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[bookmark: _Toc225715948]1.1 Background of the Study
The digital disruption is causing a massive turnaround in the global automotive retail industry. In the past, car dealerships used to utilise brick-and-mortar stores with physical display rooms, direct physical contact, test-driving, and negotiated price structures. Nonetheless, in the last ten years, and especially due to the COVID-19 crisis, consumer behaviour has changed into a digital-first buying experience. More than 90 per cent of automobile buyers start their experience online, conducting research, price checks, product reviews, and do not go to a dealership, and about 60-70 per cent of the decisions are online (Walliman, 2004).
This change has been sped up by the development of online car dealers like Carvana and AutoTrader, where customers are able to window shop, finance, and buy cars online. Online sales constituted 15-20 per cent in 2023, which will reach above 30 per cent by 2030. Also, innovations like virtual showrooms and AI-based recommendations contribute to the digital experience.
Direct-to-consumer models are also being used by automotive manufacturers. Tesla, in its turn, does not have dealerships and, therefore, creates even more competition. Simultaneously, the demands of the customers have shifted, with more than 80% of them requiring smooth omnichannel services. Nevertheless, several dealerships have not adopted new systems and continue working on old systems, which leads to inefficiency and dissatisfaction.
[bookmark: _Toc225715949]1.2 Problem Statement
Even with these developments, not all of these dealerships are able to adapt. The number of visits to the showroom has depreciated five visits per buyer in the early 2000s to less than two in the present time, and this has minimised the number of opportunities to sell.
Price transparency and online comparison systems are also causing pressure on the profit margins. Offers can be easily compared by customers, making it difficult for dealerships to keep high margins, and digital competitors have lower costs to operate (Sekaran and Bougie, 2016). 
One of the biggest problems is the mismatch between the old way of dealerships and the new expectations of the customers. Most dealerships are under-equipped with the infrastructure to support smooth digital experiences, which means that their customer experiences are fragmented and not as satisfying.
OEM direct sales models are also changing the value chain, where dealership functions are reduced to fulfilment and after-sales activities. The mixed nature of this multidimensional issue, which is the integration of technological, competitive and behavioural factors, needs to be investigated systematically.
[bookmark: _Toc225715950]1.3 Significance of the Problem
The problem has a great influence on the profitability of dealerships, market positioning, and sustainability. The automotive retail sector is a USD 2 trillion business across the globe, and the need to disrupt the business is therefore an economic necessity (Saunders, Lewis and Thornhill, 2019).
Falling margins and decreased interest pose a challenge to the traditional models, where some regions record a 10-15% decline in the number of dealerships (Kothari, 2004). Digital transformation is also an opportunity, however. The dealerships using omnichannel strategies claim a 20-30 per cent higher conversion rate, as well as enhanced customer retention.
This is a global problem that has confronted both the developed and the emerging markets. These dynamics are critical in helping dealerships to stay competitive in a digital environment.
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To examine the role of digital disruption in changing the performance and strategic positioning of automotive dealerships, which includes online purchasing, competition, and changing customer expectations.
[bookmark: _Toc225715953]2.2 Research Objectives
· To somewhat analyse how online buying platforms are remaking the workings and sales process of automotive retailing.
· To examine how the growing competitive pressure exerted by digital entrants and OEM direct-to-consumer models is one of the factors affecting the performance of dealerships.
· To assess how customer expectations in the digital age have changed and how these expectations impact the service delivery of dealerships.
· To understand the effect of the interaction of these factors on the dealership strategies, profitability, and long-term sustainability.
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· What has been the impact of the emergence of internet car buying on the operation of the traditional dealership?
· What type(s) of competitive pressure arise because of automotive retail digital disruption?
· What are the changing customer expectations, and what impacts do they have on purchasing behaviour?
· How do all these factors influence the performance of the dealership and its strategic decision-making?
[bookmark: _Toc225715955]3. Critical Literature Review
[bookmark: _Toc225715956]3.1 Introduction to Literature
Digital disruption can be described as the change brought about by new digital technologies that change the old business models, propositions, and customer relations in a fundamental way. Online purchases, online marketing, data analytics, and holistic customer experiences are available as a digital disruption in the automotive retail setting (Hair, Page and Brunsveld, 2019).
[bookmark: _Toc225715957]3.2 Theoretical Frameworks
This paper has been founded on several theoretical frameworks. The Disruptive Innovation Theory describes the impact of new firm entrants using technology in order to drive out old firms due to the availability of easier and cheaper solutions. The Technology Acceptance Model (TAM) gives an idea of the adoption patterns of digital purchasing platforms by consumers, in terms of perceived usefulness and ease of use. Competitive pressure is analysed within the Porter Five Forces framework, especially the threat of new entrants and customer bargaining power (Crowther and Lancaster, 2009). Further, Customer Experience Theory and SERVQUAL put emphasis on service quality, personalisation, and satisfaction in customer behaviour.
[bookmark: _Toc225715958]3.3 Key Themes from Literature
The available sources emphasise the dynamic development of online car sales stores. Research has shown that digital media plays a major role in the decision-making process of the buyer, and consumers are showing a preference towards convenience and efficiency, instead of the conventional dealership relationships (Creswell and Creswell, 2018). Omnichannel retailing has also become a very popular notion, whereby online and offline are intertwined to provide a smooth customer experience.
The other important theme is the customer journey transformation. The old linear model has changed to a non-linear, digitally driven process where customers do research and evaluate options independently on their own without involving sellers. This minimises the role of the dealership as a provider of information.
In addition, the literature emphasises digital disruption in terms of the profitability of dealerships (Creswell and Creswell, 2018). On the one hand, digital tools can be more effective and can improve interactions with customers, but they can also be cost-efficient and demand considerable investments in technology and expertise.
[bookmark: _Toc225715959]3.4 Critical Analysis
Although the available literature is very informative, it has had significant drawbacks. The literature that exists concentrates on the various digital facets of disruption, including online sales or customer behaviour, without integrating the overall effects. Also, industry reports are usually more practical in nature but less theoretical, and the academic studies might not be as practical.
There are also no jointly agreed-upon long-term effects of OEM direct sales models. There are some authors who believe that dealerships will be out of place, and others propose that it will be transformed into experience centres and service hubs (Creswell and Creswell, 2018).
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There is a big gap in the analysis of online purchasing, competition and customer expectations in a unified manner. Furthermore, a lack of qualitative research that consolidates secondary data to give a comprehensive picture of dealership performance in the digital disruption environment has not been established. This paper seeks to fill these gaps by providing a theoretically informed analysis.
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This research takes the interpretivist research philosophy that is concerned with the understanding of social phenomena by interpreting meanings, experiences, and patterns. Since this study investigates the behavioural shifts, customer needs and the strategic reaction to digital disruption, interpretivism is suitable since it enables a detailed study of the contextual and industry-specific findings based on secondary data (Cooper and Schindler, 2014).
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The inductive method is used, and it allows generating themes and insights based on the gathered data instead of testing a set of hypotheses. Such a method is especially applicable to the exploratory research in which the focus will be on comprehending new tendencies and correlations in the automotive retail market.
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A qualitative secondary research method, namely document analysis, is applied in the study. This entails the systematic examination of the available scholarly research, industry reports and case studies in order to come up with any meaningful insights. The second qualitative type of research is suitable because it will be possible to obtain large-scale data on the industry and specialist interpretation, without the limitations of the primary data collection.
[bookmark: _Toc225715965]4.4 Data Collection Methods
The secondary sources of information to be used to obtain the necessary data will include peer-reviewed academic journals, consultancy reports (e.g., McKinsey, Deloitte, PwC), publications in the automotive industry, and case studies of the companies. These sources give the theoretical sides as well as the practical evidence (Bryman and Bell, 2015).
Moreover, the focus on the use of recent data (not older than 5-10 years) will be located in order to make it topical, especially considering the active development of digital technologies. Statistics reports, like online sales growth levels and customer behaviour patterns, will be given priority to enhance the analytical penetration of the research.
[bookmark: _Toc225715966]4.5 Data Analysis Technique
The thematic analysis will be used in the study to identify, analyse, and report patterns in the data collected in a systematic manner. This will entail coding of data into key themes and sub-themes according to the objectives of the research.
The three fundamental dimensions that are going to be analysed are:
· Purchasing transformation online.
· Threats of digital entry and OEMs.
· The changing customer expectations.
The study will be able to create an overall picture of the interaction and effect of these factors on the performance of dealerships by comparing the results of several sources.
[bookmark: _Toc225715967]4.6 Sampling Strategy
The sample of relevant and high-quality sources will be selected using a purposive sampling strategy. Some of the selection criteria are credibility, relevance to the research topic, recency and methodological rigour. This is so as to make sure that only authoritative and insightful data is added to the analysis.
[bookmark: _Toc225715968]4.7 Reliability and Validity
The reliability will be achieved by using stable and credible sources of information, such as peer-reviewed journals and industry-wide reports. Data triangulation will ensure validity because the results of various sources will be compared and cross-validated.
In addition, the trustworthiness of the entire research will be enhanced through transparency in the choice of data and the analysis processes.
[bookmark: _Toc225715969]4.8 Ethical Considerations
The study follows ethical guidelines since it utilises secondary data available on the internet, and all references are properly cited by referring to the Harvard citation guidelines. There is no direct sample on human subjects, hence the potential risks to ethics are minimized (Adams et al., 2007).
Moreover, the bias in the interpretation of the data will be avoided by critically examining all sources and providing balanced opinions.
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[bookmark: _Toc225715971]5.1 Business Relevance
This study is insightful for the automotive dealerships that are aiming to respond to the digital disruption. It sustains evidence-based decision-making and strategic planning.
[bookmark: _Toc225715972]5.2 Practical Implications
The implications of the findings can be used by dealerships as a guide in implementing omnichannel strategies and investing in digital platforms to improve customer experience.
[bookmark: _Toc225715973]5.3 Possible Recommendations 
The recommendations expected to be made are the combination of online and offline sales, using data analytics to engage customers, establishing alliances with digital platforms and adjusting business models.
[bookmark: _Toc225715974]5.4 Contribution to Knowledge
The research contribution to the academic and practical knowledge of digital disruption in the automotive retailing is a comprehensive and integrated approach.
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This research proposal provides a methodological process for exploring the concept of digital disruption in automotive retail. Through the analysis of online buying, competition and changing customer expectations, the study will be able to shed some light on the performance of dealerships as well as their strategic adjustment. Their results are likely to add value to both scholarship and practical business remedies to help digitise the automotive retailing industry.
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