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Executive 
summary
The lowdown on our research
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GALLERY MUNICH
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While some automotive brands and large 
dealership groups had already begun 
reimagining the dealership experience and 
rolling out digital shopping tools and services, 
the COVID-19 pandemic is accelerating the 
adoption of retail digitalization and contact-free 
services across brands and markets. 
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To better understand this transformation and the 
future of automotive retail, Star conducted a global 
analysis of OEMs, independent dealerships and E-
commerce platforms. We researched and studied 
select OEMs in specific regions to compare their 
online purchasing capabilities, offline experiences 
in dealerships, integration of online and offline 
channels, emerging technology and other factors 
that comprise the vehicle buying process. 

In this report, you will learn about the biggest 
problems OEMs and dealers face, how they are 
attempting to solve them and how automotive 
retail will change in the next 5-10 years. There has 
always been a pressing need to keep up with, or 
stay ahead of, customer expectations; but now, in 
light of the pandemic, that need is absolutely 
urgent. So, let’s explore the state of automotive 
retail, and the trends that will shape its future. 

New tools, technologies and 
trends are changing customer 
behavior, as well as expectations. 
Today, customers expect buying 
a new car to be as simple, and 
pleasant, as any other shopping 
experience. Few have patience 
for antiquated processes or 
pushy sales people.

RENAULT VIRTUAL SHOWROOM

https://eastmidconnected.co.uk/renault-and-dacia-make-new-car-buying-easier-than-ever/
https://eastmidconnected.co.uk/renault-and-dacia-make-new-car-buying-easier-than-ever/


The big 6
The challenges plaguing 
OEMs and dealers 

When it comes to selling cars to today’s 
consumers, OEMs and dealers face a 
number of challenges. These include 
external factors, like declining brand 
loyalty, as well as operational issues.

Let’s take a look at the six 
biggest challenges POLESTAR 

SHOWROOM LIGHTING

https://www.osram.cz/ds/knowledge/volvo-polestar-showroom/index.jsp
https://www.osram.cz/ds/knowledge/volvo-polestar-showroom/index.jsp
https://www.osram.cz/ds/knowledge/volvo-polestar-showroom/index.jsp
https://www.osram.cz/ds/knowledge/volvo-polestar-showroom/index.jsp
https://www.osram.cz/ds/knowledge/volvo-polestar-showroom/index.jsp
https://www.osram.cz/ds/knowledge/volvo-polestar-showroom/index.jsp


Consumer dissatisfaction with the 
dealership experience 
Most consumers view buying a car from a 
dealer as a high-stress, time-consuming 
experience. They believe salespeople aren’t 
trustworthy, and that pricing lacks transparency. 
The turnover rate is generally high at 
dealerships, which makes it hard for consumers 
to form relationships. 

People may have preconceived notions about 
car dealers, but they still need guidance, 
especially as the automotive landscape 
becomes more sophisticated. As OEMs are 
creating more connected, autonomous, and 
electric vehicles, they need salespeople who 
can speak to these complicated features, while 
respecting consumer aversion to the “hard sell.” 

THE BIG 6: THE CHALLENGES PLAGUING OEMS AND DEALERS 
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Keeping up with consumer digital 
buying expectations 
The majority of consumers begin their vehicle 
shopping experience online. Many use desktop 
and, increasingly, mobile, for research, price 
comparison, and to find the nearest dealership. 
Some customers want to conduct the entire 
shopping experience online—to literally buy a 
car with a click of a button, the same way they 
buy nearly everything else. At the very least, 
shoppers expect the vehicle buying experience 
to be quicker and easier, and to align with what 
they have come to expect from e-commerce 
platforms. 

1. 2.AUTO SALES

https://www.irishtimes.com/business/retail-and-services/steep-fall-in-new-car-sales-reveals-extent-of-problem-for-irish-motor-trade-1.3040412
https://www.irishtimes.com/business/retail-and-services/steep-fall-in-new-car-sales-reveals-extent-of-problem-for-irish-motor-trade-1.3040412


Understanding the customer journey 
To create a seamless, cross-channel customer experience, and to 
understand and influence a consumer’s path to purchase, OEMs and 
dealers need to connect users’ online and offline behavior. This is a 
struggle for most. OEMs need the data, technology and infrastructure to 
integrate online and offline experiences, and to better understand 
consumers’ complicated path to purchase, which is increasingly affected 
by digital channels, including social media.

Operational challenges 
The vehicle buying process is too disjointed. 
Middlemen—the importer, retailer, and often, a 
finance provider—add costs for consumers and 
jeopardize profits for OEMs. As OEMs push 
dealers to offer the most competitive prices 
possible, dealers lose margin. 

But most OEMs and dealers are not aligned on 
the best way forward. With customer frustration 
with the in-person vehicle buying experience 
mounting, OEMs worry about protecting their 
brand and improving the customer experience. 
As OEMs experiment with direct-to-consumer 
sales models, dealers feel threatened and fear 
being relegated to an agent model.  

THE BIG 6: THE CHALLENGES PLAGUING OEMS AND DEALERS 
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3.

4.

FIRST CAR VENDING 

MACHINE

https://fntalk.com/auto/uks-first-car-vending-machine-launches-in-london-and-it-lets-you-buy-it-via-contactless/
https://fntalk.com/auto/uks-first-car-vending-machine-launches-in-london-and-it-lets-you-buy-it-via-contactless/
https://fntalk.com/auto/uks-first-car-vending-machine-launches-in-london-and-it-lets-you-buy-it-via-contactless/
https://fntalk.com/auto/uks-first-car-vending-machine-launches-in-london-and-it-lets-you-buy-it-via-contactless/


The ripple effect of digital 
disruptors  
A number of digital newcomers are challenging 
and changing the way vehicles are bought and 
sold. The shared economy and app-based tools 
for accessing cars “on demand” could 
negatively impact vehicle sales. Sites that 
provide more pricing transparency make it 
harder for dealers to raise prices and increase 
margins. A number of solutions make it easier to 
buy a used car online, including Carvana and 
Shift. Digital solutions also make it easier for 
people to sell cars themselves, as opposed to 
trading them in at a dealership.

Brand loyalty is dwindling 
According to recent research in Germany [1], 
as dealers consider the future of automotive 
retail, 50% see decreasing brand loyalty as 
their biggest challenge. The study also found 
that 46% of new car customers consider 
three to four brands before buying a car. 
OEMs and dealers need to work harder than 
ever to earn a sale, and to retain that 
customer. Creating a seamless, integrated 
buying experience will prove critical in their 
ability to do so.

THE BIG 6: THE CHALLENGES PLAGUING OEMS AND DEALERS 
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5. 6.

CARVANA VENDING 

MACHINE

https://www.pwc.de/en/automotive-industry/the-future-of-automotive-retail.html
https://www.pwc.de/en/automotive-industry/the-future-of-automotive-retail.html
https://blogg.markedspartner.no/ledelse/experience-disruptors-en-ny-rase-vekstvinnere
https://blogg.markedspartner.no/ledelse/experience-disruptors-en-ny-rase-vekstvinnere
https://blogg.markedspartner.no/ledelse/experience-disruptors-en-ny-rase-vekstvinnere
https://blogg.markedspartner.no/ledelse/experience-disruptors-en-ny-rase-vekstvinnere


Emerging 
automotive 
retail trends

The most forward-thinking auto brands 
are staying two steps ahead of consumer 
expectations, changing the way cars are 
sold by rolling out innovative technology, 
online and offline, and challenging the 
traditional dealer franchise system. 
Others are playing “catch-up,” racing to 
keep up with customers’ demand for 
online shopping solutions, and their 
preference for a more personalized, and 
less pushy, in-person experience.

Let’s take a look at 
seven trends that will 
define automotive retail 
this year

As noted, COVID has 
accelerated transformation 
across the board, forcing every 
company to offer contact-free, 
digitally-enabled solutions to 
keep their customers safe.

CADILLAC VIRTUAL SHOWROOM

https://www.youtube.com/watch?v=12-Y-6ilMbw
https://www.youtube.com/watch?v=12-Y-6ilMbw


CHALLENGES ADDRESSED

Consumer dissatisfaction with the dealer 
experience 

Keeping up with consumer digital buying 
expectations 

Understanding the customer journey

Online — Offline integration 
According to a growing body of research, 
customers want more options for researching, 
customizing and buying vehicles online. They don’t 
want to drive to a dealership to put up with a pushy 
salesperson. They want convenient, digital 
solutions, and OEMs are in a race to adapt. 

Consumers have new expectations for an 
automakers’ digital presence. It is no longer 
sufficient to have a website that is mostly 
informational or, at best, equipped with online 
configurators. So, OEMs are working to create 
seamless customer experiences that begin online, 
then nudge shoppers to a dealer or “Brand 
Experience Center” to continue the journey in-
person. 

EMERGING AUTOMOTIVE RETAIL TRENDS
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STAR ADVICE — EXTEND EXPERIENCE ON MOBILE

Make the mobile channel the focal point 
and integrate it into as many touch points 
as possible. Go beyond the buying 
experience and focus on brand awareness 
and brand loyalty aspects as well.

DIGITAL SHOWROOM 

SKODA

Oleg Lebedyn, Head of Architecture, 
Automotive & Mobility

https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/
https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/
https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/
https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/


Contactless Delivery 
In response to the pandemic, automakers are doing 
everything they can to make sure customers keep 
buying cars. That includes improving their online 
booking and ordering capabilities, offering at-home 
test drives and coming up with safe, on-brand ways 
to deliver cars to customers.

CHALLENGES ADDRESSED

Keeping up with consumer digital buying 
expectations 

Understanding the customer journey

EMERGING AUTOMOTIVE RETAIL TRENDS

STAR ADVICE — KNOW YOUR CLIENT

Get to know your target audience. 
Anticipate their needs and model all 
interactions, services and digital products 
around the personalized experience.

Marina Radko, Researcher, 
Automotive & Mobility

CARVANA DELIVERY

https://techcrunch.com/2015/05/27/carvana-300m/
https://techcrunch.com/2015/05/27/carvana-300m/


Allow consumers to discover and explore 
your new product through an immersive 
and memorable digital experience.

Virtual Showrooms 
For those customers who don’t want to visit a 
dealership, some automakers are offering virtual 
tours or virtual showroom experiences, using 
technology and live agents. Typically, a potential 
customer books an appointment online, then a 
representative reaches out to lead a live video 
walkthrough and answer any questions. Both 
premium and mainstream car brands are offering 
this capability as a complement to their online 
booking/ordering and contactless delivery options.

CHALLENGES ADDRESSED

Consumer dissatisfaction with the buying 
experience 

Keeping up with consumers digital 
buying expectations 

Understanding the customer journey 

EMERGING AUTOMOTIVE RETAIL TRENDS

STAR ADVICE — EDUCATE THROUGH A PLAYFUL 
AND ENGAGING EXPERIENCE

Artem Yakovenko, Product Manager,  
Connected Vehicles

VIRTUAL REALITY 

SHOWROOM

https://www.wardsauto.com/dealer/virtual-reality-enhance-not-eradicate-car-buying
https://www.wardsauto.com/dealer/virtual-reality-enhance-not-eradicate-car-buying
https://www.wardsauto.com/dealer/virtual-reality-enhance-not-eradicate-car-buying
https://www.wardsauto.com/dealer/virtual-reality-enhance-not-eradicate-car-buying


Selling Direct 
Over the next five to ten years, the role of the 
dealer and the dealer franchise system will be 
challenged and changed. Most OEMs are only 
testing direct-to-consumer models, but adoption of 
this approach will increase as they iron out legal 
and pricing strategy challenges. Leading all-electric 
vehicles (EV) start-ups already sell directly to 
consumers, demonstrating to the rest of the auto 
industry what is possible. Currently, distribution 
channel strategies differ among brands.

CHALLENGES ADDRESSED

Lack of alignment on strategy 

The ripple effect of digital disruptors  

Brand loyalty is dwindling  

EMERGING AUTOMOTIVE RETAIL TRENDS

STAR ADVICE — CREATE E-COMMERCE PLATFORMS 

Transform OEM websites from marketing 
and research tools, to e-commerce 
platforms where consumers can not only 
‘discover’ and ‘consider’ the car they want 
to buy, but also complete the transaction.

Abhijeet Desai, Technology Strategist, 
Automotive & Mobility

TESLA SHOWROOM SIGN

https://headtopics.com/us/automakers-unlikely-to-follow-tesla-s-online-only-direct-model-4675011
https://headtopics.com/us/automakers-unlikely-to-follow-tesla-s-online-only-direct-model-4675011


Boutique Experience 
Premium brands such as Lamborghini, Mercedes-
Benz, Audi, Lexus and DS Automobiles, the rising 
star of automotive innovative solutions, are 
rethinking traditional vehicle marketing 
approaches and investing in unique experiences 
to strengthen their brand and attract and connect 
with potential buyers. These automakers are 
striving to create personalized experiences that 
can equate their vehicles with a lifestyle their 
audience identifies with.

CHALLENGES ADDRESSED

Brand loyalty is dwindling 

Consumer dissatisfaction with the dealer 
experience 

Keeping up with consumer digital buying 
expectations 

EMERGING AUTOMOTIVE RETAIL TRENDS

STAR ADVICE — THINK BIGGER THAN PRODUCT 

Selling an experience and an atmosphere 
is far more compelling than just selling a 
product. Embody a value set, an emotion, 
a status, or a lifestyle that resonates with 
buyers.

Julia Poluliakh, Head of Marketing, 
Automotive & Mobility

NIO HOUSE BEIJING

https://www.decoist.com/electric-car-center-beijing-nio/?safari=1
https://www.decoist.com/electric-car-center-beijing-nio/?safari=1


VR/AR Adoption 
These days, AR and VR solutions are must-haves 
for premium and mainstream brands alike. 
Automakers use these tools to create 
memorable customer experiences, to establish 
their brand as technology and design leaders, 
and, ultimately, to drive sales.

CHALLENGES ADDRESSED

Understanding the customer journey 

Brand loyalty is dwindling 

EMERGING AUTOMOTIVE RETAIL TRENDS

STAR ADVICE — MAKE PEOPLE "FEEL IT”

Use technology and design to make 
virtual and digital part of the physical 
world. Mix realities to deliver a unique 
and unforgettable experience.

Oleksii Oleksiienko, Product Manager, 
Automotive & Mobility

VR DEALERSHIP

https://www.wardsauto.com/f-i/virtual-reality-check-will-car-dealership-shoppers-go-vr-goggles
https://www.wardsauto.com/f-i/virtual-reality-check-will-car-dealership-shoppers-go-vr-goggles


CHALLENGES ADDRESSED

Keeping up with consumer digital buying 
expectations 

The ripple effect of digital disruptors 

EMERGING AUTOMOTIVE RETAIL TRENDS

STAR ADVICE — THE UPSIDE OF SHARING  

A New Subscription Model 
Subscription models have taken off in many industries, 
with services like Netflix, Spotify, Adobe Creative Cloud, 
Rent the Runway and Dollar Shave Club gaining millions 
of users. The approach has benefits for consumers and 
companies alike; and now automotive brands are getting 
in on the action. Some OEMs have begun offering car 
subscription programs as an alternative to buying or 
leasing a car. For a set fee, consumers gain access to a 
suite of vehicles. In some cases, they can change cars 
once per a certain period, e.g. once a month. Other 
services allow subscribers to exchange cars as often as 
they like. The subscription model offers much more 
flexibility than car ownership and is likely to appeal to 
millennials and Gen Z, in particular.

Get into the sharing mindset and think 
about how new models of accessing 
services, without necessarily owning the 
main product, could benefit your brand, 
as well as your customer.

Volodymyr Pavlenko,  
Web/Cloud Development Lead,  

Automotive & Mobility



17



Trends geography
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CONTACTLESS

DIRECT TO CUSTOMER

VIRTUAL SHOWROOM BOUTIQUE EXPERIENCE

SUBSCRIPTION

CONTACTLESS

DIRECT TO 
CUSTOMER

VIRTUAL 
SHOWROOM

BOUTIQUE 
EXPERIENCE

SUBSCRIPTION

CONTACTLESS

DIRECT TO 
CUSTOMER

VIRTUAL 
SHOWROOM

BOUTIQUE 
EXPERIENCE

SUBSCRIPTION

SUMMARY OUTLINE



Breakdown by OEM* *These findings are based on an analysis of a select number of brands 
in specific regions—not all OEMs and regions are reflected in this study.

Virtual showroom VR/AR Boutique Experience Direct to customer Contactless Subscription

SUMMARY OUTLINE



It’s not only younger brands at the forefront of trend 
adoption. A number of established OEMs are taking steps 
to keep up with customer expectations by embracing 
multiple  trends. For example, Porsche offers a 
subscription service and is working to create a “one-stop-
shop” online platform. Audi launched a digital platform 
intended to provide a seamless online-offline experience. 
It has also created “innovation spaces” and was one of 
the first automakers to offer a subscription service. 

A number of OEMs are embracing multiple trends. Often, 
they are the companies dubbed ‘industry disruptors’. 
Tesla and Nio, as well as OEMs following their lead, 
understand that you can’t sell directly to consumers 
without creating a store. And not just any store – a place 
that offers an experience far different from the traditional 
dealership. These category leaders have also been quick 
to respond to the challenges and safety concerns posed 
by the pandemic by offering contactless deliver and test-
drive options.

SUMMARY OUTLINE
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Trends 
by brand

Virtual showroom Boutique Experience Direct to customerContactless Subscription



Based on the sample of auto brands we analyzed, 
contactless capabilities was the most widely adopted 
trend. It was evenly distributed across regions and 
brands, with 5 out of the 19 premium brands, and 5 out 
of the 10 non-premium brands included in our 
research, offering this service. 

When it comes to selling direct, EV innovators lead the 
way across all regions. In fact, only one out of the 10 
non-premium brands included in our analysis has 
adopted this trend. On the other hand, non-premium 
brands are at the forefront of Virtual Showroom 
adoption, with 4 out of 10 offering this appealing 
alternative to traditional dealers. A few premium 
brands are following suit (2 out of 19 brands included 
in our research). 

Premium brands, as expected, are more likely to offer 
boutique experiences, with 5 out of 19 embracing this 
trend. Only 1 out of 10 non-premium brands included in 
our research have introduced boutiques.

SUMMARY OUTLINE
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Adoption is similar for Subscription Models, with 9 out of 19 
premium brands trying their hand at this new approach, 
compared to only one non-premium brand out of all the 
brands we researched. Subscription models are more 
popular in North America, where 8 brands have adopted 
the trend, than in Europe, where just 3 brands in our 
research sample are trying it.    

North America is the leading adopter of Direct to Customer 
sales—3 out of the 5 brands in our study that have adopted 
this trend are in NA. The region is also leading the way in 
Contactless offerings, accounting for 3 of the 5 Premium 
brands onboard with this trend. As Europe is the capital of 
fashion houses, it is no surprise carmakers introduced 
boutiques here first (3 out of 5 in the luxury segment). 
However, Asia is not far behind, with all brands (5 out of 5) 
owning their boutiques, as opposed to using a dealer 
franchise model. Asia is also leading the way in 
Contactless for the mainstream market (3 out of 5 brands), 
as well as  Virtual Showrooms (3 out of 4).  

Summary 
outline



Predictions for 
the next 5-10 
years

The seven trends shaping 2020 
automotive retail are a harbinger 
of what is to come. Over the next 
5-10 years, we expect even more 
digitalization, reimagination and 
disruption.

NIO HOUSE

https://www.dexigner.com/news/30772
https://www.dexigner.com/news/30772


Dealership digitalization

FUTURE-SHAPING TRENDS  

23 BMW LOYALTY+ APP

Dealerships are just starting their digital 
transformation. We believe the pace will pick up 
because of the increasing user demand for digital 
experiences, as well as the development of 
alternative sales channels that threaten dealerships’ 
livelihood. Everything from marketing to sales, 
customer relationship management, and stock 
optimization will be automated and interconnected 
to provide better intelligence and increased 
efficiency.

JAGUAR LAND ROVER 

VIRTUAL EXPERIENCE

https://media.jaguarlandrover.com/en-gb/news/2012/10/jaguar-land-rover-virtual-experience-motor-industrys-most-advanced-fully-interactive
https://media.jaguarlandrover.com/en-gb/news/2012/10/jaguar-land-rover-virtual-experience-motor-industrys-most-advanced-fully-interactive
https://media.jaguarlandrover.com/en-gb/news/2012/10/jaguar-land-rover-virtual-experience-motor-industrys-most-advanced-fully-interactive
https://media.jaguarlandrover.com/en-gb/news/2012/10/jaguar-land-rover-virtual-experience-motor-industrys-most-advanced-fully-interactive


Shifting roles of dealer 
representatives

FUTURE-SHAPING TRENDS  

24 BMW LOYALTY+ APP

As more of the consumer journey takes place via 
digital channels, the role of the dealer will continue 
to change. Many customers will make preliminary 
purchasing decisions before they even step foot in a 
facility, but often, they will still want to interact with 
an expert, in-person, to validate their choices. So, 
dealer reps will become “brand ambassadors” and 
“advisors,” rather than sales representatives, and 
shift their focus from persuading a person to buy a 
car, to providing much-needed counsel and human 
connection.

DIGITAL SHOWROOM 

SKODA

https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/
https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/
https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/
https://brill.pl/portfolio_page/digital-showroom-skoda-motorpol/


Dealerships’ physical 
transformation

FUTURE-SHAPING TRENDS  

25 BMW LOYALTY+ APP

Gone will be the days of visiting a dealership to see 
a vehicle with your own eyes or to just pick up a 
marketing brochure. Dealerships have already 
begun transforming into boutique spaces that 
provide personalized, pleasant experiences for 
visitors. In short, they are becoming places people 
actually want to go—and return to. Luxury brands 
are leading the way, but, in the coming years, other 
brands will follow suit.

NIO HOUSE

https://www.archdaily.com/search/projects/houses/page/136?page=525
https://www.archdaily.com/search/projects/houses/page/136?page=525


New distribution 
channels for OEMs

FUTURE-SHAPING TRENDS  

26 BMW LOYALTY+ APP

New ways to sell vehicles are already emerging, 
and the number of sales channels will only increase. 
Boutique stores, test drive centers, pop-up stores, 
as well as direct-to-consumer selling will all gain 
popularity. We may also see more collaboration 
between OEMs and e-Commerce leaders, as brands 
work to make the vehicle buying experience as 
simple as shopping for goods on Amazon.

NIO HOUSE

https://fortune.com/2019/09/23/china-tesla-nio-electric-cars/
https://fortune.com/2019/09/23/china-tesla-nio-electric-cars/


Data-driven personalization

FUTURE-SHAPING TRENDS  

27 BMW LOYALTY+ APP

OEMs and dealerships have already begun integrating 
the technology, tools and partnership to collect customer 
data. In the future, they will have access to more data 
than ever on user preferences and lifestyle, the vehicle 
discovery journey and purchasing behavior. By 
leveraging data from a variety of sources, including car 
configurators, dealer portals and DMSs, brands can use 
connected cars and vehicle companion apps to create 
truly personalized experiences for users by predicting 
purchasing preferences, optimizing the most popular 
configurations of vehicles in-stock to minimize waits, and 
transforming the digital tools that support the purchasing 
journey into proactive assistants, rather than just means 
to consume static information.

CAR CONFIGURATOR 

CONCEPT

https://dribbble.com
https://dribbble.com
https://dribbble.com
https://dribbble.com


Cross-channel 
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Today, consumers that are ready to use digital 
channels for purchasing must leverage multiple 
products from different providers and sources 
throughout their purchasing journey. The result is a 
fragmented and unpleasant experience, and a 
bumpy online-to-offline transition. We expect OEMs 
and dealers will join forces to create more tools to 
support the customer journey, from start to finish, 
that way shoppers don’t go elsewhere. This would 
be an important step in unifying the entire user 
experience across all possible channels (web, 
mobile, in-vehicle, offline) and would ensure a 
seamless transition from one channel to another, 
while keeping users at the center of the story.

THE OCEAN CAMPAIGN

https://martechtoday.com/two-new-projects-target-ads-car-184638
https://martechtoday.com/two-new-projects-target-ads-car-184638


A greater emphasis on 
brand loyalty, even 
before the sale
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Currently, very little is being done to engage with 
customers who have not yet decided on the brand 
they would like to buy. We predict OEMs and 
dealers will invest more time and effort in reaching 
people at the exploration or consideration stage of 
their purchasing journey, to foster brand affinity, or 
even loyalty, as early as possible. To do so, OEMs 
and dealers will rely heavily on social media usage 
and quality content, and create new digital products 
and events targeting non-owners.

BMW LIFESTYLE 

COLLECTION

https://www.gosee.us/news/agencies/first-productions-produce-the-new-bmw-2018-lifestyle-collection-power-meets-lifestyle-for-wunderhaus-advertising-agency-and-photographer-martien-mulder-dop-nepomuk-v-fisher-45959
https://www.gosee.us/news/agencies/first-productions-produce-the-new-bmw-2018-lifestyle-collection-power-meets-lifestyle-for-wunderhaus-advertising-agency-and-photographer-martien-mulder-dop-nepomuk-v-fisher-45959
https://www.gosee.us/news/agencies/first-productions-produce-the-new-bmw-2018-lifestyle-collection-power-meets-lifestyle-for-wunderhaus-advertising-agency-and-photographer-martien-mulder-dop-nepomuk-v-fisher-45959
https://www.gosee.us/news/agencies/first-productions-produce-the-new-bmw-2018-lifestyle-collection-power-meets-lifestyle-for-wunderhaus-advertising-agency-and-photographer-martien-mulder-dop-nepomuk-v-fisher-45959


New business models 
driven by MaaS and 
Connectivity trends
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Though a little bit further down the road, Mobility-as-
a-Service and Connectivity will certainly impact 
OEMs and dealers’ future business models. Dealers 
will have to come up with an offering for those 
customers who don’t want to own a personal 
vehicle. They should also be ready to make a switch 
to selling digital products and services, rather than 
just hardware, as this will slowly emerge as an 
additional revenue source for OEMs.

CLUNO CAR 

SUBSRIBTION SERVICE

https://cleantechnica.com/2020/02/02/cluno-a-german-car-subscription-service-has-electric-cars-a-bunch-of-them/
https://cleantechnica.com/2020/02/02/cluno-a-german-car-subscription-service-has-electric-cars-a-bunch-of-them/
https://cleantechnica.com/2020/02/02/cluno-a-german-car-subscription-service-has-electric-cars-a-bunch-of-them/
https://cleantechnica.com/2020/02/02/cluno-a-german-car-subscription-service-has-electric-cars-a-bunch-of-them/
https://cleantechnica.com/2020/02/02/cluno-a-german-car-subscription-service-has-electric-cars-a-bunch-of-them/
https://cleantechnica.com/2020/02/02/cluno-a-german-car-subscription-service-has-electric-cars-a-bunch-of-them/


Want to learn more about the trends that will shape the future of 
how cars are bought and sold? 

Star’s extended Vehicle Buying 2.0 report includes real-world 
examples of the trends uncovered in our research. To see how 
OEMs around the world are adopting contactless delivery and 
virtual showrooms, experimenting with direct-to-consumer sales 
models, and more, request your free copy today.

automotive@star.global
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We’d love to learn about your current 
challenges and talk about how we can solve 
them together.

Let’s get in touch

Discover more

automotive@star.global

Artem Yakovenko
Product Manager,  
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