Luxe automakersintop gear to woo
buyersinupscalelounge ambience
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Luxury automakers are turning the car-
buying experience more refined.

Amid mass-market brands entering
the premium space, the luxury market
leaders such as BMW, Mercedes-Benz,
and Audi are upgrading their dealer-
ships by offering one-stop solutions,
and digital tools such as augmented
/virtual reality and digital display
walls. Armed with swanky showrooms
with more open spaces, decked with
plush fixtures, and offering indul-
gences such as high-end perfumes and
customisable accessories, they are rol-
ling out the red carpet for the well-
heeled. Industry analysts say this is a
strategic move to create further distinc-
tion between themselves and mass-
market players.

BMW Group India, for instance, is
investing X365 crore to revamp its 56
dealerships over the next three years.
Its 'Retail. NEXT' initiative aims to
move from the traditional car dealer-
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Retail.Next showroom of BMW Infinity Cars in Worli, Mumbai. BMW Group India
will spend ¥365 crore to revamp its 56 dealerships over the next three years

ship model towards a lounge-like
experience and personalised interac-
tions. Here, customers will find sales
and service offerings of BMW, MINI,
and Motorrad, along with pre-owned
cars, under one roof.

Vikram Pawah, president and chief
executive officer (CEO), BMW Group
India, said the company was expand-
ing its vision of an “immersive
luxury experience in India” with
this initiative. Turn to Page 6 »



tours, digital display walls

Its dealerships will now come
equipped with digital product
configurators that allow cus-
tomers to design their BMWs,
and reserve a customer service
booking via the MyBMW App.

German luxury carmaker
Mercedes-Benz, too, is pumping
150 crore into upgrading its 25
India outlets into lounges with
interactive spaces and
omnichannel retail experi-
ences. This aligns with the com-
pany’s global strategy to appeal
to high-end clientele.

The company has adopted
the ‘Retail of the Future’ model,
which allows for direct sales to
customers, offering nationwide
stock access and promoting
transparent pricing. With this
Mercedes-Benz is also broaden-
ing its merchandise selection
with luxury items such as per-
fumes and accessories to
enhance the dealership.

“A significant aspect of this
initiative is the establishment

of our retail infrastructure,
which will provide a seamless
‘omni-channel’ retail experi-
ence that integrates online and
offline interactions,” said
Santosh Iyer, managing director
& CEO, Mercedes-Benz India.
Mercedes-Benz's franchise part-
ners will invest in upgrades
across the network of 100-plus
retail outlets by the end of next
year.

Audi India, on the other
hand, is offering 360-degree
product visualisers, augmented
reality tools, and the myAudi
Connect app that helps con-
sumers explore and configure
their vehicles.

"From virtual tours and dig-
ital display walls to over 1,000
electric vehicle charging sta-
tions, our goal is to make pre-
mium mobility more conven-
ient, immersive, and
environmentally conscious,"
said Balbir Singh Dhillon, head,
Audi India.



