-connected
device while watching TV

92%

63%

81%

and less than an hour 
of traditional television

84%
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Most important components when selecting a vehicle to buy

6RXUFH��$XWR�7UDGHU

At a time when we are experiencing a levelling out of 
new car sales we can take heart that the evolutionary 
path that Automotive Retail is on is correct, and will 
become more prevalent as Gen Z begins to add to 
the developments created out of the demands of Gen 
;�DQG�<���7KH�ZD\�LV�FOHDU��HPEUDFH�WKH�GHVLUH�IRU�D�
VHDPOHVV�UHWDLO�H[SHULHQFH��VXSSRUW�FXVWRPHU�JURXSV�
happy to pay less for access rather than more for 
RZQHUVKLS��DQG�EUDFH�\RXUVHOYHV�IRU�DQ�HQYLURQPHQW�
ZKHUH� XSJUDGHV� DQG� XSGDWHV� DUH� H[SHFWHG�� � 6RRQ�
perhaps, your newly hired Chief Experience Officer 

Generation Z will account for 

40% of all consumers by 2020.

6RXUFH��)DVW�&RPSDQ\

67% 77%

49%

35%

27%

23%

43%

BRAND

ENVIRONMENTALLY
FRIENDLY

INFOTAINMENT

STYLE

PRICE
GAS MILEAGE

SAFETY
FEATURES

(CXO) will be the one to help connect your business, 
positioning your solutions throughout the Gen Z 
DVSLUDWLRQDO�EURZVHU���*HW�WKLV�ULJKW�DQG�\RXU�EXVLQHVV�
ZLOO�FRQWLQXH�WR�EH�RQWR�D�ZLQQHU�
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