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Digitalization is revolutionizing the automotive world. How urgent do you think 
it is to reorient OEM aftersales sectors and introduce new business models?
All too often, we see people in the industry shrug their shoulders and hear them say, “it 
won’t be as bad as all that.” Certainly, the digital transformation in automotive aftersales 
is proceeding at a moderate pace at present. But it is picking up speed and will quickly 
reach the point where all the pieces of the jigsaw fit together. We therefore consider it 
very urgent to define the challenges for one’s own company, and change direction accordingly. 

Does that apply to premium and volume manufacturers equally?   
Particularly in terms of brand loyalty and loyalty to the OEM workshop, we see that premium 
manufacturers have the edge. They are ahead of volume manufacturers in terms of connec-
tivity, but also integration into workshop processes, service level and customer orientation. 
But in recent years, volume manufacturers have been catching up very rapidly; almost all now 
offer integrated aftersales-telematics solutions and are setting up the necessary platforms 
for this. In the future, only those who are quickest to identify the needs of the vehicle and 
customer, and efficiently and effectively integrate the processes, from the app to retail, will 
differentiate themselves. Volume manufacturers, too, can win out here, if they think through 
the most important cases rigorously and can implement them in a fully integrated way.

Do OEMs underestimate the risks posed by digitalization and the CASE technologies?
As the vehicle population continues to grow, and the demand for maintenance, repairs 
and spare parts increases correspondingly, this will eclipse the challenges posed by digi-
talization. As a result, many are basking in a false sense of security. It will take an appreciable 
time until market penetration by electric cars and autonomous vehicles is advanced 
enough to become noticeable in the aftersales business. In this transition phase, however, 
the OEMs, particularly, could be the losers. 

As aftersales is traditionally closely coupled to new car sales among car manufacturers, 
OEMs will be the first to be impacted by the loss in revenue due to the lower maintenance 
required for electric cars. After the warranty has expired and the vehicles are increasingly 
aging, brand-name workshops currently lose out in favor of the independent workshops. 
At the same time, new players, such as platform concepts for mediating workshops, are 
becoming established and taking over the customer interface. 

The greatest revenue growth in the aftersales business is expected due to the 
continued rapid growth in the vehicle population in China, which is now aging. 
What are the special features of this aftersales market?
In China, there is no strong brand loyalty such as we are used to in Europe. Even purchasers of 
expensive premium vehicles are in many cases included to take them to independent work-
shops around the corner for maintenance and repairs. This feature of the Chinese aftersales 
market, together with the steady growth in the vehicle population increasingly lures new players 
into the country and is the driver for a professionalization that is lacking at present. I see the 
major challenge for the OEMs principally in strengthening customer loyalty. However, in China, 
digitalization in daily life is already much further advanced than in Europe or the USA, and Chi-
nese platform suppliers, such as Alibaba, are also not dormant. The OEMs’ aftersales business 
must fit seamlessly into this digital customer world. That is a white-knuckle ride. The aftersales 
players will certainly also be able to profit here from the experience they have gained in China.  
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