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ABSTRACT

With rapid technological innovation, customer expectations are evolving at a faster pace. Technology 
plays a vital role in the value creation by kindling opportunities through transmuting consumption 
landscape. Digital technology acts as a powerful tool for bringing out the transformation across various 
sectors including the automobile industry augmented by the expectations of the new generation custom-
ers. With the beginning of the online revolution in the automobile sector, shoppers have started to rely 
on online platforms. OEMs and dealers need their strong presence across Omni channels to battle out 
the competition and have to focus on the digital-savvy shoppers to foster sales. Hence, auto retailers 
have to explore and experiment with different platforms that offer a flexible consumption-based model 
with an opportunity for experimenting and co-creating new features.

INTRODUCTION

With rapid technological innovation, customer expectations are evolving at a faster pace. Associated 
interactions, unified actions across channels, anytime access to content and services across boundaries 
are some of the basic customer expectations in this current digital era. The rising impact of millennials 
and the generations that follow them plays an important effect on customer engagement according to 
World Economic Forum. Technology plays a vital role in the value creation by kindling opportunities 
through transmuting consumption landscape. Digital technology acts as a powerful tool for bringing out 
the transformation across various sectors including the automobile industry augmented by the expecta-

Understanding Customer 
Engagement and Purchase 
Behavior in Automobiles:
The Role of Digital Technology

Krishnadas R.
 https://orcid.org/0000-0001-9420-5012

SASTRA University, India



2

Understanding Customer Engagement and Purchase Behavior in Automobiles
 

tions of the new generation customers. The auto industry has changed rapidly over the last decade. The 
technology, innovation, and media factors have led to the changes in the customer’s buying behaviour 
to a greater extent as the car purchasers spend considerable time researching online. To drive customer 
loyalty, auto retailers should shift from a product-driven to a customer-centric approach due to changing 
customer behaviour and expectations. The OEM’s and dealers should adopt marketing strategies that 
offer easy access to information through media and devices for the customers.

Digital technology acts as a powerful tool for bringing out the transformation across various sectors 
including the automobile industry, augmented by the expectations of the new generation customers. 
Enterprises have to adapt to these changes to remain competitive in varying market conditions. With 
the beginning of the online revolution in the automobile sector, shoppers have started to rely on online 
platforms. Hence, OEMs & dealers need their strong presence across Omni channels to battle out the 
competition & has to focus on the digital-savvy shoppers to foster sales. Omnichannel e-commerce with 
virtualization, Artificial intelligence, and In-Proximity has fuelled the automobile retail sector and it is 
experiencing major shifts with it. Consumer-oriented digital technology tools like CRM, In-Proximity, 
Multi-lingual support, Virtual Reality (VR)-enabled applications have a significant role in improving 
customer engagement. This customer-centric approach through digital technologies is likely to stay in 
the near future.

CUSTOMER INVOLVEMENT AND CUSTOMER ENGAGEMENT

Customer involvement has three different approaches which are personal, physical and situational. Per-
sonal relevance is intrinsic to the consumer, while physical (i.e., product differentiation) and situational 
factors (such as advertisements) are external stimuli. “Customer involvement is different from customer 
engagement because customer involvement is the inherent interest of an individual and relevance of a 
brand, which can exist even before the purchase”. This interest and relevance can lead to information 
searches about the features of a brand (Zaichkowsky, J.L.,1985). The High-level involvement of the brand 
is through personal importance and perceived importance of a brand (Schmitt, B., 2010).

Economist Intelligence (2007) defines customer engagement as “an intimate long-term relationship 
with the customer” and it leads to customer satisfaction, retention, and loyalty. Vivek et al. (2012, p. 133) 
defined customer engagement as “the intensity of an individual’s participation in and connection with an 
organization’s offerings and/or organizational activities, which either the customer or the organization 
initiate”. Customer engagement with touchpoints shaped by businesses is the primary step that moderates 
the outcome of customer experience. (Varshneya, G & Das, G,2015). Digital media offer the opportunity 
to connect with buyers by the right content and wider reach. Hence customer engagement requires the 
adoption of marketing mix in both business and consumer markets with the aid of new technologies. 
These digital tools provide better understanding and to serve consumers (Thackeray et al., 2008).

Factors Driving Customer Engagement

Improving Connectivity:

Increasing smartphone penetration, aided by high-speed internet and the adoption of digital technolo-
gies have transformed the consumers’ interaction with brands. Marketers should engage in online con-
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