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COVID-19: A global demand shock; recovery expected to be slow
Major automotive markets globally have been hit hard in 2020, with India amongst the worst hit; consumer concerns around health and finances are expected to significantly dampen 
recovery in India.

Exhibit 1: Health and financial concern matrix
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India experienced its first zero-
sales month in the past couple of 
decades as consumer sentiments 

are significantly low.
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Year-on-year changeXX%

Source: Exhibit 1 - Deloitte State of the Consumer Tracker (Wave 4) May 30 2020, 2. KBA Press Bulletin (Germany, May 6 2020); 3. Federal Bank of St. Louis Economic Research (June 5 2020) 4. News Articles (“Japan sales continue to drop 
sharply in January”, Just Auto, February 11 2020; “Japanese Auto Sales slide 10% in February”, Economic Times, March 2 2020; “Japan sales decline continues in March”, Just Auto, April 7 2020; “April new car sales sag 28.6% in Japan as 
coronavirus saps demand”, Japan Times, May 2 2020); 5. Includes Mini-bus and small trucks, News Articles ( “China car sales plunge to fresh depths as coronavirus spreads”, Bloomberg, February 13 2020; “China’s February auto sales 
plunge 79% in biggest monthly drop ever”, CNBC, March 12 2020; “China auto sales sink 48.4% in March as virus hurts demand”, Economic Times, April 11 2020; “China’s auto sales snap a long falling streak, but growth may be short-lived”, 
Wall Street Journal, May 11 2020); 6. News Articles (“Auto sales in January 2020, Mahindra sold only 100 passenger cars last month”, Times Now News, February 10 2020; “Car sales Feb 2020- Maruti, Hyundai Top 2, Kia beats Tata for No.3”, 
Rush Lane, March 3 2020; “Car sales slashed to half in March 2020: Vehicle sales down by 18% in FY 19-20”, Financial Express, April 13 2020, “Car sales April 2019 - All companies post decline, except Honda”, Rushlane, May 4 2019

India

China

Japan

Germany

USA



Elevating human experience for automotive customers through digital transformation

3

About 79% Indian customers plan to keep their existing vehicles 
longer than they were originally expecting.

About 63% Indian customers plan to put off the 
regular maintenance of their vehicles.

of the customers intend to spend less on non-
discretionary items in the next four weeks 
compared with the past four weeks.

84%
About 73% Indian customers plan to limit the use of ride hailing 
services over the next three months.

Source: Exhibit 2 - Deloitte State of the Consumer Tracker (Wave 4) – May 30 2020

Expected consumer behaviour after the lockdown is lifted
Exhibit 2: Indian consumers are expected to be uncertain spenders, especially on discretionary items, such as automotive.
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Need for tectonic shifts in journeys of automotive customers
Customers who are likely to purchase automotive products have shown a significant interest in exploring digital solutions.

Dealer Websites

Vehicle comparion tool

Vehicle configurator

Trade - in Value estimator

Dealer Communications

Manufacturer/band Website

In - Dealer tool

Manufacturer Communications

Online financing

More than 60% customers 
believe that current digital 
touchpoints are merely 
meeting expectations.

Exhibit 3: Customers who are interested in purchasing their next vehicle online without stepping inside a dealership

Exhibit 4: % of respondents who think current digital interventions are below expectations/just meeting expectations
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Source: Exhibit 3 - Deloitte State of the Consumer Tracker (Wave 4) – May 30 2020, Exhibit 4 - Deloitte Global Automotive Consumer Survey 2018 and 2019
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Brand 
experience

Pre-COVID-19 fundamental beliefs Post COVID-19 “new normal” Key themesCatalyst for change

Product 
experience

Purchase 
experience

Service 
experience

Loyalty and 
retention 
experience

Digital and social 
brand experience

Digital product 
interactions, cloud 
dealerships

‘Conscious mobility’, 
flexible and  
on-demand purchase 
and usage models

Self-service 
and predictive 
maintenance

Personalised 
engagement and 
next best offers

Post COVID-19, a “new normal” expected to emerge for 
automotive OEMs
Fundamental beliefs of the automotive industry are likely to be questioned as a “new normal” emerges; auto companies will need to consider focusing on five key themes to deliver 
superior human experience.
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Broad-based 
mass advertising, 

predominance of ATL 
campaigns and celebrity 

endorsements

Shift towards influencer 
marketing, live 

streaming, personalised 
communication/offers 

In-person as the de-facto 
model, digital feeders, 
standardised delivery 

processes

Increase in digital 
experience solutions – on 

cloud in pocket, cloud 
dealerships for experience 

and test drives

Ownership as the  
de-facto model to use 

the vehicle

Utilitarian view of cars 
(“conscious mobility”), 

significant move towards 
‘usage’ models

Dealership-centric 
customer service, 

tenured/mileage based 
schedules

Self-service/local 
service/experts on call/ 
predictive maintenance, 

focus on uptime and 
replacement of vehicles

Dealership as the face of 
the relationship, limited 
OEM and end-consumer 

interactions

OEM-driven retention 
models focusing on 
emotional connect

Consumers feel  
disconnected with  

‘larger-than-life’ celebrities, 
greater association within 

communities

High rentals for  
dealerships in  

prime locations

High overlap of  
containment zones with 

metros and auto 
demand centres

Credit crunch and  
uncertainty over jobs/income, 
lower consumer appetite for 

risk and uncertainty
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Virtual brand 
centres

 • Customers can explore 
immersive videos 
about the brand and its 
history. 

 • Digital lifestyle store is 
available for customers 
to explore. For 
example, merchandise 
sales and discounted 
deals across partner 
memberships 
(hotels, restaurants, 
flights, etc.).

Community Platforms

 • Create platform(s) where customers and 
prospects can discuss/share experiences 

 • Gamification of reviews, comments, and ratings
 • Engaging content for children (e.g., mobile games 
within app) to enhance connect

Social media

 • Enhance and manage social media presence and 
presence on review sites

 • Social media analytics and sentiment analysis

Digital  platforms (mobile app/ micro-site)

 • Agile, flexible, extensible
 • Open Omni-commerce Connect (OCC), SEO/SEM
 • Focused on models, events, and campaigns

Omni-channel 
integrated view

 • Track customers 
based on 
browsing history 
and personalise 
messages 
in physical 
interaction 
environments.

Micro-site with 
curated content

 • Encourage 
customers to 
discover the 
brand through 
micro-site (within 
third-party 
platforms).

 • Focus on models, 
events, and 
campaigns.

Live streaming of 
vehicle launch

 • The automotive 
company live 
streams the vehicle 
launch, with focus 
on demonstrating 
safety-related 
features.

 • It introduces a  
vehicle-studio 
platform for 
customisation and 
personalisation.

Digital and social brand experience

Digital launch of new 
vehicle in studio

 • Customers can visit 
the vehicle design 
studio to customise 
and personalise 
their vehicles.

 • Accessories and 
add-ons, such 
as extended 
warranty, need 
to be showcased; 
customers can get 
a save and share 
option.

Social influencer 
reviews and ratings

 • Build advocacy 
networks to 
encourage social 
media influencers 
to review and rate 
products.

 • Incorporate 
live ratings and 
reviews within the 
brand website and 
other micro-sites 
on social media.
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Endless aisle and model 
selection

Endless aisle in the website/
augmented reality (AR) app, 

allowing selection and preview of 
product

AR product explainer
AR-powered feature explaining 

product highlights and sharing a 
360 view

Face-to-face interactions
Customers can select the cloud 

dealership they desire and 
schedule online consultation for 

queries

Virtual product configurator
Product configurator with a 

share and save option; highlight 
launch and review videos

At-home test drives
Scheduled test drives delivered 

to home with a virtual 
demonstration via digital in-car 

screens

Virtual product presenter
Virtual presentation to 

explain product features and 
specifications; these should be 

curated and personalised

Long-term use
Cloud dealerships enable the 
preferred usage pattern for 

customers (outright buy, limited 
period ownership, long-term 
leasing/rental, and used car 

selection)

Digital product interactions Physical product interactions (powered by cloud 
dealerships)

01 02 03 04 05 06 07

Digital product interactions and cloud dealerships
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‘Conscious mobility’; flexible and  
on-demand purchase and usage models

Dimensions of “conscious mobility”

 • Shared ownership

 • Leasing solution/rentals

 • Pay per use models

 • Online sales

 • Customised finance,  based on driving 
behaviour

 • Insurance as a service

 • Extended warranty as a service

 • Occasion-based mobility (e.g., weekday vs. 
weekend)

 • Schedule-based mobility for point-to-point 
travel (home to office, etc.)

Why do I want to use the vehicle? How do I want to own the vehicle? How do I want to purchase the vehicle?
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Self-service and predictive maintenance

Self-service: Digital self-service with 
experts on call/AR technology

Virtual repair videos to see the live 
status of repairs and safety measures at 
workshops

Predictive analytics: Preventive 
breakdown alerts via Internet of Things 
(IoT) in vehicles, and automatic service 
scheduling and pickup

Real-time tracking of vehicle 
maintenance and delivery status

Fully online payment and transaction 
completion for service, insurance 
renewal, and warranty extension

Suggestions (e.g., on driving 
behaviour) based on diagnosis data 

captured during servicing

Independent 
workshop

Authorised 
workshop
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Personalised engagement and next best offers

Functional

Customer loyalty and engagement models

Emotional

Tomorrow Emotional, personalised connections that transcend the archetypal customer-brand relationship

Yesterday 1.0

2.0

3.0

Basic rewards

Today Points-based earning and redemption programmes that enable data-driven marketing

Cash back 
incentives on 
purchases

Elite/preferred 
statuses and 
associated 
customised 
benefits

Additional points 
and rewards on 
referrals, tenure, 
and repurchase

Opportunities to 
engage with the 
brand, making 
it exciting and 
competitive

Rebates/
discounts 
on company 
offerings

Personalised and 
unique offers 
driven by data 
analytics

Points and 
rewards through 
partner brands 
even without 
direct spending

Opportunities 
for customers to 
interact with like-
minded peers

Cashback StatusDirect rewards Brand connectDiscounts PersonalisationValue  
amplification

Community + 
networking
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The “new normal” is likely to significantly alter the traditional 
customer journey

OEMs’ focus should 
be on …

Reaching out to prospects early  
and keeping them engaged

Providing a seamless and safe 
dealership experience

Building a long-term customer experience 
by delivering value

The prospective customer gets push 
notifications via the partner brand ecosystem 

and applications - curated content

The customer gets invited to the live 
streaming of the brand launch event.

The custom landing page on the website 
recommends relevant products/solutions 

(personalised offers).

Digital demos and 360° walkthroughs are scheduled 
to explain the product and its features (using 

augmented/virtual/mixed reality solutions).

Digital product configuration and final 
output visualisation (vehicle configurators, 

curated next best offers, pre-owned products)

The customer then logs into his/her 
online account, to book the vehicle.

The customer enters the 
‘online negotiation room’ and 
gets a good offer from a dealer.

At-home 
delivery of 

vehicles

The customer can see the status of vehicle 
service via his/her mobile application.

The customer sees the brand ad 
on digital displays and consults 

social influencers.

The customer checks out the brand’s website, which is a 
virtual brand centre. The website has product specs, 360° 

views, and third-party websites integrated.

Request a video consultation 
with an expert (assigned to the 

nearest dealership).

The customer schedules a test drive at home; 
cloud dealership is allocated the request and gets 

back with the scheduled time.

Customised finance 
offers are discussed and 
the customer signs on an 
attractive loan scheme.

The vehicle self-checks its health and automatically 
schedules maintenance with a service centre. Focus 
on uptime and replacement of vehicles – predictive 

analytics

He is updated on events, drivacation 
ideas, rewards, and discounts on 
restaurants and hotels through the 

brand’s mobile application.

Brand experience

Product 
experience

Purchase experience Service experience
Loyalty and Retention 

experience

01 02 03 04 05

060708091011

12 13 14 15 16
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As OEMs prepare for the “new normal” customer journey, 
they need to focus on three key areas to get the human 
experience right

Focus on humans, not on technology Find opportunities at intersections ‘Get it out’ beats ‘get it perfect’

Human behaviour is the fundamental economic 
gear of every business. If you can identify which 
behaviours to drive (internally and externally) to 
get the greatest return, and marshal your digital 

resources to achieve that behavioural change, you 
are more likely to win.

Do not try to come up with new ideas alone. To find 
the future of your business, look for unexpected 
intersections, such as those between disciplines 

and domains of expertise; across departments and 
organisational silos; among industries; and through 
partnerships that span markets and geographies.

In a world dominated by uncertainty, the only 
way to get effective market feedback is to give 

the market something to react to. Succeed faster 
through rapid prototyping and delivering Minimally 
Viable Offerings (MVOs) into the market. Seek quick 

feedback and improve subsequent iterations.
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