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Overview
1
The pandemic has affected all economic sectors, not 
least the Manufacturing and Automotive sectors.

The collapse in car sales on a global scale requires 
manufacturers to rethink their strategies with new tools 
and a new vision.

The imperative is to look to the future, with a particular 
focus on those countries that have preceded us on the 
time scale of the pandemic’s evolution and are now 
proceeding with the progressive loosening of restrictive 
measures.
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But what will the automotive sector look like after this 
lock-down?
Several observers are looking at China, a country that 
after a total closure has managed to re-emerge from the 
epidemic and is gradually returning to normal.
Sales in China tumbled 79% in February, 43% in March, 
before rising 4.4% in May compared to the previous 
year1. The restart of the sector is mainly due to two main 
factors: state’s policies supporting the renewal
of the circulating fleet, and the propensity of users to
prefer private vehicles at the expense of public 
transport, as private transport is judged more secure2.
With regard to showroom visits, there is also a sharp 
reduction in attendance, from 35% to 50% compared 
to pre-pandemic levels, demonstrating that consumer 
behaviour is strongly influenced by the fears caused by 
the Covid-19 emergency3.

Once the production and distribution chains are 
re-established, the big challenge will be to restart 
consumption, not only through purchase incentives and 
digital campaigns, but also through policies of the same 
brands that can reassure their customers and prospects.

Online purchases are also increasing in China: 
manufacturer Geely offers a completely contactless sales 
and service, allowing to buy the car online and delivering 
it directly to your home – sending the keys via a drone.

It is also important to note that Asian high-spending 
class after the pandemic have massively increased the 
purchase of luxury cars. Good news!

The asian markets
after the Pandemic2

Wan Chai, Hong Kong



POST PANDEMIC AUTOMOTIVE
New showroom concepts for the network in the «Covid Era»

4

Today we are faced with a new normal.
We will learn to live with this pandemic, adopting all 
possible strategies that allow us to return to fully live our 
lives and at the same time ensure our safety. 
With this assumption, brands are quickly looking for 
new ways to authentically connect with their audience 
by building a climate of absolute security for their 
employees, dealers and customers, redesigning new 
business processes.
The image of a brand that protects its employees, its 
production and the customers themselves, strengthens 
its value and makes it immediately attractive. This 
establishes a new trust towards the brand, making its 
mark even on the most demanding customers. These 
last weeks, the manufacturers have redesigned their 

organization, establishing work shifts, changing the 
arrangement of work environments in offices and 
production lines, setting up sanitization and training 
procedures, generally taking the necessary precautions 
to ensure the safety of all employees.
These strategies are then declined on the network of 
dealerships through the programs that we define Taking 
Care, a new way of taking care of the customer and the 
dealer, who remain the ambassadors of the Headquarters 
in different parts of the world. The new Taking Care 
programs, applied to the brand’s dealer network, are 
presented both within the dealership and through digital 
channels, in order to encourage customer in-store visit 
and give strong visibility to the security processes and 
protocols that the brand is adopting.

New programs 
«Taking Care»3
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This makes the visitor feel serene in returning to visit 
their dealership, and perceive a sense of well-being 
and security within the showrooms, fully enjoying the 
shopping experience. 
The program is implemented through a series of 
preventive measures, studied and designed by  designers 
in respect of the brand image: guided paths that allow 
to keep safe distances, communication elements on 
behaviours to be adopted, individual protection devices, 
quality of the indoor environment, sanitization of all 
areas. 
The same programs always provide two areas of 
development, one that concerns the physical space, 
and the other that concerns the digital space, that is the 
creation of new ways of relationship with customers that 
can be easy to access, ensuring a safe use of the brand 
and at the same time innovating and expanding sales and 
service strategies.

Various services that the customer can access with 
remote comfort: assistance via chat or video call, booking 
a test drive or a service via the web, the possibility of 
pick-and-service with delivery of the car directly to their 
home, configuration and even preliminary purchase of 
their car and online merchandising.
Countless services that meet the customer’s needs and 
make them feel “safe”.
The digitization is also used to support the dealer 
network, whose employees are constantly trained and 
informed through online training and digital content.
 

«The image of a brand that protects its employees,
its production and the customers themselves,

strengthens its value and makes it instantly attractive.
This establishes a new trust towards the brand, making its mark 

even on the most demanding customers»
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In this context, different brands are rethinking network 
strategies, re-evaluating their global footprint. 
Some are reducing the dealership network, focusing 
on urban areas with smaller showrooms, maintaining 
a widespread suburban network of service points 
and activating pick-up and delivery points at strategic 
and agile locations for customers, such as the same 
showrooms, office or home.

Others, on the other hand, overturn completely  their 
distribution model, clearly dividing the two levels of sales 
experience: the one related to the research and purchase 
of the product – entrusted to the online experience – 
and the other related to the experience of the product 
and brand in general, entrusted to very few points and 
activating Pop-Up and temporary stores.

PoS, Point Of Sale:
New models for the network4
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The process of integration between digital and physical 
experience, already started in recent years, in the post-
pandemic reality finds a great acceleration, leading all 
brands to face with this renewed challenge.
While it is no longer possible to ignore the great 
role of digital platforms as increasingly important 
communication and sales channels, especially in a 
post-pandemic context that reduces displacement and 
sociality, it is also true that physical interaction cannot 
be abandoned: a complete and memorable experience 
cannot ignore direct interaction with the product and 
has to take place in the best possible context. 
In particular, it is crucial to avoid the complete de-

contextualization of the experience (as can happen for 
example in the case of a digital experience or a “remote” 
experience) because the right framework and the best 
physical context allows to establish different levels 
of participation and connection of the user with the 
experience itself and, ultimately, with the product.
We can therefore think of “multi-channel experiences”, 
which start online to continue offline or vice versa, that 
have both a digital and physical expression, so as to keep 
the relationship between user and experience of the 
product alive and present and maximize the effects of all 
assets put in place online and offline.

The Future of Exprerience
5

«A complete and memorable experience 
cannot ignore the direct interaction with the product
and it has to take place in the best possible context»
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In the context of the pandemic, the user’s behaviour is 
altered: after a period of confinement there is a strong 
need to reconnect to the real world, but the desire to do 
it safely remains important.
This involves a rethinking of the fruition of physical 
space, which needs to be adequate to convey a sense of 
total protection, and must be able to offer an immersive, 
unique and authentic experience, which can only take 
place in that specific place at that specific time.
Thus the point of sale can be intended as a protected 
place – where to invite the guest so that they can 
reconnect with the brand and its products – and as an 
experience centre, a place of continuous discovery (of 
products, services) where to foster relationships and feel 
more and more part of a community.

In particular, physical space plays a key role as it allows 
to create different levels of interaction and engagement  
with the experience. It must be concise and compelling 
to achieve three key objectives: 
1. attract;
2. engage;
3. inspire.
The ability to attract determines the “reason why” of the 
experience; that of engaging describes the experience 
itself; The ability to inspire is the ultimate purpose of the 
experience, where the intention to buy is generated.
To achieve this, the physical space must have three
fundamental qualities: it must be innovative, authentic
and welcoming.

- Innovative because people enjoy the unexpected and 
to be surprised: what surprises stimulates the creative 
spirit and offers an exceptional experience.

- Authentic because the physical space must convey 
the DNA of the brand and must be able to offer an 
experience that can only be made here and now, 
giving even more value to the experience itself.

- Welcoming because spaces that make people feel 
safe and comfortable provide the best experiences4.

In the experience economy era, creating 
memorable experiences make the 
difference and is key to stand out: 
memorable experiences engage people 
emotions and exceed their expectations.

The Physical Space6
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It is important to underline how flexibility and the ability 
to change the physical space is more and more important 
for the industrial strategies: the showroom can no longer 
be thought as only a space to display cars but as a real 
container of experiences. This paradigm shift offers 
multiple opportunities for customer use. Depending 
on the occasion, the showroom can take many forms, 
evolving from a simple display space of the brand to a 
multi-modal and multifunctional place.
Brands need to act more and more with an out-of-
the-box perspective to attract people to their places, 
activating new experimentations and collaborations and 
creating increasingly unique and exclusive engagement 
experiences.
In this sense the showroom will welcome new functions
and can become something else:
- a private atelier : an haute couture where to embark 

on a journey about the product of one’s desires, 
customizing it to make it unique and tailor-made, 
enhancing values such as that of craftsmanship and 

technique;
- an art gallery /event space: the client is invited to 

participate in exclusive prèmiere events like an art 
exhibition vernissage, and then be offered later the 
opportunity to deepen the knowledge of what has 
been presented;

- a place where digital campaigns land in physical 
activation, engaging influencers and activating 
partnerships with other brands to attract customers 
and increase their customer base;

- a membership club: the reference point of its 
members, where to make available services that go 
beyond the purchase and maintenance of the car;

- a driving experience training center for the most 
passionate customers, offering them the opportunity 
to deepen driving techniques to make the most of the 
performance of the car and to better prepare for the 
driving events promoted by the brand.

A paradigm shift:
Showroom as an experience incubator7

«New strategies will boost a reconsideration of the POS as a privileged point of contact

with the customers, a flexible place that can attract and engage them in memorable experiences 

that exceed their expectations. A great challenge for brands and designers, who will find themselves 

working more and more closely to create unique spaces where digital technology, design and new 

levels of service will help to establish a new attractive relationship with the customer.»
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1 Francesco Gerosa, Le vendite di auto in Cina tornano a crescere dopo quasi due anni, Milano Finanza, 11 maggio 2020
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3 Cina, vendite di auto in picchiata nella prima metà di marzo, Il Sole24 Ore, 20 Marzo 2020
4	 Experience	Index,	Gensler	Research	Institute,	2017
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