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Chapter 1: Introduction
[bookmark: _Toc234440247][bookmark: _Toc237945356]1.1 Introduction
Digital technologies have produced radical changes in the opeations of the retail sector as it has altered the way business is trajnsacted and how products are searched, compared and bought by the consumer (Vial, 2019; Verhoef et al., 2021). The vehicle retail industry has been subject to massive digital disruption as online retail platforms, multichannel forms of retailing and changing customer demands distort the traditional dealership model. The use of digital technologies in the work of car dealerships is becoming a must in order not to lose the competitive edge and keep the personalised service offered by the physical car dealership (Vial, 2019; Verhoef et al., 2021). This chapter presents the research by presenting background, research problem, aim, objectives, research questions, significance, scope and general framework of the dissertation.
[bookmark: _Toc234440248][bookmark: _Toc237945357]1.2 Background of the Study
One of the most impactful strategic changes, which has been experienced in modern organisations, is digital transformation. It entails the adaptation of digital technologies that redesign the business processes, enhance customer engagement and generate new elements of competitive advantage (Vial, 2019; Warner and Wäger, 2019). In the retail industry, the development of e-commerce and mobile technologies, artificial intelligence (AI), customer relationship management (CRM) systems and data analytics has transformed traditional business models and consumer behaviour in purchasing (Verhoef et al., 2021; Verhoef et al., 2021).
The automotive retail sector has long been accustomed to traditional dealerships with face-to-face sales and on-the-showroom customer interactions. Nevertheless, more consumers are expecting to research, compare, and even finance and buy cars online. Omnichannel retailing allows clients to seamlessly swithc digital and physical product platforms, forming more adaptable and convenient buying experiences (Kim, Connerton and Park, 2022). This brings the dealerships under pressure to embrace digital technologies without losing customer confidence and service delivery.
Simultaneously, the retail business competition in the automotive industry has been aggravated by digital-first competitors, shifting customer behavior and new business models. Customers are shifting to more transparent, convenient and customer-centric experiences with faster and easier access to information, necessitating dealerships to reconsider the traditional sales models (Lemon and Verhoef, 2016; Becker and Jaakkola, 2020). Researchers and practitioners are thus increasingly interested in comprehending the effects of these changes on the performance of dealerships.
[bookmark: _Toc234440249][bookmark: _Toc237945358]1.3 Research Problem
Even with the significant investment in digital technologies, most of the old-style car dealerships are losing their competitiveness as online purchasing platforms and digital-native competitors transform the situation in the car retail industry (Kim, Connerton and Park, 2022). 71% of buyers now engage in online+offline activity for making purchase (Cox Automotive, 2024). Despite a history of research on digital transformation, customer experience and omnichannel retailing separately, there were few studies synthesising the findings on how online buying, competitive pressure and changing customer expectations all have an impact on the performance of a dealership collectively (Verhoef et al., 2021; Kim, Connerton and Park, 2022).
Digital disruption has progressed at such a rapid rate that it has challenged the role of physical dealerships and given rise to the need to develop strategies to hold onto sustainable competitive advantage. However, the literature to date has mainly discussed the impacts of digital transformation on general organisational or manufacturing prospects and offers very limited explanation of how online purchasing, competition pressure, and customer demands influence the performance of a dealership in particular (Hanelt et al., 2021; Pizzichini et al., 2025). Therefore, a critical assessment of existing academic evidence to elucidate the impact of digital disruption on the performance of dealerships and identify effective strategic responses is necessary.
[bookmark: _Toc234440250][bookmark: _Toc237945359]1.4 Research Aim
To examine how online purchasing, competitive pressure and evolving customer expectations and digital disruption in general impacts the  performance of car dealerships using qualitative systematic review of secondary literature.
[bookmark: _Toc234440251][bookmark: _Toc237945360]1.5 Research Objectives
The objectives are:
1. To analyse the effect of digital transformation (online purchase vehicle)  on automotive retail performance 
2. To examine the influence of competitive pressure on the business models of a car dealership.
3.To examine how changing customer expectations can impact the dealership strategies and suggest suitable strategies for the future. 
[bookmark: _Toc234440252][bookmark: _Toc237945361]1.6 Research Questions
How does digital disruption influence car dealership performance?
Sub-questions:
· What is the impact of online vehicle purchase on automotive retail?
· How does the competitive pressure affect the business model of dealership?
· How will the expectations of contemporary customers in the digital age will influence the dealership strategies and what suitable strategies can be adopted? 
[bookmark: _Toc234440253][bookmark: _Toc237945362]1.7 Significance of the Study
This research is noteworthy since digital transformation is still transforming the automotive retail sector and the dealerships should adjust the model of business and how they connect with customers. Academically, the research provides a synthesis of the modern literature on digital disruption in the automotive retail industry and outlines the association between digital technologies, customer behaviour and the performance of organisations (Nadkarni and Prügl, 2021; Hanelt et al., 2021).
Industry-wise, the results will equip dealership managers with evidence-based information on how digital transformation, omnichannel retailing and customer-centred strategies can be used to facilitate competitiveness. The recommendations can also guide decision-makers on establishing sustainable digital strategies that are able to adapt to evolving consumer demands and growing competition in the market (Paiola and Gebauer, 2020; Kohtamäki et al., 2019).
[bookmark: _Toc234440254][bookmark: _Toc234440463][bookmark: _Toc237945363]1.8 Scope of the Study
This study specifically addresses the concepts of digital disruption, within the automotive retail sector, specifically online vehicle purchases, competition, customer demands and dealership performance. The qualitative secondary research design is used in the study and, thus, it is based solely on academic literature on the topic published post-2016, with the necessary addition of industry evidence.

1.9 Dissertation Structure
The dissertation has five chapters. In Chapter One, the research context, problem, aim, objectives and significance are introduced. Chapter Two critically reviews the literature relating to digital transformation, online purchasing, customer expectations, competitive pressure and dealership performance. Chapter three describes the methodology used in the research which includes systematic literature review approach and thematic analysis. Chapter Four gives the discussion and findings of the thematic analysis of the literature chosen. Lastly Chapter Five gives the recommendation, conclusion, limitations and suggestions on future research.


[bookmark: _Toc235360358][bookmark: _Toc237945364]Chapter 2: Literature Review
[bookmark: _Toc235360359][bookmark: _Toc237945365]2.1 Introduction
The chapter critically analyses and reviews the literature that can be associated with digital disruption in automotive retail with reference to digital transformation, online vehicle purchase, omnichannel retailing, competitive pressure, customer demand and dealership performance. Instead of explaining the individual studies, the chapter provides comparisons and syntheses of existing evidence to find the main debates, areas of agreement and restriction of the literature. This review contributes to the theoretical background of the research and outlines the research gap, which, in turn, justifies the need to investigate the overall impact of digital disruption on car dealership performance with the help of a qualitative systematic literature review (Vial, 2019; Verhoef et al., 2021).
[bookmark: _Toc235360360][bookmark: _Toc237945366]2.2 Digital Transformation in Automotive Retail
Digital transformation can be defined as the strategic approach to utilising digital technologies to redesign organisational processes, creating more customer value and competitive advantage (Vial, 2019). Most researchers agree that digital transformation is about the adoption of the technology, still, they differ in terms of the main drivers of the digital transformation. According to Vial (2019), the digital technologies that transform the business processes drive the organisational change, but Verhoef et al. (2021) focus on the interplay between the technological innovation, customer behaviour, and the strategic change. This implies that the digital transformation is a multidimensional process and not just a solely technological project.
In the automotive retail market, a shift from product-centrism to customer-centric business models has taken place, supported by artificial intelligence, customer relationship management software and data analytics (Verhoef et al., 2021; Sebastian et al., 2017). Warner and Wäger (2019) also argue that sustainable transformation relies on dynamic capabilities that allow firms to predict changes in the market, seize digital opportunities and continuously renew organisational resources. Equally, we find that according to Nadkarni and Prügl (2021), leadership, organisational culture and strategic alignment are as well critical determinants of successful transformation.
Nevertheless, the current literature is mostly focused on analyzing digital transformation on a general business level, and relatively few studies discuss it on a dealership-level, which applies to the automotive sales context, specifically (Hanelt et al., 2021; Kraus et al., 2021). As a result, this will mean that additional synthesis is needed to comprehend how digital transformation has a specific impact on the dealership performance within a increasingly digital marketplace.
[bookmark: _Toc235360361][bookmark: _Toc237945367]2.3 Online Vehicle Purchasing
Purchase of vehicles online has radically changed the automotive buying experience as it provides an opportunity to research, compare, finance and buy vehicles online. Kim, Connerton and Park (2022) believe that the shift towards customer-centred automotive retail has been accelerated by digital purchasing and Pantano et al. (2020) claims the change in consumer behaviour, especially, after the COVID-19 pandemic led to the growing acceptance of online retail channels, reaching 37.1% in January 2021, compared with 19.9% in January 2020 (ONS, 2021). The literature point towards the fact that moving to digital buying is a part of automotive retail and no longer a market trend.
The literature indicates that online purchasing of vehicles has several benefits, such as increased convenience, better price transparency and increased access to information about the product (Gielens and Steenkamp, 2019; Kim, Connerton and Park, 2022). However, the researchers also note that there are significant limitations. Cars are products with high value that are usually physically inspected, tried and significant communication between customers and sellers happens before decisions are made to buy. As a result, total replacement of physical dealerships is not expected even after the ongoing growth of digital retailing (Lemon and Verhoef, 2016).
The existing literature is typically preoccupied with consumer adoption of digital purchasing technologies, and has limited evidence on the long-term effects that digital purchasing technologies have on dealership performance and strategic adjustment. It implies that online shopping can be considered as a complement and not a substitute of conventional dealership business and it is necessary to adopt integrated online retail approaches.
[bookmark: _Toc235360362][bookmark: _Toc237945368]2.4 Omnichannel Retail in Automotive Dealerships
Omnichannel retailing is a blend of digital and physical channels to facilitate a customer with a broad purchasing experience through various touchpoints. Kim et al. (2022) suggest that omnichannel strategies are more than multichannel retailing as they introduce sustained contacts between the customer and channel, and Juaneda-Ayensa et al., (2016) note that channel integration is the key element of successful omnichannel systems.
In the car dealership industry, omnichannel facilitates consumers to shop online, browse car features and arrange finance online and finalize purchases online or in brick-and-mortar shops (Kim, Connerton and Park, 2022). Bell, Gallino and Moreno (2018) suggest that the element of physical showroom as an extension of digital buying has proven to be strategically useful due to its capacity to add positive experience in fostering trust in consumers. On the same note, Juaneda-Ayensa, Mosquera and Sierra Murillo (2016) show that technology acceptance is a strong variable that impacts the level of willingness of customers to interact with integrated retailing channels.
Despite the extensive literature commenting in favor of omnichannel retailing, there is still no consensus on the degree to which the digital channels may replace traditional dealerships. In general, the data available indicates that the competitive advantage will tend to result because of the successful integration of online and offline services more than because of the reliance on a single retail channel.
[bookmark: _Toc235360363][bookmark: _Toc237945369]2.5 Competitive Pressure and Business Model Innovation
Digital disruption and the growth of digital-native companies and the changing pace of consumer buying behaviour have made the automotive retail market more competitive. Conventional dealerships are now not only competing with fellow dealerships but manufacturers who go directly to consumers in new direct-to-consumer models and online platforms that provide integrated purchasing services. According to Foss and Saebi (2017), this type of changes in the market demands companies to reconsider their approaches to creating, delivering and capturing value by innovating their business models and investing in the technologies.
A number of studies indicate that digital servitisation has emerged as a strategic reaction to competition. Paiola and Gebauer (2020) argue that digital technologies allow organisations to produce value-added services, which enhances customer relations and helps business stand out of the crowd. Also, Kohtamaki et al. (2019) and Sjodin et al. (2020) note that cooperation in digital ecosystems enhances organisational flexibility, as well as innovation potential. Muller, Buliga and Voigt (2018) also maintain that companies that manage to change business models continuously are more likely to maintain competitive advantage in digitally disrupted markets.
But competitive pressure is not the only assurance of successful transformation. As it is shown by Pizzichini et al. (2025) the performance of dealerships is conditioned by the synthesis of the technological innovation with organisational readiness, strategic leadership and the development of customer-oriented service. As such, business model innovation must be considered part of a ongoing strategic plan and not a reactive effort to digital disruption.
[bookmark: _Toc235360364][bookmark: _Toc237945370]2.6 Customer Expectations and Customer Experience
The digital transformation has had a tremendous effect of transforming the customers’ expectations in the automotive retail industry. Modern consumers seek more convenient, transparent and personalised purchase process supported by the seamless digital experience. According to Lemon and Verhoef (2016), the concept of customer experience now involves all the steps of buying process, not only of individual transactions but also related to researching online, communicating with the dealership, buying a product and after-sales services. In the same way, Becker and Jaakkola (2020) conceptualise customer experience by considering it to be multidimensional and dependent on the cognitive, emotive, and behavioural responses in various touchpoints.
Personalisation, speed, transparency and service quality have consistently been found by the literature to be important determinants of customer satisfaction. As the study by McLean and Wilson, (2016) reveals, good online experiences lead to customer confidence and purchase intentions, whereas McLean and Wilson (2016) also refer to the increased relevance of the role of digital customer support in boosting online customer engagement. Moreover, according to Bolton et al. (2018) and Homburg, Jozić and Kuehnl (2017), organisations need to combine physical and online interactions to provide the consistent customer experiences at every channel.
However, there is no consensus among researchers as to whether face-to-face interaction can be entirely substituted by the use of digital technologies. According to Voorhees et al. (2017), physical service experiences still play a vital role in making more complicated buying choices like buying a vehicle. Literature, thus, suggests that digital technologies are to supplement, but not replace, the old dealership relationships.
[bookmark: _Toc235360365][bookmark: _Toc237945371]2.7 Dealership Performance and Digital Strategy
The digital strategies adopted by dealerships are getting more and more influential on their performance, as they allow to enhance operational efficiency, satisfaction of the customers, and positions them in the competitive landscape. According to Sebastian et al. (2017), organisations that integrate digital technologies and strategic renewal have better long-term performance than those that are oriented only on the use of technologies. Similarly, Warner and Wäger (2019) stress that dynamic capabilities help firms to constantly change according to evolving market conditions.
In automotive retail, digital strategies now go beyond online marketing, and encompass, customer relationship management, data analytics and omnichannel integration. Verhoef et al., (2021) argue that digital business strategies generate competitive advantage through alignment of technology with organisational goals and the introduction by Verhoef et al. (2021) of the need to integrate technological innovation and decision-making that is centred on customers. Nevertheless, Kida et al. (2023) show that sales management and organisational capability are also key factors that dealership can use to achieve long-term success, which means that the influence of technology alone is insufficient (Paiola and Gebauer, 2020).
[bookmark: _Toc235360366][bookmark: _Toc237945372]2.8 Theoretical Foundation
Four complementary theories underpin this research, explaining how digital disruption impacts dealership performance: Dynamic Capabilities Theory, Business Model Innovation Theory, and the TechnologyOrganisationEnvironment (TOE) Framework, and the Resource-Based View (RBV).
The Dynamic Capabilities Theory, introduced by Teece, Pisano and Shuen (1997), is a theoretical framework that explains how organisations can maintain their competitive advantage through the ability to sense the changes in the environment, seize new opportunities and restructure organisational resources to respond to the changing market conditions. Elaborating on this point, Warner and Wäger (2019) suggest that the only way a digital transformation can be successful is by developing dynamic capabilities since organisations have to be in a constant state of adapting their strategies and operations to technological disruption. This theory specifically applies to the current study since the car dealerships currently exist in the ever-changing digital world where one would constantly need to adapt to the new environment to stay relevant.
Business Model Innovation Theory introduced by (2010) describes how organisations develop and maintain competitive advantage by redesigning the mechanisms through which value is created, delivered and captured (Foss and Saebi, 2017). The theory also focuses on changing a business model to meet the evolving customer needs and competition instead of just having to trust technological innovation. This theory is also applicable in the context of automotive retailing to understand why dealerships have increasingly integrated digital channels, omnichannel retailing and customer-based service models in reaction to the digital disruption.
Technology Acceptance Model (TAM) as articulated by Davis (1989) is the model of how people accept and use technology directly as a consequence of the perceived ease of use and perceived usefulness of technology. TAM can be applied in this study since these aspects can determine the readiness of consumers to use online vehicle shopping platforms, as well as online dealerships. It thus offers a convenient customer-based view and Dynamic Capabilities Theory, which identifies how dealerships adapt their organisational capabilities in response to digital disruption.
Lastly, the Resource-Based View (RBV) states that sustainable competitive advantage is result of resources with value, which is rare, well-organised, inimitable and valuable to the organisation (Barney, 1991). Even though at the time when RBV was first created, digital transformation was not yet present, it is still applicable today as digital capabilities, customer data, technological expertise and organisational knowledge have become strategic assets that differentiate high-performing dealerships. The theory thus offers a practical account of how the internal resources contribute to the effective digital transformation and long-term organisational performance.
The examined sources consistently recognise the fact that the digital transformation, online shopping, the intensity of competition and evolving customer demands and needs have radically transformed retail organisations (Verhoef et al., 2021; Becker and Jaakkola, 2020). Although most scholars generally agree that these factors drive organisational performance, scholars differ in their focus on how digital transformation generates a competitive advantage in organisations. Using the case of organisational adaptability and dynamic capabilities as an example, Warner and Wäger (2019) believe that these two elements are the main factors driving successful transformation, though Foss and Saebi (2017) emphasise business model innovation more. The two views though complementary to each other, majority of the existing literature analyzes these factors separately as opposed to their combined effect to performance of dealerships. This fragmented approach prevents insight in the manner in which technological, organisational and customer-related factors interplay in automotive retail. Thus, the current research combines these overlapping aspects by means of the systematic literature review and thematic analysis to offer a much more detailed picture of the concept of digital disruption and how it affects the performance of car dealerships.
[bookmark: _Toc235360367][bookmark: _Toc237945373]2.9 Research Gap
Current literature gives extensive information about the digital transformation, omnichannel retailing, customer experience and business model innovation. Nevertheless, the issues have mostly been examined alone or in the framework of the bigger retail and manufacturing environment (Verhoef et al., 2021; Nadkarni and Prügl, 2021). Relatively little literature has been done to investigate the extent to which on-line car buying, competitive pressure, and changing customer demands have a collective impact on the performance of car dealerships. Moreover, most research addresses the use of technology, without analytically assessing its strategic impact on dealership competitiveness (Hanelt et al., 2021; Pizzichini et al., 2025). Thus, the dissertation fills a crucial gap by synthesising current evidence based on a qualitative systematic literature review as well as a thematic analysis to provide a comprehensive picture of digital disruption in automotive retail.
[bookmark: _Toc235360368][bookmark: _Toc237945374]2.10 Conceptual Framework
[image: ]
Figure 1: Conceptual Framework (constructed by self) 
According to the literature, the digital disruption is the major force behind organisational change in the field of automotive retail. It affects performance in dealerships in three related areas: online purchase of vehicles, competitive pressure as well as changing customer expectation. These influence the dealership digital strategies which in turn impact customer satisfaction, operational efficiency and competitive advantage. Based on this, the current study takes a conceptual model that deals with dealership digital strategy as the process that bridges digital disruption and dealership performance.
[bookmark: _Toc236001333][bookmark: _Toc237945375]Chapter 3: Methodology
[bookmark: _Toc236001334][bookmark: _Toc237945376]3.1 Introduction
This chapter presents the method used in exploring the effects of digital disruption on the performance of car dealerships. It describes and explains the research philosophy, approach, design and strategy, then proceeds to describe the data sources, search strategy and criteria of collecting relevant literature. The chapter will also outline the thematic analysis process used to synthesises the findings, as well as the steps undertaken to assure the credibility and ethical nature of the research. Collectively, these methodological decisions can offer a clear and organized framework to deal with the research purpose (Saunders, Lewis and Thornhill, 2023; Creswell and Creswell, 2023).
[bookmark: _Toc236001335][bookmark: _Toc237945377]3.2 Research Philosophy
The research philosophy in this study is an interpretivism. The assumption of interpretivism is that reality is constructed and meaningful understanding can be obtained by the interpretation of the experiences, actions and attitudes of individuals to an objective phenomena instead of quantifying them (Saunders, Lewis and Thornhill, 2023). Since this study will examine the effects of digital disruption on automotive retail using the evidence noted in the existing literature, an interpretivist method is suitable as the approach can be used to analyze various perspectives found in the literature.
Interpretivism is better than positivism since the research does not aim at measuring the variables, testing hypotheses, determining statistical relationships (Saunders, Lewis and Thornhill, 2023). On the same note, pragmatism is less appropriate in the sphere since the study is not integrating qualitative and quantitative approaches to solve a practical issue in several methodological approaches (Saunders, Lewis and Thornhill, 2023). Alternatively, the research employs qualitative secondary data to identify and interpret patterns and meanings of existing research (Creswell and Creswell, 2023). Thus, interpretivism can best offer a philosophical framework that explains the perception of digital disruption and the way its ramifications to the performance of dealerships can be interpreted in various studies (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc236001336][bookmark: _Toc237945378]3.3 Research Approach
A research approach used was inductive. Inductive reasoning formulates Holistic explanations based on prevailing observations and evidence instead of testing an established theory (Saunders, Lewis and Thornhill, 2023). As this research is a synthesis of earlier studies to determine common trends of digital disruption and dealership performance, the inductive methodology gives a suitable methodological underpinning.
Induction, opposed to deductive research, which aims at proving theoretical propositions, allows themes to emerge organically within the literature. This methodology fits under thematic analysis and aids in formulating evidence-based conclusion based on the studies reviewed (Braun and Clarke, 2006).
[bookmark: _Toc236001337][bookmark: _Toc237945379]3.4 Research Design
The study follows a qualitative approach to research by means of secondary data. Qualitative research allows the exploration of complex issues and behaviours in organisations that cannot be sufficiently described by the use of numerical analysis (Creswell and Creswell, 2023). Considering that the research aims at comprehending the digital disruption impact on the functioning of the dealership in various viewpoints, the qualitative research has the ability to be flexible such that the available academic evidence may be critically analyzed.
The research design is also consistent with the interpretivist philosophy of the study since the research involves interpreting various views, as opposed to quantifying the results of the research (Saunders, Lewis and Thornhill, 2023). Thus, qualitative design offers the best foundation to critically synthesise available evidence and form a contextual comprehension of digital disruption and the effects it may have on the performance of automotive dealerships.
[bookmark: _Toc236001338][bookmark: _Toc237945380]3.5 Research Strategy
A Systematic Literature Review (SLR) has been chosen as the main research strategy. An SLR is an organised, systematic and replicable method to locate, pick, assess and compile pertinent literature, minimising researcher impact and enhancing the trustworthiness of their review (Tranfield, Denyer and Smart, 2003; Snyder, 2019). SLR is more methodologically rigorous than a traditional narrative review; every step of the review process is clearly recorded.
The systematic methodology was specifically suitable as the study needed to synthesise the findings of many peer-reviewed articles on digital transformation, online buying, customer anticipations and dealership performance as opposed to the isolated publications.
[bookmark: _Toc236001339][bookmark: _Toc237945381]3.6 Data Source
The study is based on the secondary data (qualitative data only), specifically on published peer-reviewed journal articles. Secondary data were deemed to be suitable due to the ability to access the evidence-based empirical studies and theoretical insights and allow the synthesis of modern knowledge in a holistic way (Saunders, Lewis and Thornhill, 2023). Relevant industry reports of a reputable nature were accessed where possible, to present contextual evidence, though the primary evidence base was the peer-reviewed journal articles.
[bookmark: _Toc236001340][bookmark: _Toc237945382]3.7 Search Strategy
A systematic search of Google Scholar, Scopus, ScienceDirect, Emerald Insight and SpringerLink were used to find relevant studies. The search terms consisted of the combinations of digital transformation, automotive retail, car dealership, online vehicle purchase, omnichannel retail, customer expectations, customer experience, competitive pressure, business model innovation and dealership performance. Search results were narrowed down using logical operators like AND, OR and NOT. To keep the evidence up to date and relevant, the review primarily used the peer-reviewed journal articles published after 2011, but to wisely introduce theoretical context, some seminal studies were also allowed (Snyder, 2019; Xiao and Watson, 2019).
[bookmark: _Toc236001341][bookmark: _Toc237945383]3.8 Inclusion Criteria
In order to improve the quality and relevance of the review, explicit inclusion criteria were set, which were followed prior to the process of literature search. The search involved peer-reviewed journal articles in English that were published since 2016 and focused on digital transformation, online vehicle purchase, online retail or omnichannel retail, customer expectations, competitive pressure or dealership performance in automotive retail or similar retail setting. Emphasis was placed on the empirical and review research studies that had direct contribution to the research objectives. The use of preset inclusion criteria enhanced the transparency and reliability of the study selection procedure (Snyder, 2019; Xiao and Watson, 2019).
[bookmark: _Toc236001342][bookmark: _Toc237945384]3.9 Exclusion Criteria
Articles were filtered out because they were either conference papers, books, or book chapters and dissertations or non-peer-reviewed articles. Articles published prior to 2011, research studies that were in languages other than English, and research that duplicated another previous study and/or research that restricted itself to either the manufacturing of automobiles or supply chain management with no mention of retail/dealership operations was also excluded. Such exclusion criteria helped in making sure that the evidence base was up-to-date, relevant and closely related to the research objectives (Tranfield, Denyer and Smart, 2003).
[bookmark: _Toc236001343][bookmark: _Toc237945385]3.10 Data Analysis
The thematic analysis framework devised by Braun and Clarke (2006) has six phases that were used to analyse the selected studies. It was initiated by familiarisation during which the chosen articles were repeatedly gone through to have a full picture of their findings. The second step consisted in coming up with preliminary codes through establishing common concepts in regards to digital disruption and dealership performance. These codes were then grouped into larger themes that are common patterns through the literature. The initial themes were then reviewed and refined to get coherence and distinction, afterwards to organize the findings and discussion. Lastly, the interpretation and presentation of the themes took place in Chapter Four, in systematic manner. Regarding thematic analysis, it was chosen due to its ability to provide meaningful synthesis of qualitative evidence and flexibility in analysis (Braun and Clarke, 2006; Nowell et al., 2017).
[bookmark: _Toc236001344][bookmark: _Toc237945386]3.11 Trustworthiness
By adhering to four criteria of Lincoln and Guba (1985), the research was able to increase its trustworthiness. The systematic selection and critical analysis of high-quality peer-reviewed studies were used to enhance credibility. To enhance dependability, every step of the review process was documented so that it could facilitate methodological transparency and even replication of the process. Transferability: This was facilitated by giving a detailed account of the research setting and the criteria of selecting the test studies to enable readers to determine the generalizability of the study results in any other setting. The use of preset inclusion criteria, as well as an evidence-based interpretation of the reviewed literature minimised researcher bias, thus encouraging confirmability (Lincoln and Guba, 1985).
[bookmark: _Toc236001345][bookmark: _Toc237945387]3.12 Ethical Considerations
Since this investigation was only based on secondary data, it did not involve any human subjects and had no ethical concerns regarding primary data gathering. Still, it was able to uphold the principles of ethical research using credible academic sources that properly reflect the findings of authors and give their in-text citations and references according to the guidelines of the AU Harvard referencing. The laws and guidelines on copyright were followed during research as well as academic integrity (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc236001346][bookmark: _Toc237945388]3.13 Methodological Limitations
There are a number of limitations in the methodology. The approach of secondary data was also limiting as it limited the study to the available published literature and was not able to conduct a direct study of dealerships. Additionally, the review might have restricted itself to journal articles in English language, thus overlooking other studies carried out in different languages. Irrespective of these weaknesses, the thematic analysis and systematic literature review presented a rigorous and transparent method of synthesising existing knowledge relating to digital disruption in automotive retail.
[bookmark: _Toc236001347][bookmark: _Toc237945389]3.14 Chapter Summary
The methodological choices that have been used in the study have been explained and justified in this chapter. An interpretivist philosophy, inductive approach, qualitative research design and systematic literature review were employed to investigate the research problem. The chapter has also outlined the search strategy, selection criteria, thematic analysis process, the measures of trustworthiness, ethical issues and methodological constraints. The next chapter demonstrates the results of the thematic analysis and critically discusses them concerning the objectives of the research and literature.
[bookmark: _Toc236001348][bookmark: _Toc237945390]Chapter 4: Results and Discussion
[bookmark: _Toc236001349][bookmark: _Toc237945391]4.1 Introduction
This chapter gathers the results obtained by the thematic analysis of the chosen literature and discusses critically its implication on automotive retail. The thematic analysis was used to reveal the recurring patterns in the reviewed studies and thus the evidence could be grouped into five intertwined themes that dealt with the aspects of digital disruption and dealership performance. Instead of presenting one study at a time, the synthesis of the research is conducted to synthesise common findings of the various studies, disparate viewpoints and the analysis of their implications in achieving the research purpose (Braun and Clarke, 2006). The mentioned themes explain how the process of digital change, online buying, rivalry, customer demands and online strategy have an overall impact on the performance of dealership in a growing digital retailing setting.
[bookmark: _Toc236001350][bookmark: _Toc237945392]4.2 Theme 1: Digital Transformation is Reshaping Automotive Retail
Thematic analysis revealed digital transformation to be the driving force that transforms automotive retail. Throughout the literature reviewed, the concept of digital transformation was introduced as an organisational strategic process that is beyond the utilisation of new technology and involves organisational change, customer engagements and business model creation. According to Vial (2019), digital transformation completely changes the value creation of organisations by integrating digital technologies (2019) whereas Verhoef et al. (2021) believe that organisational capability and changing customer behaviour connect with technological innovation to redefine competitive advantage. These results show that digital transformation needs to be considered as an organisational drive in general, not as a strictly technological project (Bell et al., 2018).
Technologies like artificial intelligence, customer relationship management systems, cloud computing, data analytics and digital platforms are mentioned in numerous reviews as the enabling forces of change in the automotive retail (Sebastian et al., 2017; Kraus et al., 2021). Through these technologies, dealerships can enhance the efficiency of their operations and enhance customer interaction and support the data-driven decision-making process. The results however also indicate that technological investment is not a sufficient condition to successful transformation. According to Warner and Wäger (2019), organisations should innovate dynamic capabilities to enable them to detect shifts in the market and to capture digital opportunities and continuously refresh their resources. On the same note, Nadkarni and Prügl (2021) argue that the organisational culture and strategic alignment, as well as leadership commitment, are also significant predictors of a successful digital transformation. The analysis, therefore, shows that organisational preparedness is just as crucial as technological capability.
Another trend that is taking form in the literature is that digital disruption has brought significant changes in the competitive market within which dealerships operate. Digital transformation, Hanelt et al. (2021) define it as a response to constantly evolving technological and market conditions by organisations, which is continuous, as opposed to a single implementation project. Similarly, according to Schallmo, Williams and Boardman (2017), digital transformation demands ever-evolving business models in order to counter any technological innovation and customer demands in a way that is responsive and efficient. The results indicate that traditional showroom-based sales models are no longer applicable in dealerships and that such dealerships have to be continually redesigned to ensure their survival in the competitive environment.
At the same time, the thematic analysis also showed variations among the literature in terms of the speed of and scale of digital transformation. Some scholars demonstrate digital transformation as an unavoidable organisational change that chiefly becomes the source of change with the assistance of the technological innovation (Vial, 2019; Verhoef et al., 2021), and some scholars seem to believe that the success of transformation relies more on the managerial skills and organisational learning rather than on technology itself (Warner and Wäger, 2019; Nadkarni and Prügl, 2021). This contradiction emphasises the fact that the digital technologies are open-ended and not ensuring the success of the organisation. The evaluated evidence thus indicates that the dealerships who have been performing remarkably well are those who have the capacity to combine technological innovativeness and strategic management, organisational adaptability and decision-making that focus on customers.
Overall, the thematic analysis shows that automotive retail has been radically transformed through digital transformation which transformed organisational structures, operational processes and competitive dynamics. Digital technologies are transforming the way dealerships generate value and interact with their customers, rather than supplanting the traditional dealerships. These results confirm the perception that long-term competitiveness is based on the potential of an organisation to drive technological innovation with ongoing organisational change, thus justifying the applicability of Dynamic Capabilities Theory as a conceptual framework of dealership change in the digital age.
[bookmark: _Toc236001351][bookmark: _Toc237945393]4.3 Theme 2: Online Purchasing Changes Consumer Buying Behaviour
Online vehicle purchasing was established by the thematic analysis as a key aspect changing consumer buying behaviour in automotive retail. The analysed literature also shows that consumers are starting to use digital platforms where they are seeking their information, comparing or contrasting the features of vehicles, arranging financing, and in some situations, make their vehicle purchases. But according to Kim, Connerton and Park (2022), digital purchasing has put an automotive buying process more under the customer control, and Pantano et al. (2020) believe that the active development of digital retailing can boost the level of acceptance of online purchasing channels in the consumer. All these results suggest that online shopping is no longer an additional method of purchasing a commodity but a part of the contemporary customer experience.
In the literature, one of the most universal findings is that convenience has a significant impact on consumers favoring online shopping. Online channels allow customers to obtain product information, compare prices and financing plans more quickly, and they can make a better buying decision which has more flexibility (Gielens and Steenkamp, 2019; Bell, Gallino and Moreno, 2018). Other studies reviewed also indicate that digital purchasing saves time and effort that is usually linked with visiting multiple dealerships and enhances the efficiency of the entire purchasing process. As a result, convenience has become a competitive aspect that has affected dealership strategy.

Figure 2: Customer Experience of AI Users vs non-users
According to Cox Automotive (2025) 19% of the buyers used AI information/recommendation during purchase decision and thos users reported higher customer satisfaction than non users as show in the figure. It was also noted that the level of consumer confidence in online shopping has grown significantly as a result of the advances in digital technologies, as well as information transparency. According to McLean and Wilson (2016), customers place more trust and desire to interact with online stores when provided with a high-quality digital experience, and Becker and Jaakkola (2020) state that positive customer experiences build confidence in the course of the purchasing process. In the same manner, von Böhlen and Simberova (2025) established that consumers exhibit a higher level of acceptance of digital innovations in the event that online stores offer clear information on products, safe transaction, quick customer service. These findings imply that trust could no longer be established based only on face-to-face communication but should be defined more by the standard of online communication.
Although these benefits are present, the thematic analysis show that online buying did not negate the significance of physical dealerships. The multiple researches state that when buying a car is a high involvement decision with a need to be reassured by conducting vehicle inspections, test drives as well as consulting with a professional (Lemon and Verhoef, 2016; Bell, Gallino and Moreno, 2018). Accordingly, online research is often followed by offline interactions prior to final purchasing decisions by the consumers. This fact refutes the hypothesis that online offers will totally supplant traditional dealerships and promotes building integrated purchasing experiences.
The literature reviewed also reveals the varying opinions about the future in online buying of automotive retail. Different studies have described digital purchasing as a new form of sales that has the potential to outcompete the one that people are used to (Pantano et al., 2020), but some of them state that it can only be considered an addition but does not cancel the human interaction with the shop (Kim, Connerton and Park, 2022; Bell, Gallino and Moreno, 2018). According to the thematic analysis, the latter view has more ground, given the fact that most of the studies take into consideration the continuing importance of physical dealerships regarding intricate purchasing choices.
In general, the results are that the online purchase has turned the nature of consumer buying behaviour by putting more pressure on the demand convenience, transparency and flexibility entailed in the purchasing journey. Nonetheless, instead of eliminating dealership, online buying has reshaped customer expectations and entrenched the necessity of designing online and offline retail solutions that can serve consumers in the entire car buying process.
[bookmark: _Toc236001352][bookmark: _Toc237945394]4.4 Theme 3: Competitive Pressure is Forcing Business Model Innovation
The thematic analysis found the competitive pressure to be a significant source of business model innovation in the automotive retail sector. The sources examined show that competitive pressure has been heightened as a result of digital disruption, which has exposed new market entrants, transformed consumer buying behaviour and diminished competitive edge enjoyed by traditional physical dealerships. Instead of being just competing with other dealerships, retailers have to deal with competition posed by digital-only companies, online car platforms and manufacturers that have adopted direct-to-consumer sales models. Such changes have forced dealerships to re-evaluate the value creation, delivery, and capture models in an increasingly digital marketplace (Foss and Saebi, 2017; Verhoef et al., 2021).
One of the key findings of the literature is the association between Tesla and agency model and the competition in dealerships. However, unlike the classic system of franchises, the direct-to-consumer nature of Tesla reduces the involvement of intermediaries since a buyer can configure, finance and purchase cars mostly via the online channels. Pizzichini et al. (2025) believe that this model has challenged the traditional dealership model by showing how digital technologies could make customer acquisition easier and enhance customer interaction. On the same note, Paiola and Gebauer (2020) point out that digital servitisation helps organisations to go past product sales in order to provide integrated digital services that help organisations promote long-term customer relationships. Such findings suggest that the topic of competitive advantage becomes more and more reliant on service innovation as opposed to mere product availability.
The review also unveils that online automobile sites have enhanced market transparency and consumer bargaining power. Using digital platforms, customers can easily compare prices, vehicle specification and financing plans of multiple retailers with a minimum effort, which reduces the information asymmetry that used to favour dealerships in the past (Kim, Connerton and Park, 2022; Gielens and Steenkamp, 2019). This means that dealerships are now not able to rely on traditional sales practices, or of the nearness of their location. Rather, the literature indicates that organisations have to differentiate themselves based on excellent customer experience, digital capabilities and value-added services.
Another theme that is repeated is the strategic actions that dealerships choose to take in order to be competitive. Kohtamaki et al. (2019) posit that digital ecosystems foster collaboration among organisations and dealerships can offer more integrated solutions to their customers. Similarly, Sjodin et al. (2020) highlight that agile digital servitisation improves the organisational agility through fostering continuous innovation and quick adaptation to new market fluctuation. Similarly, Muller, Buliga and Voigt (2018) argue that organisations that have a high level of digital readiness would be in a better position to react to technological disruption effectively compared to those that are only based on the conventional business model. Taken altogether, these research results indicate that successful adaptation needs to be achieved through ongoing organisational learning as opposed to isolated technological investments.
Although there seems to be widespread agreement on the necessity of business model innovation, the literature reviewed offers the differences of perspective in terms of the key drivers of competitive advantage. Foss and Saebi (2017) believe that redesigning business models is the key to remaining competitive, and Warner and Wäger (2019) believe that it is organisational capabilities that eventually decide whether the digital transformation generates sustainable value. The thematic analysis reveals that the opinions are not opposing but complementary. Business model innovation provides structured framework in response to competitive pressure, and dynamic organisational capabilities need to determine the quality of the implementation.
In general, the results prove that the competition has fundamentally transformed the strategic decision making in the automotive retail. Online platforms and alternative retail models have increased the pace of change and innovation is necessary; dealerships have to pursue more customer-focused and digitally integrated business models. Business model innovation, instead of being a short-term reaction to market disruption, has become an ongoing strategic process that would allow dealerships to be competitive in a changing digital environment.
[bookmark: _Toc236001353][bookmark: _Toc237945395]4.5 Theme 4: Customer Expectations are Driving Omnichannel Experiences
The thematic analysis revealed that changing customer expectations were one of the primary drivers of developing the omnichannel retailing within the automotive industry. Studies reviewed show a consistent expectation on the part of modern consumers of experiencing a seamless flow of interactions between digital and physical channel, where dealerships need to incorporate numerous touchpoints in the buying process. Instead of seeing online and offline channels as two different, customers now want to receive the same information, individualised communication and flexible buying options across all channels (Lemon and Verhoef, 2016; Becker and Jaakkola, 2020). This means that the expectations of the customers have undergone changes, moving from product acquisition toward holistic purchasing experiences (Frank et al., 2019).
One of the consistent themes in the literature is that customer experience has now emerged as a significant source of competitive differentiation. Becker and Jaakkola (2020) believe that customer experience includes cognitive, emotional, and behavioural responses that is created during encounters with an organisation during the touchpoints. Likewise, Homburg, Jozic and Kuehnl (2017) argue that organisations that provide outstanding yet individualised customer experiences can more easily achieve customer satisfaction and loyalty over the long run. This thematic analysis then suggests that dealerships are competing more on the quality of their service and its interaction with customers than just the product and its price (Becker and Jaakkola, 2020).
The studied articles also prove that digital interactions have turned to the core of a customer journey. The consumers have become digital-savvy and require the dealerships to offer online information and virtual vehicle information, responsive customer support and clear buying procedures before stepping into the physical showrooms (McLean and Wilson, 2016; Kim, Connerton and Park, 2022). De Keyser et al. (2020) also infer that customer engagement through digital service technologies is enhanced as a result of quicker communication and individualised interactions. Digital channels, therefore, have been transformed from mere marketing tools to an indispensable part of customer relationship management.
The two themes found to have great impact on customer expectations were transparency and personalisation. The literature confirms that consumers are inclined to turn to dealerships with clear pricing, where customers can find detailed information about products and personal recommendations on products (Bolton et al., 2018; Becker and Jaakkola, 2020). Moreover, Voorhees et al. (2017) state that the overall customer touchpoint consistency results in great customer confidence during the buying process. The implication of these findings is that dealerships need to focus on the establishment of integrated information systems that can provide accurate and personalised experiences in online and offline platforms (Gao and Su, 2017).
Although the value of omnichannel retailing may be broadly accepted, the studied literature draws various points of view related to the role of physical dealership (Kim et al., 2022). According to some researchers, the further development of digital technologies can decrease the importance of face-to-face contacts with consumers over time (Kim, Connerton and Park, 2022). But some claim that physical dealerships are still needed since the purchase of cars is associated with significant levels of financial commitment, as well as with the need to be personally consulted, take test drives, and receive after-sales services (Lemon and Verhoef, 2016; McLean and Wilson, 2016). The thematic analysis helps validate the latter point of view, as it suggests that digital technologies, when used to complement the physical retail experiences, are more effective (Nadkarni and Prügl, 2021).
On the whole, the results prove that the changing customer demands have boosted the shift to omnichannel automotive retailing. The consumers are demanding convenience, transparency, personalisation and consistency across the purchasing process and this demands dealerships to have digital and physical channels that are well-integrated. Therefore, it is possible to identify dealerships that have succeeded to provide customers with a seamless experience involving a mix of technological innovation and personalised customer service, which enhances customer satisfaction and long-term in competitive advantages.
[bookmark: _Toc236001354][bookmark: _Toc237945396]4.6 Theme 5: Digital Strategy Influences Dealership Performance
The thematic analysis revealed that the digital strategy was a decisive factor that determined the performance of the dealership within the modern automotive retail environment. There is a consistent indication in the reviewed studies that dealerships implementing comprehensive digital strategies gain sales performance and customer satisfaction, operational efficiency and long-term competitiveness. Instead of a unified approach to technology implementation, the successful digital strategies rely on a combination of organisational goals and customer requirements, technology capabilities to generate sustainable value (Verhoef et al., 2021). These conclusions suggest that digital strategy has developed out of a supportive business activity to an essential element of organisational achievement.
The recurrent observation is related to the favorable correlation between digital strategy and sales performance. The literature review also indicates that digital technologies can enhance the capability of dealerships to gain the attention of prospective buyers, simplify the process of generating leads and making more informed buying choices. Sebastian et al. (2017) claim that organisations that combine digital technologies and strategic business renewal have higher long-term performance rates than organisations which follow isolated technological initiatives. In the same manner, Kida et al. (2023) show that use of effective sales management that is backed by digital systems can help boost dealership performance as it enhances customer contact and decision-making. These results suggest that digital strategies improve the performance of sales when it is aligned with organisational goals.
Another important consequence of successful digital strategy, as pointed out by the thematic analysis, is customer satisfaction. Verhoef et al. (2021) propose that digital transformation allows organisations to offer a more responsive, personalised and integrated customer experience, which enhances the customer loyalty. Similarly, Lemon and Verhoef (2016) underscore the importance of customer satisfaction as being based on the quality and consistency of interactions that occur during the purchasing process as opposed to the service experiences during individual service engagements. As a result, customer-centred online strategies are adopted by dealerships more likely to attain more desirable customer relationships and retention.
Another significant aspect of the dealership performance turned out to be operational efficiency. According to the reviewed articles, it is demonstrated that digital technologies enhance organisational efficiency by building different mechanisms that make organisation routine tasks more efficient, aid in making decisions based on the data and improve communication within the business functions (Vial, 2019; Warner and Wäger, 2019). Also, Nadkarni and Prügl (2021) suggest that the digital transformation will make organisations to be more agile by enhancing the ability to react to market and customer demands. These results imply that the operational upgrading leads to indirect dealership performance (enhancement of organisational flexibility and minimisation of inefficiencies).
According to the literature, it is also shown that competitive advantage is more and more reliant upon the capacity to unite the digital strategy with evolving organisational adaptation of an organisation. According to Paiola and Gebauer (2020), digital services allows companies to differentiate between themselves by providing value-added digital services, whereas Warner and Wäger (2019) note that dynamic capabilities enable organizations to maintain competitive advantage due to their continuous strategic renewal. The thematic analysis, however, suggests that technology is not a guarantee to better performance. Rather, dealerships can attain high performance under the influence of effective provision of digital technologies with effective leadership, learning in organisations and customer decision making.
Even though the general conclusion of most studies is that digital strategy and organisational performance are positively related, certain researchers have warned that digital transformation is only achieved through extensive financial spending, employee education, and organisational restructuring prior to realisation of benefits (Hanelt et al., 2021; Kraus et al., 2021). Therefore, digital initiatives might not yield faster returns in dealerships that are not strategically run or lack organisational readiness. This observation indicates that a successful digital strategy is not only based on technological capacity but also the organisational capacity to adopt and maintain a successful transformation (Kohtamäki et al., 2019).
On the whole, it can be seen that the thematic analysis reveals that the digital strategy can impact the dealership performance greatly by enhancing sales, customer satisfaction, operational efficiency and competitive advantage. However, technology does not guarantee sustained performance but the successful blending of digital capabilities, strategic leadership and customer-centred organisational practices. These insights confirm that a comprehensive digital strategy is essential to stay competitive amid a disrupted automotive retailing landscape.
[bookmark: _Toc236001355][bookmark: _Toc237945397]4.7 Integrated Discussion
The thematic analysis illustrates that the five themes found are interrelated and all provide a combined answer to the impact of digital disruption on car dealership performance. Digital transformation offers the foundation for organisational change with the ability of the dealerships to embrace new technologies, re-design business processes and adapt to emerging changes in the market (Vial, 2019; Verhoef et al., 2021). This has increased the pace of online purchasing of vehicles where the dealerships are expected to offer convenient and transparent digital purchasing experiences without losing the customer trust by offering integrated retail experiences (Kim, Connerton and Park, 2022; Lemon and Verhoef, 2016). At the same time, growing competitive threat posed by online platforms and alternative business retail models by digital-native companies has triggered a need to be innovative in business models and solidify strategic capabilities by the dealerships (Foss and Saebi, 2017; Paiola and Gebauer, 2020).
The results also indicate that the evolving customer expectations have consolidated the role of the omnichannel retailing whereby dealerships have had to integrate digital convenience with face-to-face customer services, which are more customised. The thematic analysis shows that substitution becomes the wrong perspective even though there are some research studies which propose that digital technologies will someday take over the traditional dealership functions, however the evidence is more strongly in support of complementary integration (Bell, Gallino and Moreno, 2018; Becker and Jaakkola, 2020). These results are consistent with the Dynamic Capabilities Theory, which says that organisations maintain a competitive advantage by sensing changes in the environment, take opportunities and invest in a constant adjustment of organisational resources (Warner and Wäger, 2019). Likewise, the Business Model Innovation Theory describes how the dealerships achieve long-term value generation, delivery and capture by redesigning value creation mechanisms in response to digital disruption (Foss and Saebi, 2017). In general, the results identify the answer to the research questions because they show that the meaningful factor that determines the dealership performance is not technology but the effective implementation of the digital strategy, organisational adaptation and customer-centred innovation.
[bookmark: _Toc236001356][bookmark: _Toc237945398]4.8 Chapter Summary
This chapter outlined the results of the thematic analysis of the chosen literature. They were split into five main themes: digital transformation, online purchasing, competitive pressure, customer expectations and digital strategy. Together, the results reveal that the digital disruption is essentially transforming the automotive retail by impacting on organisational structures, consumer behaviours and dealership competitiveness. The integrated discussion also determined that the most successful dealerships are those who can integrate technological innovation into business model adaptation and customer-centric approaches. In the next chapter, conclusions are presented with practical recommendations, limitations and suggestions of future research.
[bookmark: _Toc236001357][bookmark: _Toc237945399]Chapter 5: Recommendations, Conclusion and Limitations
[bookmark: _Toc236001358][bookmark: _Toc237945400]5.1 Introduction
The practical recommendations in this chapter are derived from the findings of the thematic analysis and which is followed by the general conclusion of the study. It also covers the primary shortcomings of the investigation as well as provides recommendations for future research. To supplement the findings offered in Chapter Four, there are recommendations offered to assist the automotive dealerships to survive in an increasingly competitive retail environment that increasingly depends on digital technologies.
[bookmark: _Toc237945401]5.2 Fulfilment of the Objecitves
The initial goal, the need to examine the impact of digital transformation on automotive retail, was achieved by discovering digital transformation to be a crucial source of organisational and strategic change, especially in digital technology, organisational capabilities and transforming processes in retailing. The second goal, to learn about the effects of online vehicle purchase on the performance of dealerships, was achieved by establishing that online purchasing has raised consumer demands in terms of convenience, transparency and flexibility and dealerships should incorporate digital channels in the purchasing process. The third objective to review the effect of competitive pressure on dealership business models were achieved by considering how online platforms and alternative sales models, as digital-native competitors, are motivating dealerships to re-evaluate their traditional business models and increase business model innovation. The fourth goal, to investigate the effects of evolving customer requirements, on dealership strategies, was discussed in terms of the discovery that customer expectations are converging towards seamless omnichannel experiences, personalised experiences, accurate information and service uniformity, on both digital and physical touchpoints. Lastly, the fifth objective that was achieved was to recommend solutions to improve dealership competitiveness in a digitally disrupted automotive retail setting, but through recommendations concerned with end-to-end digital transformation, an omnichannel, customer experience, data analytics and CRM, as well as employees developing digital capabilities. Taken together, these results indicate that research aim was met by demonstrating the influence of digital disruption, online purchase, competition pressure and changing customer expectations in determining dealership strategies and performance.
[bookmark: _Toc236001359][bookmark: _Toc237945402]5.3 Recommendations
[bookmark: _Toc236001360][bookmark: _Toc237945403]5.3.1 Digital Transformation Strategy
The car dealerships should adopt a digital transformation strategy as a whole rather than implementing the isolated technological solutions. The results show that effective digital transformation is based on the combination of technology and organisational capabilities, strategic leadership and incessant innovations (Verhoef et al., 2021; Warner and Wäger, 2019). The dealerships should thus design long-term digital roadmaps that align technology investments with business goals and customer requirements. These measures will enhance the organisational flexibility and enhance competitiveness in the long term.
[bookmark: _Toc236001361][bookmark: _Toc237945404]5.3.2 Omnichannel Retail Strategy
Another way in which the dealerships are recommended to promote omnichannel retailing is through integrating online and offline customers as part of seamless buying experience. Customers are increasingly demanding and expect to research automobiles, checking prices, financing and communicating online before visiting physical showrooms (Kim, Connerton and Park, 2022; Becker and Jaakkola, 2020). This implies that the dealerships are required to be consistent both online and their retail outlets and in high involvement purchasing decisions, through the use of personalised face to face services.
[bookmark: _Toc237945405]5.3.3 Customer Experience Improvement
Customer experience should be strategic priority. The results show that transparency, convenience and personalisation have a high impact on customer satisfaction and purchasing behaviour (Lemon and Verhoef, 2016; Homburg, Jozic and Kuehnl, 2017). The dealerships are supposed to have transparent pricing, accurate online information, customised recommendations and responsive customer care throughout the purchasing process. These efforts will be likely to strengthen customer confidence, retention and loyalty (Lemon and Verhoef, 2016).
[bookmark: _Toc237945406]5.3.4 Data Analytics and CRM
The use of data analytics and customer relationship management (CRM) systems should be enhanced by automotive retailers in order to make evidence-based decisions. The customer data can also help the dealerships gain in-depth insights into the purchasing behaviour, service preferences and expectations of services they receive, and consequently, allow them to offer more targeted  marketing and personalised services (Vial, 2019; De Keyser et al., 2020). The effective implementation of the CRM systems improve communication, customer retention and improvement of the sales.
[bookmark: _Toc237945407]5.3.5 Staff Digital Capability
The results indicate that digital transformation demands employees who have the right digital knowledge and skills. Accordingly, dealerships should look into investing in the continuous training in digital technologies, customer engagement tools, CRM systems and data analytics upskilling of their employees. Digital capability building in employees will boost organisational preparedness, allow organisations to adopt technology and provide better services, which in turn will improve successful digital transformation (Nadkarni and Prügl, 2021; Warner and Wäger, 2019).
[bookmark: _Toc237945408]5.4 Objectives and Conclusion
This research examined the effects of digital disruption, online buying, change in customer expectations and change in competitive pressure on car dealerships performance. The use of a qualitative systematic literature review and the thematic analysis enabled the research to synthesise available scholarly evidence in the field of digital transformation in the automotive retail sector.
The results suggest that digital transformation has fundamentally reshaped the operations of dealerships by affecting the organisational design, customer relationship and decision-making. E-commerce has transformed the consumer buying patterns which lean towards the being convenient, clear and possess flexible buying experiences. The emergence of digital-native firms and other models of retailing have posed competitive threats to the dealerships, prompting them to be innovative in their business model, and evolving customer expectations have led to a rise in the use of the omnichannel model of retailing. The analysis shows further that dealerships that have undertaken a comprehensive approach to digital strategies have obtained customer satisfaction improvements, operational efficiency, and long-term competitiveness.
The paper contributes to the existing literature by integrating the evidence of different research  areas in a single model explaining the impact of digital disruptions on dealership performance. Practical guidance may also be provided based on the results to dealership managers that might wish to become more competitive with the digital transformation and customer-oriented innovation.
[bookmark: _Toc237945409]5.5 Research Limitations
There are a number of limitations to be taken into consideration. To start with, the research was solely relied on secondary data, which was qualitative, and therefore did not use primary data of the customers or dealership managers. Second, publication bias can occur, as there is a higher likelihood of some of the research to be published in peer-reviewed journals when there are significant findings of such research as opposed to one with neutral or contradictory results. Third, this study also focused on specific area of automotive retail, which restricts the applicability of the research results to other retail industries. Lastly, the review synthesised evidence gathered at various stages, which is hard to capture in the changing landscape of digital technologies, and consumer behaviour.
[bookmark: _Toc237945410]5.6 Future Research
Future research should focus on these limitations and primary qualitative or quantitative research should be involving the dealership managers, employees and customer. The cross country research would also allow improving an understanding of the impact of national contexts on automotive retail digitization. Future studies can examine the growing relevance of electric vehicle retailing, how artificial intelligence influences on the performance of dealerships and how the ultimate impact of agency sales models on the dealership itself and customer experience influences the dealership performance. Such a study would be a further evidence on the strategic decision making in a more digitized automotive retailing sector.
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APPLICATION FOR ETHICAL APPROVAL


	RESEARCH STUDENTS
This form is to be completed by the student within SIX months for full-time students and TWELVE months for part-time students, after the commencement of the research degree or following progression to Part Two of your course. 

Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).

This document is also available in Welsh.


	RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.


	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.




In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  







SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Elis-Andreea Tanko

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	IICL


	4
	Campus:
	London


	5
	E-mail address:
	
2134085@student.uwtsd.ac.uk

	6
	Contact Telephone Number:
	07399428323

	
	For students:

	7
	Student Number:
	2134085

	8
	Programme of Study:
	BA (Hons) Leadership and Management Skills in the Workplace

	9
	Director of Studies/Supervisor:
	Md Kalam





SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	
	
	Institute Research Committee
	☐	

	
	
	Other (supervisor)

	☒	16/07/2026



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES, then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Digital Disruption in Automotive Retail: Investigating the impact of online purchasing, competitive pressure, and evolving customer expectations on car dealership performance.


	2
	Proposed start date:
	11/06/2026
	Proposed end date:
	18/08/2026

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity


Investigating the impact of online purchasing in automotive retail 
(this box should expand as you type)

	4
	Research Question
· What is the impact of online vehicle purchase on automotive retail?
· How does the competitive pressure affect the business model of dealership?
· How will the expectations of contemporary customers in the digital age will influence the dealership strategies?



(this box should expand as you type)

	5
	Aims of Research Activity

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 (update from dissertation)

(this box should expand as you type)

	6
	Objectives of Research Activity

3. To analyse the effect of digital transformation (online purchase vehicle) on automotive retail performance 
4. To examine the influence of competitive pressure on the business models of a car dealership.
5. To examine how changing customer expectations can impact the dealership strategies.


(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	The study will use a qualitative secondary research design based on systematic document analysis. Data will be drawn entirely from existing written sources; no primary data from human participants will be collected.
Academic literature will be identified through database searches (e.g. Google Scholar, Scopus, Business Source Complete) using combinations of keywords such as “digital disruption”, “automotive retail”, “online car buying”, “omnichannel dealerships”, “OEM direct sales” and “customer experience in car retail”. The focus will be on peer‑reviewed journal articles, academic books and book chapters published mainly within the last 5–10 years, with earlier sources included where they provide core theoretical foundations.
All selected documents will be logged in a structured spreadsheet or similar tool, recording bibliographic details, document type, context and initial notes.
In the second stage, coded extracts will be compared across sources to identify recurring themes, points of convergence and divergence, and any notable gaps. Attention will be paid to how different documents describe changes to the customer journey, effects on dealership margins and roles in the value chain, and strategic responses adopted by dealerships to manage digital disruption.
(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	
London, UK
(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research, then please state this.

	9
	
N/A

(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☐

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☐

	3
	Vulnerable adults?
	☐
	☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☐

	5
	Prisoners?
	☐
	☐

	6
	Young offenders?
	☐
	☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☐

	8
	People engaged in illegal activities?
	☐
	☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☐

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	N/A


(this box should expand as you type)

	11
	Who will the participants be?

	
N/A

(this box should expand as you type)

	12
	How will you identify the participants?
	N/A


(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☒

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☒

	15
	Will you obtain written consent for participation?
	☐
	☐
	☒

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☒

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☒

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☒

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☒

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☒

	22
	If NO to any of above questions, please give an explanation 

	
	
The study will use qualitative secondary research.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☒

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☒

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☒

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☒

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	[bookmark: _Toc237945414]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _Toc237945415]1
	[bookmark: _Toc237945416]Full risk assessment completed and appended? 
	[bookmark: _Toc237945417]Yes 
	☐

	
	
	[bookmark: _Toc237945419]No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:
No direct risks to participants are anticipated, as the study use only secondary data.

(this box should expand as you type)
	How you will mitigate the risk to participants:
No identifiable personal information will be collected or processed as the study will use only secondary data.


(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	Not applicable. This study does not involve human participants or the collection of primary data. 

N/A
(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
Minimal risk as, as the study only involves secondary data .

(this box should expand as you type)
	How you will mitigate the risk to the investigator:

The research will be conducted in a safe environment.

(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Minimal risk.


(this box should expand as you type)
	How you will mitigate the risk to the University:

The research will comply with the University’s ethical guidelines, academic integrity policies.

(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
Not environmental risk are anticipated, as this study is based solely on secondary data analysis.


(this box should expand as you type)
	How you will mitigate the risk to environment:
No mitigation measures are required as no environmental risks are expected.


(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
No human participants are involved so the feedback is not applicable.

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	Not applicable. No human participants will be recruited and no primary data will be collected .


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
No identifiable personal data will be collected or processed.

(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	x

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	x

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:

	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	This study will use only secondary data obtained from publicly sources or authorised academic sources. No primary data will be collected , no human participants will be involved.


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
The researcher (myself) and my supervisor will have access to the research data.

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
Myself and my supervisor.

(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	
The data will be stored in my personal computer and only me and the supervisor will have access to it. 

(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	
No it won’t be stored in UWTSD Research Data, all of it will be stored in my personal computer .

(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Elis-Andreea Tanko
	Date:07.08.2026




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Md Kalam
	Date:
17.08.2026

	3
	Signature:
	Md kalam

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☐
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.
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	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.
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	RESEARCH STAFF ONLY
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[bookmark: _Toc237945421]Reflection
[bookmark: _Toc237808791]Introduction
In this reflection, I apply Kolb’s Experiential Learning Cycle (1984) to assess my experience of carrrying out the Independent Project on the Digital Disruption in Automotive Retail. The model mianly focuses on four crtical and meaningful steps, which include concrete experience, reflective observation, abstract conceptualisation and active experimentation (Kolb, 1984).
[bookmark: _Toc237808792]Concrete Experience
My primary experience was the implementation of a qualitative research method with the technique of Systematic Literature Review (SLR) and thematic analysis. I used peer-reviewed articles related to the subject of digital transformation, purchasing vehicles online, competition, customer expectations, and performance of dealerships to identify and assess the literature. First of all, it was difficult to handle a huge volume of academic material and keep the linkage between the literature and research goals clear. Nonetheless, the systematic review method assisted me in systematising the evidence better since systematic reviews demand a systematic approach to locating and synthesising the pertinent research (Snyder, 2019).
[bookmark: _Toc237808793]Reflective Observation
Reflecting over the procedure, I realised that the academic research involves more than gathering proper and relevant information. I had to compare, contrast and critically assess various viewpoints instead of making a concise summary of research works. I also learnt about methodological consistency especially when they are utilized in thematic analysis of secondary literature. Braun and Clarke (2006) indicate the significance of systematic interaction with data in the process of forming and assessing themes, which got me to recognize the necessity to make sure that the themes were directly related to the research questions.
[bookmark: _Toc237808794]Abstract Conceptualisation
The project facilitated my grasp of qualitative studies and rigorous review of the literature. I came to know that an effective literature review must recognize the relationship, contradictions, gaps in the current research and not describe the previous research. The use of theoretical use of perspectives also enhanced my analytical knowledge. An example of this is that the Dynamic Capabilities Theory made me realise how organisations adjust their resources and capabilities to changing environments (Teece, Pisano and Shuen, 1997) and the Technology Acceptance Model enabled me to take into consideration the impact of perceived usefulness and ease of use on individuals' acceptance of technology  (Davis, 1989).
[bookmark: _Toc237808795]Active Experimentation
Next time, I will start my research with more detailed and organised research planning, keep an organized list of sources and spend more time on the critical analysis. I will additionally be more conscious using the contrasting academic views in creating arguments. All in all, this project has enhanced my research, critical thinking, academic writing and self-management and made me more confident to engage in independent research. Using the insights gained through the Kolb's learning cycle will support me to treat future research projects more methodically and critically (Kolb, 1984).
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perspectives, making it appropriate for
qualitative interpretation of existing evidence.

© RESEARCH APPROACH

Inductiveatterns emerge from the literature
to support evidence-led conclusions.

o RESEARCH DESIGN

Qualitative secondary researehrimary
interviews or surveys; critical interpretation of
existing studies.

o REVIEW STRATEGY

Systematic Literature Review (SLR)

Structured identification - transparent study
selection - critical evidence synthesis - improved
methodological rigour [1]

o EVIDENCE BASE

Peer-reviewed journal articles sourced
through:

© SEARCH STRATEGY

Digital transformation - automotive retail - car
dealership - online vehicle purchasing -
omnichannel retail - customer experience -
competitive pressure - business model innovation -
dealership performance

Boolean operators: AND / OR/ NOT

o ELIGIBILITY

INCLUDE EXCLUDE

Peer-reviewed; English;  Conference papers;

mainly 2016 onwards; books; dissertations;

relevant to objectives; non-peer-reviewed or

automotive or related non-English studies;

retail contexts. duplicates;
manufacturing-only
research.

© DATA ANALYSIS

Thematic analysis using Braun and Clarke’s six-
phase framework [2]: familiarisation, coding,
theme development, review, definition, and
reporting.

@ CONCEPTUAL FRAMEWORK

@ RESEARCH FINDINGS
@ DIGITAL TRANSFORMATION

Technologies are reshaping operations,
increasing the importance of digital capabilities,
and requiring organisational adaptation and
strategic renewal.

. ONLINE VEHICLE PURCHASING

Convenience, accessibility, information, and
price comparison are changing purchasing
journeys and expectations for digital interaction.

. COMPETITIVE PRESSURE

Digital-native competitors and online platforms
challenge traditional dealership models, making
business model innovation essential.

. CUSTOMER EXPECTATIONS

Customers demand seamless, transparent,
convenient, personalised journeys integrating
digital and physical channels.

. DEALERSHIP PERFORMANCE

Digital strategy can strengthen satisfaction,
operational efficiency, engagement, competitive
positioning, and long-term performance.

Successful adaptation requires di

al transformation, omnichannel

integration, customer-centric strategies, data analytics and CRM, and
I

[1]Snyder, H.(2019). Literature review as a research methodology: An overview and guidelines.

Journal of Business Research.

Psychology.

[2]Braun, V. & Clarke, V. (2008). Using thematic analysis in psychology. Qualitative Research in
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