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Omnichannel Experiences
in Automotive

Connecting online and
showroom experiences to
exceed expectations




The digital expectations
challenge for automotive

With the evolution of technology and a shift in consumer
behaviour towards digital first, the automotive industry is having
to play catch—up. This is particularly true in a crowded UK market,
where delivering exceptional, joined—-up experiences is key to
winning conquest customers and driving loyalty.

An omnichannel strategy allows automotive brands to meet
constantly evolving customer expectations, yet many are falling
short. Siloed channels, inconsistent pricing, and lost online
progress risk customers taking their business elsewhere.
Consumer trends in 2025 are clear, and it is possible to build and
maintain a successful omnichannel strategy by leveraging insights
through customer journey mapping.
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Customer experience is the new
automotive battleground

UK car sales have held at ~2M annually since 2000, while the number of
competing brands has more than doubled to 62. With entrants outpacing
demand, only an exceptional experience stands out as Chinese EV
challengers and digital-first experiences reshape automotive retail.
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MORE CHOICE

A crowded market and
overseas entrants are
eroding technological,

product, and price
advantages

62

brands are present in the
UK market, up from 45
in 2019

MORE CHANNELS

Buyers increasingly do
their research online and
visit the showroom ready

to complete the
transaction

2/3

of walk—ins make no
prior contact with the
centre following online
research
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MORE CONTROL

Buyers require autonomy
to design their experience
on their own terms, how,
where, and when they
want

94%

of car buyers say they

still visit a dealership as

part of their car—buying
journey



High—-impact touchpoints across the car buyer journey

From discovery to service, customers set the pace. Across the car-buying journey, there are several touchpoints which
must remain consistent across channels to deliver successful omnichannel experiences. Use these insights to connect

online progress to in—showroom action.

Awareness

Buyers start with
marketplaces and reviews
and expect accurate stock

availability. 95% of car
buyers start their journeys
online and use search
aggregators

EV Consideration

The biggest barriers to
customers purchasing EVs
are range anxiety, running

costs, and charging
infrastructure. Customers
require a clear outline of the
realities of owning an EV
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Finance

Finance plan comparisons
now happen online and
earlier in the journey.
Customers expect
consistency across online and
in—centre pricing

Test Drive

With test drives being
booked increasingly online,
customers expect a seamless
booking process and the
exact model and
specification available to test
in-centre

Valuation

Customers usually complete
an online valuation before
in—person appraisals. They
expect the same data and
details to be reflected in—

centre

Purchase

Today, more people consider
completing their transaction
fully online. Seamless and
connected systems to
support document
signatures, ID checks, and
payment must be in place

Collection

Customers expect to be able
to choose between click and
collect and home delivery.
They anticipate real time
updates on the vehicle's
preparation

EV Set-Up

Home charging installations
continue to be a major
customer pain point.
Customers look for digital
tools and accurate
communications to help
build trust

App Set-Up

With connected apps
becoming more prevalent,
customers expect assistance
in how to sign up to and
utilise the apps to maximise
their benefits

Service

Bookings, updates and
approvals happen online with
video checks. Customers
benefit from DMS system
integration to provide real-
time updates



To win, you need to build

omnichannel experiences that

work

Customers now expect a car buying journey on
their terms. Brands that seamlessly join moments
together earn trust, win new buyers and, most
importantly, retain the customers they already
have.

A successful omnichannel experience unifies all
channels. It connects data, systems and teams so
progress made online follows the customer into
the showroom, gives advisers the same view as
the customer and removes unnecessary rekeying
and handoffs. The result is faster decisions, fewer
complaints and a service that feels personal.
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Conduct in-depth customer journey mapping to have a foundational
understanding of your customers. Focus on the important journeys
and use data to support activities.

Capture a real-time view of customer feedback across channels,
through a strategic voice of the customer (VOC) programme to
continuously meet and exceed customer expectations.

Build an organisation structure around the customer. Enable non-
fragmented ownership of channels to ensure consistency between
platforms and to break down silos.

Equip people to deliver the hybrid sale. Frontline and back-office
teams need tools and training that recognise progress made online.
Make sure staff are brought on any change journey.

Prioritise improvements to the most frequently used customer
touchpoints and reduce friction between channels to enhance
satisfaction and increase revenue.

Ensure you have the right systems to facilitate the best customer
experience through a single, central repository and integration of
data across channels.



Start by mapping the moments that matter

Customer journey mapping (CJM) should be at the heart of any CX or omnichannel strategy. Use it to identify,
prioritise, and deliver the changes that will make a real difference to your customers to align in-showroom and
online journeys, measure impact, and continuously improve.
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Case Study - Redefining CX
through Customer Journey
Mapping

After an internal audit, a global OEM asked Oaklin to
create a cohesive, measured, and accountable
approach to CX across four UK operating entities. The
objective was to create a consistent and elevated
customer experience, assign clear accountability and
introduce methods to track outcomes.

Oaklin designed a holistic customer journey mapping
framework underpinned by service design. We
standardised best practice in modern CJM software
and created reusable templates, guides and training so
project teams could deliver consistently.

We then built proof of concept maps for business—
critical initiatives, including the launch of a new finance
product, EV wall box installation and a customer
satisfaction campaign. The design and continuous
iteration of these maps kept the customer at the heart
of all activity, identifying pain points and opportunities
across the journeys to positively impact customer
satisfaction, retention and advocacy.
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Engage leadership early on in the
strategy, highlighting the

benefits so they can set the tone
and shape the culture

Make maps visible in shared
spaces and continually update
them; create a dedicated war
room for priority journeys and
use them for team stand ups

Our Recommendations

Run collaborative journey-
mapping workshops that unite
teams to map the full journey

and drive better results

Turn insights into delivery with
owners, plans and regular check

ins; project manage effectively
to track progress and ensure
accountability



Get in touch

Do you want to learn more about

[
customer experience, customer journey Oa kl I n

mapping, or how to stand out in the . .
AR Wild about ideas,
automotive retail landscape?

serious about business

Connect with our team:

@M Stephanie Meehan
& "] stephanie.meehan@oaklin.com

Mark Croucher
mark.croucher®@oaklin.com

Nathan Whittaker
nathan.whittaker@oaklin.com

www.oaklin.com
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