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SHOPPING FOR A CAR GOES DIGITAL
WITH IMMERSIVE CX

Technology is transforming the global automotive industry across the value chain right from product research and development to after-sales
service. Customer engagement with automotive original equipment manufacturers (OEMs), dealers and service partners has increasingly
turned digital, too.
Now, digital is going one step further and changing the age-old processes of selling cars. Digital tools and techniques are enabling OEMs and
their dealers to provide immersive buying experiences to customers.
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Virtual test drive – The test drive is
perhaps the most crucial element of
the customer buying journey. Today,
dealers are using virtual reality (VR)
to transform this into a unique and
delightful experience for prospective
buyers. Through a VR headset,
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the driver’s seat, configure the cabin as
they prefer and view the interiors of the
car. They can even select their driving
and road conditions, for example, a
night drive through the city or driving
in the rain through the country-side. A
virtual test drive helps the prospective
buyer better understand the vehicle
and make an informed buying decision.
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Conclusion
As customers get used to digital buying
experiences, their expectations of service
excellence from OEMs and dealers rise,
too. Today’s customers want immersive
and interactive buying journeys, and this
begins with digital transformation. Thus,
auto OEMs and dealers must keep pace
with innovation, digitalize key sales touch
points, enable customer centricity, and
enhance the buying experience. This will
improve customer experience and brand
loyalty while helping manufacturers
increase revenue and stay ahead of
competition.
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